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true spirit of the Early American jewelers’ -agt.-KON-ITE 
Early American Reproductions are made in exactly the same 
manner as the originals, cast in one piece of 14K solid gold, 
with unusually massive tops into which precious stones can 


Pictured here are three of a large selection of styles in | 


as shown or, upon order, complete with stones to suit the 
customer’s taste and price range. Earrings available to match. KONITE BUILDING 
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No. 2154/7 
7 stone cluster 

















PMnnnaeen eens Ah rename 






No. 1257/7 
19 stones, large high center 
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No. 490/7 
9 stones, Jarge high center 
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In these exquisite rings we have preserved the 
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th absolute safety and assurance against loss. 


immediate delivery. They may be purchased unset A S AUER & C O 


ures showing 17 designs will be sent upon request. : Cincinnati 2. Ohio 
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Volume CXIX Number 1 


P. M. FAHRENDORF, President 
and General Manager 


LANSFORD F. KING, Editor 


R. H. GOODRIDGE, Associate Editor 
THOMAS V. DUGGAN, Associate Editor 
THOMAS J. HIGGINS, Assistant Editor 
MADELINE LOVE, Gifts Editor 

JOHN E. McGINN, Art Editor 


EUGENE J. HARDY, Washington Editor 
Nat'l Press Bldg., Washington, D. Cs 


JOHN J. BOWMAN, Technical Consultant 
SYDNEY H. BALL, Diamond Consultant 
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Gem Consultant 

VIRGINIA DIXON, Display Consultant 


BUSINESS STAFF 


A. V. ANSEL, Circulation Manager 
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RAY V. LAWRENCE, Research Manager 


New York 


H. H. HETHERINGTON 
MADELINE LOVE 
ARTHUR J. TUVERI 


New England 


E. P. LINGHAM 
420 Ind. Tr. Bldg., Providence 3, R. I. 
10 High St., Boston 10, Mass. 


Chicago 


CLAUD WHEELER 
29 E Madison St., Chicago 2, Ill. 
ISRAEL DOBSEVAGE, Harrison. Ohio 


West Coast 


SIMPSON-REILLY, LTD. 
Russ Bldg., San Francisco 4, Calif. 


Los Angeles County 


HARRY R. TERHUNE 
5410 Wilshire Blivd., 
Room 307, Los Angeles 36, Calif. 
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The Cover directs attention to the 
year ‘round sales possibilities of 
birthdays and features the JIC’s 
Birthday booklet. See page 322 
for details on how to make it 
work for your store. 
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Merchandising and Promotion 


WINDOWS FOR THE COMING MONTH . . 

CHINA ROOM TAILORED TO MERCHANDISE ON DISPLAY 
CONSISTENT POLICY BUILDS CONFIDENCE .. . 
FRANK'S CAPITALIZES ON PERSONAL TOUCH 
DEPARTMENTS—CUE FOR EFFICIENCY 

NOW IS THE TIME . . , 

RINGS ALWAYS BEST SELLERS HERE . . 

USE THE TURKEY IN THANKSGIVING WINDOWS 

AN OLD IDEA SPRINGBOARDS A NEW ONE 

TIPS FOR BOOSTING CHRISTMAS VOLUME 
DECORATIONS WITH ORIGINAL TWIST . . 

CLASSIC LINES FEATURE STAR'S JEWELRY . . 
LAY-AWAYS STRESSED IN ALL ADVERTISING MEDIA 
‘SONGS OF LOVE' BUILD DIAMOND VOLUME 

MOVIE TIE-INS ALWAYS SURE FIRE . 

FROM MILITARY TO CIVILIAN SERVICE 

THE AD-VISER. . 

MUST HOLLOWWARE BE A STEPCHILD 

ADS LITERALLY ALL OVER TOWN 

MORE SPACE—MORE SILVER . . 
STERLING-CONSCIOUS ‘TEEN AGERS GUARANTEE MARKET 
CLOCK YOUR GIFT SALES ... . 

SELLING WATCHES TODAY . . 

SELLING QUALITY TO THE PRICE- MINDED CUSTOMER 
SELL LUGGAGE? YES—BUT YOU MUST HAVE ROOM 


Store Modernization 


PRESCRIPTION FOR MODERNIZATION . . 
MODERNITY AND FUNCTIONALISM FEATURE NEW STORE 
LOCATION FIRST CONSIDERATION IN PLANNING STORE 


The Trade at Large 


MANUFACTURERS’ AIDS FOR WATCH PARADE nepemanann . 
NEW DESIGNS FROM PARIS .. . 
BOOKKEEPING SIMPLIFIED . 


Technical 


VIBRATING A HAIRSPRING . . 
WORKSHOP QUESTIONS AND ANSWERS . 


Departments 


SPEAKING OF THE JEWELRY TRADE. . ........- . + J67 
MY DISPLAY PROBLEM . . . ,-ebheeoenenann sc Re a 
THEY'RE NEW ---.< <_* & *& ee 8 eS Re wR Oe & 
NEW GIFTWARES .. 2. 2 © © © © © wo we we ww th 8 tw TOF 
SPEAKING OF GIFTS . . . 2. 2 «© © © © © © © © ow ow we et SEB 
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The Ultimate in Classic Design 


and Masterful Craftsmanship 
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ONETTE by Maree 





























A transcending sense of beauty 
and the talents of Marcé conceived 
this elegant bracelet-watch... 

W BO artisans wrought it with 
traditional pride and skill... 

One of the many new creations 

in the WBO collections of Gold 
and Platinum watch cases and 


jewelry for the coming seasons. 


WILLIAM B. OGUSH, INC. 


CREATORS OF FINE JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


. 33 WEST 60th STREET (W | NEW YORK 23, N.Y. 
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QUICK, EASY WAY TO SELL BY SHOWING 


‘haniline Uhan a 


a% The smallest “complete kitchen” 

you ever saw—that’s this Manning- 
Bowman Automatic Table Grill! So ver- 
satile, it’s the one appliance no home 
should be without. To sell it, just show 
your customer everything it can do... 


‘e 


Point out: “With this grill you can 

toast two full-size sandwiches, grill 
meats, fry eggs, bake waffles, and heat 
soups or vegetables right at the table! 
It’s beautifully chrome plated.” 


= ian ie tee 
& Show the customer: “Set this dial for 
temperature you want—light in the 
cover glows when current is on. The grill 


comes complete with quick-change grill 
plates, frying pans, waffle grids.” 











While ringing up the sale, say: “This 

Automatic Grill is only one of Man- 
ning-Bowman’s quality appliances— 
toasters, percolators, broilers, irons, waf- 
fle bakers. We feature them all!” 


Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut ¢ In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS IN DEMAND 
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< High base “Tiffany” 


SERIES 153 


SERIES 154 


Above available in 10K 
& 14K Y.G., 14K W.G., 
Duro-Palladium, 10% 
lrid-Plat. 


S onamteniadenemmeesnenenaeneinent 
® FINDINGS 


Style setting, six prongs, 


gracefully tapered. 
Ample height, suitable 
for rings. Sizes from 
3/16 to 2 ct. 


<x 


Tapered low base 


“Tiffany” style setting, 


six prongs. For earrings 


and all types of ‘‘ap- 
plied on top” jobs. 
Sizes from 1/8 to 2 ct. 


<< 


Four prongs, straight 
base. For small faceted 
stones and pearls. Used 
as ‘‘side decorations’’ 
In a large variety of 
Sizes. 


Many years of manufacturing experience have 
‘; ‘a 4a : 
given us the Know-How to produce Better Ring 
Whether it is 


a high or low setting, tailored or elaborate, the 


Mountings, Settings, and Findings. 
principle is the same .. . it is designed to enhance 
the diamond or stone and Hold It Securely” 
We feature some of the old reliable settings 
of proven popularity and several New 
Designs, that will improve the 
styles you now have and 
help you to create 
new styles. 


Available in 14K 
White Gold, Durco- 
Palladium, 10% Irid- 
Plat. 


aa - i“ SERIES 157 


ONE PIECE, Solderless, 


from rolled stock. Concave circle to 


die-struck® g . 


outside edges. Rectangular base, 
straight sides, extra height. ONE 
BEAD setting, '/16 to “2 ct. Security 
TWO BEAD setting, ¥% to 1% ct. 


4 


ONE PIECE, Solderless, die- 
struck from rolled stock. Rect- 
angular base, straight sides, 
extra height. “Flexo’ top ex- 


32 to 1% ct. 


tends to outside edges and 


permits wide variation of 
stone sizes. Makes possible a 
variety of diamond setting 
styles. Sizes from 1/16 to 1% ct. 


RING FINDING MANUFACTURER’ 
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45 ROSE STREET 
NEW YORK 7, NEW YORK 
RECTOR 2-0923 


August 20, 1948 


Baker & Co., Inc, 
113 Astor Street 
Newark 5, N. Jd. 


Gentlemen: 


The fact that more than 95% of the s@gtines and tops 


on our rings ere made of jewelry palladium will show our 
opinion of this metal. 


We have adopted it because of its changeless white 
color that so well brings out the beauty and life of dia- 
monds, because such clean deep cuts:’can be made in carving 
it and because it holds stones securely against loss and - 
practically eliminates the danger of their becoming chipped 
during setting. 


In our opinicn, the retail jeweler can make use of all 
these points to advantage when selling our rings. 


Most sina 
ITH\ RG 


Sigmund Amstel 


prely yours, 





NO ASSOCIATES 








BAKER & CO., INC. 113 Astor St., Newark 5,N. J. « New York » San Francisco + Chicago. 
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HE DESIGN of our Masterpiece Illusion Settings 

creates an even greater increase in the apparent size 

of the diamond than does any previous setting of 
this type. The stone is held in heavy prongs above a 
flower-shaped reflector whose cup-shaped petals reflect 
a greater amount of light than is usually the case. Very 
little metal is visible at the girdle of the diamond. 


We make three sizes for men’s rings with bases of 8mm, 
9mm and 10mm, taking stones from 5 points to 2% 
carats. Series 594 has cross piercing and Series 595 a 
round piercing through the centre. The 8mm size is for 
diamonds of from 5 points to ¥% carat, the 9mm from 
V4 to 1% carats and the 10mm from ¥% to 2¥2 carats. 


Series 596 is a beautiful setting for women’s jewelry 
and is made in four base sizes — 5mm for stones 
from 3 to 8 points, 544mm for stones from 5 to 15 
points, 6mm from 10 to 25 points and 644mm 

from 15 to 35 points. 

All are made in jewelry palladium, iridio-platinum 
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Of all the many different styles of Simmons 
Quality Watch Straps, there isn’t a single one 


every last one of them that wouldn’t make a fit companion 
. for the finest wrist watch made. They 


of Simmons are absolutely tops in every respect... tops 
in style, materials and workmanship .. . 
Qua ; ity Stra ps _ the safest, surest bets for keeping your 
customers watch-happy. They come on single 
cards or complete with buckles in smart 


display assortments. 
S + SOLD THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 


RE Dima 
75th Anniversary 
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HE BIG PUSH FOR BRETTONS 
POPULAR PEEWEE JEWELRY BEGINS 


W DECEMBER. 












Get set now to reap a harvest 
Ne Ce Le 


Introduced iust a few months ago, Bretton’s 
pEEWEE kiddie expansion bracelet and locket sets | ~ “y —s 

| are already established best-sellers in many of | = il 
America’s leading jewelry stores. Expertly fash- r [| R*® vin la 4 wy oad = 
ioned by Bretton watch band craftsmen, each —— -_- FF, | aw | af) » oll 

| beautiful set comes in a handsome, colorful, 
exclusive plastic pocketbook that resembles 
Mommy’s — which makes PEEWEE a gift item 

' second to none! At the height of the Christ- 

| mas season, attractive PEEWEE ads will ap- 

| pear in the nation’s big, mass-circulation 

| magazines, building up a vast potential 
of sales among readers in your city. So 

» get set-—now—to reap a harvest of profit-. 


able gift sales! 


CONSULT YOUR WHOLESALER 


BIG MASS 
UOULVAL las 


like these that ar 
shown below, wil 
introduce PEEWE! 


jewelry to ove 


BRUNER-RITTER, Inc. 


530 Fifth Avenue, New York 20 @ Factories: Bridgeport and Montreal 
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* the urge to buy starts with the eye 
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LOOK FOR THIS 
STAMP OF QUALITY 


THE MARK OF DISTINCTIVE 
BEAUTY AND LASTING 
PROTECTION 





—designed to custom-fit fine watch movements 
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AMLESS RING COMPANY 
71 NASSAU STREET 















CHICAGO 





SAN FRANCISCO e NEW YORK 7,N.-Y. 
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Please 





accept this 





Personalized 
Double-duty 
display as a 
Gift from / 


It’s a Traffie-Stopping LIGHTED DISPLAY 
that Makes Sales 
It Doubles as a Glowing Night Light! 


Your store name efched at top 
in red, without any cost to you! 


Takes just a few inches of window, wallicase, or counter 


space. But what an eye-catcher! 


The handsome, clear lucite frame holds a shadow box 
covered in maroon velvet-like material that matches the 
watch band tray. Tray designed to hold any 6 JB watch 
band cards, so that display is easily changed by opening 
back of box. An 8-watt flourescent bulb, hidden in the 


streamlined, crackle-finished base, lights the frame. 
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Available Without Cost 
with your own selection of 
JB Bracelets 
CONTACT YOUR WHOLESALER 


TODAY FOR COMPLETE DETAILS 


Other ]B displays available on 
request. Write for information. 


_... NATIONALLY 
ADVERTISED 


Back the watch band that backs the jeweler 
JB... your guide to the finest in watch bands 


JACOBY-BENDER, INC. 


161 Avenue of the Americas, New York 13, N. 
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R\ the Jewelers A est-selling Line 


Fi 


these FREE Promotion Aids 





Newsperet A MAT SERVICE ENVELOPE STUFFERS TO 
a DESIGNED TO SELL a BRING IN BUSINESS 


Big and small ads .. . for gift seasons 7 . aN They're richly colored . . . feature 
; and year-round... illustrations and , JB's fastest-moving numbers! 
— headlines for ads you prepare your- — Your store name imprinted front 
self. A mat service you ll use and use! , ol sle Mi olele 4m (oMRalilolce|-Wake) Mael tla 1-o 









HANDSOME DISPLAYS FOR EVERY PURPOSE 


All eye-catching ... all hold standard JB band cards 











JB4 | 
Wood counter unit displays 8 Show tray kit, each Colorful window or Wood display unit displays 6 
bands. Additional storage space. tray holds 11 bands counter display card bands. Additional storage space. 







BACKED UP BY NATIONAL ADVERTISING THAT SELLS di, 


In LIFE, COSMOPOLITAN, COLLIER’S, 
and LADIES’ HOME JOURNAL plus 


leading Sunday Supplements 


Ask your wholesaler for JB promotion 
aids or write direct for information. 


JACOBY-BENDER, INC. * 161 Avenue of the Americas, New York +2 NY. 
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PRESTIGE seans PROFITS for you... 


Gemex builds your PRESTIGE 

by emphasizing the quality 

of Gemex products 

in selected media of 

unquestioned authority and influence. 










All Gemex watchbands are sold Gemex builds your PROFIT 


through wholesale distributors only. with consistent advertising 


CEMEX < to an audience of more than 
pompany 9,000,000 people 


UNION, NEW JERSEY who can afford to buy. 
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Each time a jeweler sells a ring, his reputation is at stake! Today, a growing number of 
jewelers stake their reputations on the firm that has treasured its own reputation 


for more than 80 years — Untermeyer, Robbins. 


: In American Bewuty Diamond Bridal Sets, UR offers a line of 14K yellow and white _ 


gold rings that match the beauty of the finest platinum settings! 


Look to UR not only for these famed, exquisitely-wrought American Beauty 
diamond rings and bridal sets, but for a complete line of 


men's and ladies’ quality rings as well. 


UNTERMEYER, ROBBINS ond COMPANY « 136 West 52nd Street, New York 19, N. ¥. 
timoreaoens [UR] smce 1865 
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BEST-DRESSED WOMEN «x 
WEAR 





From coast to coast, exquisite Lucina Creations add the 


at The Hampshire House crowning touch to the smartest costume. Have your 
. wholesaler show you the complete new 
New York City Lucina Line, featuring variety and artistry in 


“distinguished jewelry for distinguished women”’. 


THE ISKIN MANUFACTURING COMPANY, INC e ESTABLISHED 1913 e@ 12TH AND CHERRY STREETS e@ PHILADELPHIA, PA. 
NEW YORK CHICAGO LOS ANGELES 
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LOVEBRIGHT 








makes rings 


Nredright dealers can run “rings” around their competite 


the kind of “rings” that sound out from a cash-happy cash rggister! 





4) 


That's because an entire nation of women have already feen or 
read about the exciting beauty of Lovebright Diamond RjAgs, in the 


country’s top name magazines. 


af oe Lovebright steals into the womag& heart right in her 
own community with a constant flow of lge€l advertising and display 
material in the name of the Svebright Dealer. Lovebright feeds 
their dgatefs enough promotional material to choke a cash 


egister! Like to get in on all this? It's easy, just write! 








LIFE E SATURDAY Po ST | 
(ote roe 

| 
| [AMUIMOISEELE a (LG 


The New sae Times 
Magazine 
Wowews (XMPANION | SY 


rene A. EDWARD FISHER -& CO., INC. 


New York offices Importers of Diamonds . . . Over 35 years of Service to the Trade 


\ for further details. 
a 8 0 F | FT H AN E. a<> NEW y ORK 19 
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MORE GOLD ... 50% more gold in every 


JB EXPANSION BAND — because JB ex- 


pansion bands have 1/15 12 kt. gold filled 


top shells instead of the customary 1/20 
12 or 10 kt. That means your customer gets 
more for his money — a heavier gold content 
that protects the beauty of the band...gives 
extra wear. In short, more gold means qual- 
ity performance that builds your store repu- 


tation for value .. . brings customers back! 
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MOLLY WOOk Ss 
TEM RICHEST WOMEN 
By NROWVA WNVGR 


DEWEY'S CABINET 
AR PRE-ELECTION FORECAST 


This Week “°**""“ 
3 see STKHAR WES scent aie Sama 


MAGA SE 


Your guide to the finest 


in watch bands... 


in every way Jewelers’ Best 


ay-1@@) .2 25-34) 19) 4. oe, 1 161 Avenue of the Americas New York 13, N. Y 
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ew York 19, N. Y. 


Crawford Watch Corp. - 550 Fifth Ave. ° 
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INCOMPARABLE VALUES by STONE 


DIAMOND RINGS 


of Every Size and Shape 


5 cts. 4 ets. 3 cts. 2 cts. | ct. ‘A et. 


THE EMERALD CUT DIAMOND The Emerald Cut 
is in high favor with women of good taste. Its flashing 
glory is the result of the very latest development in the 
highly skilled art of the diamond cutter. 


All our lines are produced in 
a large variety of styles and wide price range. 





3 cts. 2 cts. 1 ct. Yr et. 


THE ROUND DIAMOND Perfection of cut and the 
consummate artistry applied to their production endow 
Stone Diamonds of all shapes with a rare quality that 
is truly magnificent. 


Diamond Set Rings in a Complete Price Range 
to Satisfy Every Requirement. 


5 cts. 4 cts. 3 cts. 


THE MARQUISE DIAMOND First cut in the last 
decade of the 19th century, women have always thrilled 
to this charming creation. 


The Marquise ranks importantly in STONE’S large selec- 


Samples. on request to established tion of diamond rings of all types, some of which are 


jewelers. State price range and styles. trimmed with fancy shaped diamonds. 
Our mountings are of exquisite styling 
and are produced by expert craftsmen 
in 14 and 18 Kt. yellow and white 


gold, as well as 10% iridium-platinum. FAST TURNOVER GUARANTEED 


FINE) 


Fwe™ , 


We are equipped to design 
and execute special orders promptly. 


2 Company NEW YORK © 


1 | west 4 2NP Sr. 
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LINK 


TO THIS 


This is a black and white replica of 
a four-color ad.soon to appear in The Saturday Evening Post 
and Collier’s. The smart new links are still another 
SWANK innovation that’s sure to please, sure to be popular. 
Feature them for the mighty profitable item 
they are, for the added store traffic they're 
certain to bring. 


WANK ~ ®) Swank, Inc., Attleboro, Mass. 


FOR OCTOBER, 1948 


Here’s more SWANK 
magic in clever new loop links* thal seem to chain your cuffs together. 
Actually, they set the cuffs with a neatness and precision that lend a perfect 
finishing touch to your attire. See them, buy them, give them now. 
Chain Loop Link illustrated, $3.50. Other designs $5.00 and $7.50. 


Always look for the name SWANK on all our products. 


*Patents Pending 
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‘No. 740P/E ‘ 
Also made wit 
chain, No. 740N/E 










jee the "Phyllis Originals in 
the smart, pearl gray hox. 


zs 


Seld Only Thru Selected Wholesalers. 






EWELRY MFG. CO, INC. 


536-538 Atwells Avenue—Providence 9, Rhode Island 


EASTERN REPRESENTATIVE MID-WEST REPRESENTATIVE WESTERN REPRESENTATIVE 
Bob Parrillo - Arnold Schloss Leo Colman 
536 Atwells Ave., Providence, R.1. 29 East. Madison St., Chicago, Illinois 940 South Spaulding Ave., Los Angeles, California 
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A brand-new version of masculine 
elegance and rugged durability, gleaming 
with sales appeal! Completely in tune with 
the popular manly styles of today. The price 
is right for fast turnover, multiplying your 
profits. 


MODEL No. 3302, in yellow, pink, and white 


— $ 7- 50 or $9.7 5 


EACH 


Fed. Tax INCL. 
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THE NEW 














SOLID Rivet 


Joint Construction 


Note that long life and smooth expansion is 
insured by the rugged solid-post rivet construc- 
tion at joints (the point of greatest wear and 
strain). Contrast this with the conventional thin- 
wall hollow-eyelet rivet at joints in ordinary 
bands of this type. 
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reating full-scale recognition for 


these distinguished Sterling patterns 


Four best-selling favorites 





**Heiress’’* 
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@ This full-color advertising attains a bright new fresh- 
ness and high readership value. It reaches your Sterling 
customers through more advertisements in their favorite 
class magazines . . . compels their attention . . . induces 
them to see Heirloom Sterling in your store. 


It is well to remember, too, that the high consumer 
acceptance of Heirloom Sterling is due as much to finish 
and balance as to its appealing patterns. The deep carv- 
ing, the exclusive mirror-edge finish, and the many 
detailed refinements are sales assets of great value. 


Our representative will be glad to explain the Heirloom 
Sterling dealer policy . . . and the many ways we are 
prepared to help you make sales. 


Heirloom Sterling 


FROM GENERATION TO GENERATION* 
ONEIDA LTD. 


als 


ONEIDA, N. Y. 
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Depend on the 


UNIFORMITY 


of Lifetime diamonds- 


*& FINEST MAKE PROCURABLE! 
*& SELECTED, HIGHEST WHITE COLOR! 


%& ASSURED, ACCURATE WEIGHT! 





AO ice 


o iamonds are used in LIFETIME. rings” sa: 


in every respect, with she ne 


38 West 48th Street * New York 19, N. Y 


. 


| Makers of Fine Rings Since 1896 


- BASKIN BROTHERS, | 


FOR OCTOBER, 1948 
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i =, The Rings that LOCK 
= - > With the KEY to your Heart | 


“ea 


“« 
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TO YOUR LOCAL ADVERTISING! 
TO YOUR SALES! 
\ TO YOUR CUSTOMER INTEREST! 


It's the KEY*, 


the “attention getter’, that brings them into your store and clinches 
sales. Consumer resistance breaks down when this cleverly con- 
trived merchandising aid is displayed, because women love to wear 
it as a bracelet or locket charm for permanent attachment to the 
significance of the moment. 


THIS is your EXTRA appeal to the “‘Two-Gether” ensemble — a 


truly perfect locked set that keeps your rings beautifully aligned 
with no parts to swing out, wear out, break off or interfere with 
the active appeal of the rings. 


*Sterling keys free with each “Two-Gether” ensemble. 
14K Gold Keys available of extra charge. 


Kushner & Pines, inc 


21 WEST 46th STREET 
NEW YORK 19, N.Y. 

















© 1948 K & P Inc. 











FOR OCTOBER, 1948 29 

















Registere? 






<i 
“ez 6S Se SES ‘ ye pug k a 
art ean at SF pa. ee eS fee ae Anas ae eo SR ea ach Ne wy. t 
See ped esd Xa; ths PE bies oe eon eS PRE OR Vb bk RRO DFR AOS DA Crt. 


“The Name that’s MOST FAMILIAR 
is the Name that SELLS THE BEST” 
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promoted by the greatest : 
National Advertising Cam- | 
paign in diamond ring his- 
tory. For extra sales impact 
at point-of-sale, the most ex- 
tensive merchandising system 


“It has been a pleasure to handle and sell eok in the jewelry field works 
Keepsake Diamond rings. We have in the past tie for authorized Keepsake 


used loose goods but we find that using Keep- sas jewelers 
sake Diamond rings gives us more time to pro- as ° 
moting the sale of merchandise. 
vpn e — we find enmaenet to the PaaS) 
sale of Keepsake Diamonds is the extensive aoe = ait ; 
National sivaniden, We tie in our local paper fice ee Extraordinary 
and radio with your National advertising. I have Peay 
set stones myself for about twenty-five years and ia : A | ] Y 
can appreciate the fine workmanship that is done ee : : 
by your setters. yay 
Of several other lines of mounted diamonds yes soundly built on guaranteed 
we find that Keepsake is the fastest selling. We har Te eae part . 
; . . . . . nign quailty can mean 
enjoy handling this fine quality line in our store se - yo 
as we maintain quality above everything else in rae more sales .. . bigger vol- 


e a +2) . Ps 
merchandising. ume and larger profits for 


A. E. MACKIE alas your diamond department. 
Sault Ste. Marie, Michigan ess} 
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“Keepsake Diamond Rings sim- 
plifies the Diamond Department. We 
need not sell them, customers come 
in and ask for them. Anyone in our 
store can sell a Keepsake Diamond 
Ring. 

They are nationally advertised, have 
an established retail price, and many 
customers take advantage of the trade- 
in values by getting larger stones each 
year. Never have we had one dissatis- 
fied customer from a Keepsake sale. 

We tie in with all National adver- 
tising, local radio, bus cards, city and 
community newspapers. 

Each year we are growing with 
Keepsake as our new store will indi- 
cate.” 


WILLIAM L. HOLLAND 
Springfield, Illinois 
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Rr sate aa a wish to compliment you on your national 
bar Can | ‘an advertising campaign, which I sincerely believe 

Faas For Comp lete Details | to be one of the finest in the jewelry industry. 
pea: < See i eo Pe ee : We use your mat service and constantly tie in 
re of the valua ble Keepsake with your national advertising. We are proud to 
- Franchise. A Keepsake repre- | be a Keepsake representative, as the name Keep- 
SENG ES OR Sent eee PG er | sake truly lends dignity and prestige to our store. 
sentative will gladly show you : ; We find, thanks to your advertising, that far 
Ee or Reger a a cae Bs } ess sales resistance is shown by our customers 
: this celebrated diamond FING when offered a Keepsake diamond ring, plus the 
be es | fact that after the sale is made, they have more 

a confidence in our store. 

I wish to thank you for the splendid cooperation 
shown me in the past and I look forward to many 


A. Hq POND COMPANY, ING. pleasant and profitable Keepsake years.” 
SYRACUSE 2, N.Y. JACKSON JEWELERS 


FOR OCTOBER, 1948 





CROSS. 


CY) The CROSS Century 


Propel-repel-expel pencil 
made only 1/10, 12kt. gold 
filled; retails for $5.00 plus tax. \ 


Wy Lady CROSS Gift Pen- | 
cils come with handy ring or 
clip in 1/30, 10kt. rolled gold 
plate, clip pencil also comes in 
sterling silver; retail for $1.00 
— $1.50 plus tax. | 


All are suitable for engraving 
with name or initials; all use 
standard thin leads. 


e 
The Royal 


CROSS GIFT PENCILS .... the finest gift pencil of them all... slim, trim, 
perfectly balanced, handsomely finished... the pencils with that “regal” 
look...the gift a whole nation of Christmas shoppers will know about 


and recognize! : 


CROSS CHRISTMAS PROMOTION DOES YOUR SELLING 


A complete Cross Christmas Merchandising Kit, tied in with 
national advertising in the Christmas issues of LIFE, COLLIER’S 
and CHRISTIAN SCIENCE MONITOR, will be sent to all 
dealers. (If you are not on our list, ask for the Cross Christmas 


promotion preview now!) 


Order now! Stock up with CROSS GIFT PENCILS! Remem- 
ber, the CROSS CENTURY and the dainty LADY CROSS 
PENCILS will be on thousands of shopping lists this Christ- 
mas... just waiting for you to pick up the Cross Christmas 
promotion ball. 





NOT JUST AT CHRISTMAS... 


But all year-round, for special and everyday occasions, the Cross “‘Counter- 
attack”’ and national advertising campaign continues to stop them and sell 


them! 
A.T.CROSS lbacit CG. 


53 WARREN STREET * PROVIDENCE 7, R. 





America’s Oldest Pencil Manufacturer 
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JEWELRY 
Genuine Snake Cha 


featuring several items. 
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A PREVIEW OF 
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Available through Authorized Distributors 
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FORSTNER CHAIN CORPORATION, IRVINGTON 
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KOMEIT. 


Look for this trade mark 


From tip to tip, KOMFIT flexes to fit 
smoothly . : . to adjust to wrist size. 
And thin as a dime! 


in Stainless Steel and Gold Filled 
qualities. Also 10 Kt. Gold—Stainless 
Steel lined and 14 Kt. Gold. 
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rely slide... snap...and 


adjust it to conform to wrist. 
Durable Stainless Steel links 
and patented lock-tightsnap*. 


In Stainless Steel only. 


© DU ORR eee. 











Sterling Silver 
IDENTIFICATION BRAC 
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‘WONDERS OF 1948 - You can get to Parisin24 hours andl minutes 





JEWELE -_ 3. Mass. 


18 Province Street, Bost 


‘"  *In 24 hours this man sold 
his store and had the eash in his hand 


SPEED? | 


He phoned us at the end of a day -- | 

we flew out (300 miles) next morning -- 

sized up the situation in the afternoon - - 

made our offer -- paid cash - - and 

were off again before the second day was done. 
Actual facts of a store we recently 

bought in Pennsylvania.., 


While you and Gordon Brothers may 

not be quite that speedy, 

on our side we can come pretty close to it. 
[f you want to sell and sell quickly, 

call Gordon Brothers. 


*Incidentally, he had previously advertised his store for sale and had seen 
several prospective buyers. We not only gave him speed, but the best offer! 
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REG. U. S. PAT. OFFICE 


ANOTHER SARKIN SENSATION 


Complete promotional material avail- 
able such as newspaper advertising 
mats, displays, booklets, etc. 


Priced to retail at 


3125 to *450 








NOW AT- 
37 WEST 47th STREET 
NEW YORK 19, N.Y. 


Leading Ring Stylists For More Than A Quarter Century 
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In the Tradition of Everbrite Craftsmanship se 
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This lovely dresser set will appeal 
to fastidious ladies. Each of the 
eight metal pieces is outstanding 
for beauty and grace. Gold-color 
handles and outer edges with Satin- 
finish silver-color backs provide a 
smart two-tone effect. Cloisonne, 
heart-shaped medallions. Nylon 
Brush. Elegant, heart-formed box 
has luxurious satin lining. A sensa- 
tional value and an ideal item for 
profitable gift promotion. a 
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A. COHEN & SONS CORP. 


27 West 236d Street New York 10; Ne. ¥e 


> 
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) At the new Waltham ‘Series 2 wi 


Winfred D. Hebert 


Certified Watchmaker; Chairman of the Board, National Trustees of 
United Horological Ass’n of America; State Sec., Mass. Horological Ass'n, 


i 


EB Ar. TI, 


- 





7 “ea 2 oo 


“Now I know,” says Mr. Hebert, “why the 


new ‘Series 33’ is the finest Waltham of all time.” 


A familier figure in national horological circles, Mr. “One particularly outstanding feature of this new 
Winfred D. Hebert, of Worcester, Mass., has been Waltham is its improved balance wheel, with four gold 
acclaimed by the entire profession for his outstanding meantime screws to insure extreme accuracy for the 
work in the field of horological education. wearer, as well as ease of adjustment for the watch. | 
“It was very gratifying to me.” says Mr. Hebert, “to . maker. I will try to explain, with the following pictures, — | 
examine a new Waltham ‘Series 33.’ It is a timepiece just why I believe this new balance wheel he!ps make | 
that any watchmaker will be proud to service and sell. the new ‘Series 33° the finest Waltham of all time.” } 
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1. “As every watchmaker knows, the balance wheel of a watch 2. “Notice that the new Waltham non-magnetic balance wheel i 
performs the same function as does the pendulum of a clock, that monometallic, made from beryllium copper in a one-piece rit 
of beating or measuring time. Therefore, of all the 140-odd parts with-arm construction. You will find this makes it easier to handle 
of any watch, the balance-wheel assembly, and the materials from and adjust. The gold meantime screws are features usually found 
which it is made, are most important for extreme accuracy.” only in high-priced railroad watches and finest chronographs. 
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3, “All the tools used in 1aaking the new Waltham balance wheel 
were designed and made at Waltham’s own factory. This Studer 
rofiling machine, one of the few in America, accurately grinds 
dies to 1/1000 mm. tolerances from templates enlarged as much as 
100 times. The more accurate the die, the more accurate the part.” 





3. “As a double check on accuracy, the individual parts of the new 
Waltham balance wheel are carefuliy examined under a micro- 
scope by trained technicians. For example, Waltham standards 
demand that the gold meantime screws be exactly 9/1000 in. in 
diameter and that they have exactly 275 threads to the inch.” 












Chilton 
17 Jewels 


Helene 
17 J. 14 kt. 





THE 


The new Waltham 
‘‘Series 33’’ is made 
exclusively in America 
by American craftsmen, 
to America’s highest 
precision standards. 





Include 
Federal 
Tax 


FOR OCTOBER, 1948 


WALTHAM 


Waltham Watch Company, Waltham, Massachusetts 





i: 


< § ee 
4. “Before the balance wheel assembly is finally put into a Waltham, 
it is ‘timed’ by an electric eye. This amazing device gives the 
equivalent of a 24-hour run in 30 seconds. Every Waltham move- 
ment receives this timing check. In this way, possible future head- 
aches for the watchmaker can often be predicted and prevented.” 








6. “1 am intensely interested in every manufacturing advance that 
simplifies the watchmaker’s work and helps him render better 
and faster service to his customers. In my opinion, the new 
Waltham balance wheel is just such an improvement, one which 
enables the watchmaker to increase his daily output of jobs and 
helps him meet today’s increased demand for horological service.” 


FINEST WALTHAM OF ALL TIME 


the, magnificent, mew 
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permanently 
recorded in gold 








© picture can convey the exquisite 
artistry of this 18K gold box, a French 
creation of about 1765. The design is ap- 
pealingly beautiful and the accuracy and 
lifelike moulding of the repoussé figures 
and embellishments, down to the smallest 
details, are really amazing. The work is al] 
the more remarkable when we think that 
craftsmen in those days had to make their 
own karat golds. It was all done by labo- 
rious hand methods, with many a trial and 
failure before a metal was achieved that 
met established quality standards and pro- 
vided the working properties needed for 
the deep repoussé and other operations 
exemplified by this box. 


























Today, the craftsman has the benefit of 
metal scientifically fabricated to his every 
need — in Handy & Harman ‘“Balanced”’ 
Karat Golds —da series of compositions, 
each one having special characteristics to 
suit a particular type of work — each one 
guaranteed to Karat, true to gauge and 
unvaryingly uniform — Karat Golds that 
give full play to the designer’s creative 
ability and the craftsman’s skill. They are 
described in Bulletin 16. A copy is yours 
for the asking. 


HANDY & HARMAN 


82 FULTON STREET NEW YORK 7, N. Y. 


Bridgaport, Conn. « Chicago, lil. » Los Angeles, Cal. « Providence, R. 1. « Toronto, Canada 
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95,000,000 





UPaaL. TE "s king-sized advertising program will soon start. 
moving customers into your store ... demanding the best-known, 


most beautifully designed line of children’s jewelry in the country. 


ONLY KIDDIE KRAFT HAS 
THE SWEETHEART JEWEL BOX* 


* Pat. No. 142,996 


Be sure you have enough KIDDIE KRAFT Jewelry. Order from 


your Jobber today. Mats and displays available upon request. 


MARATHON COMPANY « Attleboro, Mass. 


CREATORS OF THE FINEST CHILDREN’S JEWELRY FOR OVER HALF A CENTURY 





























Rings enlarged 
to show detail 






8 Diamond 
Combination Set 


















The Diamond Engagement and Wedding rings 
so ingeniously designed that they can be 
bought separately or together ...and worn 
separately or together. 











Whether coupled or not, there is absolutely 
no visible trace of the lock device . . . no 
hinge, no catch, no stud or concavity to mar 
the beauty and symmetry of the Miracle —s_ 
rings. 











The Miracle - Interloc* clasp keeps the oe 





matched bridal ensemble perpetually 
aligned . . . prevents awkward ring twist- 
ing and shifting, saving rings from costly 























Miracle Sets priced from $20.00 up 


For the full beauty in rings and diamonds, your costomers 
will want the patented Miracle-Interloc*. Besides, the 
diamond looks at least 25% larger in the registered 
Miracle* Diamond Ring. For your own diamond merchan- 
dising success story, get these revolutionary new rings! 
Consult your jobber; if he cannot supply you, write us. 

None Genuine Unless Stamped ‘MIRACLE’ tt 











WARNING: 


Any and all infringements of Shiman Bros. patents 
or trademarks will be prosecuted to the fullest extent 
of the law. 


FREE 


Mats and Dealer Helps on Request 


*Patented and Reg. U. S. Pat. Off. & Patents Pending 
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We've been in business for over 50 years 


~and we’ve had constantly successful simulated 


Talisman’ —so rightly called the “gift magnifi- 
cent’”—is something more than a beautiful neck- 
lace; it is a striking “package.” Its authentically 
designed Chinese treasure cabinet is incompar- 
able for eye-appeal and consumer popularity! 


pearl necklace promotions during that time— 

but “Talisman” definitely tops them all! 
Talisman” sells on sight—wherever shown and 
featured—and gives every indication of 


being the greatest Christmas gift sales- 


winner in the history of the pearl business! | CD 


AT BETTER JEWELERS 
CONSULT YOUR WHOLESALER | 9D, 14 ] 


L. HELLER & SON, Inc., 411 Fifth Avenue, New York 16, N. Y. On a 
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ON, MICHIGAN 
Sales Offices: 630 Fifth Avenue, New York 20 220 W. Fifth Street, Los Angeles 
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WARNING 


Feature-Lock is patented 
in the U.S. Pat. Gffice. 
Pat. Nos. 2,029,464- 
2,127,766 and other 
patents pending. In- 
fringements will be 
promptly prosecuted! 


SOLD ONLY THROUGH 
AUTHORIZED DISTRIBUTORS 


FOR OCTOBER, 1948 


RING MOUNTINGS 


Individual mountings with the patented Feature-Lock, are perfect 

streamlined rings in themselves. Engagement rings or wedding rings 

may be bought and worn separately if desired. Nothing protrudes 
. there is no hint of a “‘gadget” of any kind. 


Locking rings together is extremely simple. Built-in lock-pin comes out 
of side of wedding band, which is held at right angles to solitaire to 
permit lock-pin to fit into slot therein. 


Rings are turned together into a secure locked position. Now they stay 
together at all times. Matching rings line up perfectly and harmoniously, 
exactly as the designer intended originally. 
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Distinguished ads like these wi 


THIS CAMPAIGN WILL APPEAR THIS FALL IN « HOUSE BEAUTIFUL 
VOGUE » GLAMOUR e HOUSE AND GARDEN « HOUSE BEAUTIFUL’S 
GUIDE FOR THE BRIDE ... REACHING 11,310,042 READERS! 





This great campaign works for you telling 





brides and discriminating hostesses about the 





gracious beauty and enduring craftsmanship 
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elp you sell Community hollowware! 


of hollowware which bears the quality mark 
_.. Community. It suggests that Community 
hollowware may be bought at fine jewelry 
stores and silverware departments—sends 
customers direct to you for this perfect ap- 
pointment to every home—this extra avenue 
to profitable jewelry store sales! 
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Here’s the 

all-new, all-modern 

line of watch bracelets un- 

equalled for beauty, simplicity, and 
mechanical perfection. 








Jewelry Products Corp. 
8-10 Liberty Place « New York 7. N. Y. 


Chicage Representative: H. S. Rubin, 29 East Madison Street ° Los Angeles Office. 707 South Broadway 
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new gold frame, same as shown above. Order through your wholesaler. 
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Pearls 
rohmial=tie 
Loveliest 





It’s the best-selling, 
fo fVlo] By ol ¥] g oLos 1M Bley 0] of (=, 


















Beautifully matched satin- 
Jal-t-10m Mole] lato Me Tiuilvilohi-tem ol-tolar: 
with 10 kt. olaidaltal-ttielal- 
clasps, in a non-tarnishable 

kid-tex case. Remove the 
pearl tray... and its a hand- 
oli -Milit-1emaelaa erollE trim 
On pearl tray. Rich gold-tone 


metal frame. 
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NOW AVAILABLE! 
New Black Velvet Doubler 


featuring 
Fall's 
favorite 
fabric 
in your 
all-time 
favorite 





| (Necklace with DOUBLER (Black faille case — neck- | 
10 kt. gold or rhinestone clasp) lace with sterling clasp) pear 
TagNit RETAIL package 
Single — about....... $17.50 Single — about....... $12.50 
Double — about...... 25.00 Double — about...... 17.50 NATIONALLY ADVERTISED 
Triple — about....... 35.00 Triple — about....... 22.50 Mademoiselle * Seventeen 
. New York Times Magazine 
“DOUBLER formerly known as DUETTE. Also available in black faille with and other magazines and’ newspapers 









































- Feature the Irresistible 


SACCO 


Line of Gold Gem-Pins | 
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BY FAR THE LINE OF LEAST RESISTANCE 





Eye appeal and price appeal of the famous Jacco line of original 
pin creations conspire to intrigue the average buyer into the 
next bracket up. Here is beauty, here is value so apparent 
you will wonder how you ever did without the line that has 
everything — plus profits that are truly generous. The spray designs 
shown in 14K green and pink gold with genuine zircons. 
Just one group of more than two score stunning, tasteful Jacco 
creations. Write for the name and address of the nearest Jacco jobber. 


ANID: 
A 


Our own building where Jacco Products are made 






Neil D. Sofman : J. L. Miller Irving Keyser 
32 Liberty Street ¥ , a = — *% 29 E. Madison St. ¥ 682 Irola St. 
3 Chicago, Illinois Los Angeles, Calif. 


New York 7, N. Y. 
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Utterly unique in beauty, in value. For Harvel is the only 


maker of fine watches who is also a leading importer of diamonds. 


That is why giving a diamond watch by Harvel always means more. 


Whatever you care to spend, there’s a Harvel diamond watch for you. 


1. 14K white or yellow gold with 4 diamonds, $71.50 
2. 14K white gold with 8 extra large diamonds, $200 
3. 14K white gold with 8 diamonds, $100 
4, Platinum with 10 diamonds, $525 y, | H VF | 
5. 14K white gold with 42 diamonds. including 30 diamond bracelet, $550; 
with black cord bracelet, $270 : Omg or tie Wore’ Fire. ote: 
14K white or yellow gold with 6 diamonds, $90 
14K white gold with 6 extra large diamonds, $185 


Platinum with 206 round diamonds and | 4 baguette diamonds, $5 500 
All watches shown are 17 jewel and prices include Federal tax. Ask for Harvel, sold only by reliable jewelers. 


Write for the name of your nearest dealer: HARVEL WATCH COMPANY, DEPT. 611, ROCKEFELLER CENTER, NEW YORK 20 
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U0 ie in with Harvel’s 


History-making Holiday | 


Promotion of Diamond Watches 





This year, for the first time by any national brand watch manufac- 
turer, Harvel is featuring diamond watches — and only diamond 
watches—in a multi-magazine Christmas campaign to help jewelers 
build sales on their most profitable holiday gift item of all! Full 
pages in four colors will appear in Life, Saturday Evening Post. 
Look and Vogue! These top mass and class circulation magazines 
will spearhead Harvel’s tremendous campaign in the eight maga- 


zines listed at left. 


Harvel’s Christmas advertising, featuring diamond watches from 


$71.50 retail to $5500, will reach more than 82 million people. 


Harvel is sending every authorized Harvel jeweler a personal- 
ized, laminated counter card in four colors (reproducing the en- 
closed full-page four-color advertisement), prominently featuring 
his own store name at the top of the card. In addition, Harvel dealers 
may obtain free of charge,on request,a series of dramatic newspaper 


mats in various sizes featuring the same diamond watches being 

i We are affiliated 
Henry H. Harteveldt Compa 
Remember: Harvel — the largest individually owned watch firm, one of the large diam« 
porters in the United Sta 


H l is th l ional h ad f — long been noted for the ex 
arvel 1s the only national watch advertiser eaturing iamond aii nailieccitiiediadaeadl 


advertised nationally. 


company in America—is also a leading importer of diamonds. And 


watches—and only diamond watches—to help you pyramid your 


profits this Christmas. 


If you are not now a Harvel dealer and wish to participate in HARVEL DIAMOND WATCHES 


this outstanding holiday campaign, write or wire today, to outstanding jewelers because of 


e Unsurpassed values ¢ Distine 
e Consumer acceptance built by 


H A RV EK L WATC H C OM PA N y Harvel watches are available to 


we have eight salesmen to serve 


ROCKEFELLER CENTER, NEW YORK 20, N. Y. HARVEL WATCH COMPANY « ROCKE 





REASONS WHY HARVEL MEANS 


DING DIAMOND WATCH VALUES! 


ese 
pcr" 


2 Harvel craftsmanship has 


earned a reputation for making re- 





markably precise watches...watches 


] We are affiliated with the _ that are right for accuracy ... right 
Henry H. Harteveldt Company. This for beauty . . . right for price! 


firm, one of the large diamond im- : Top 3 WATCHES in 14K white gold, 6 


porters in the United States, has diamonds $225, 14 diamonds $325, 16 
diamonds $375; bottom watch in plati- 


num, 30 diamonds. $465. These retail 


long been noted for the excellence 
and value of its diamond jewelry. | : site teeaiiaili Salted tine, 


HARVEL DIAMOND WATCHES are featured by many of America’s 
outstanding jewelers because of their 


e Unsurpassed values ¢ Distinctive styling e Perfection of finish | H V FE / 
e Consumer acceptance built by years of consistent national advertising 


Harvel watches are available to RATED jewelers—write us, Cue ek the World's Fine Whichas 
we have eight salesmen to serve you. 


HARVEL WATCH COMPANY ¢ ROCKEFELLER CENTER « NEW YORK CITY 20 






























is evident in the delicate workmanship of these hand 


wrought pins and earrings. 


14 Karat Gold with cultured pearls or 


$482 14 Kt. Gold. Six hand 
chased golden leaves with 
six cultured pearls on o 


golden circle .......... $27.50 ¢ 


genuine 21Ircons. 





* 











Hand engraved and hand made by Lampl craftsmen. 







Exquisite ensembles at prices that will glad- 
den the pocketbooks of gay blades 


or smart young debutantes. 


- 








5477 14 Kt. Gold. Five hand 
chased golden leaves, 
four cultured pearls on a 
golden circle with a swirl- 
ee er a en 




























5427 i4 Kt. Gold. Three hand 
chased golden leaves and 
three cultured pearls on 
three entwining golden 
a, eer 





5426 14 Kt. Gold. A lovely 
golden flower and hand 
chased leaf blossoming 
into a large cultured pearl $14.00 ea. 













14 Kt. Gold. A hand 
chased golden leaf and 
cultured pearl sef on a 
golden circle .......... $85.75 
per pair 








- + i. ened nize the ext ra sa les - 
stimulus of Glen-"Glider” 
-. + good looks and quality plus — 
a : streamlined finger tip ratchet — 


- > to sales in your store. 
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FROM COAST TO COAST, AMERICA WILL SEE 
RENSIE’S NEW ADVERTISING CAMPAIGN! 


7 NATIONAL MAGAZINES 
75,000,000 READERS 


TLAND gices 
QRAR FORECAST 


Cancer's No. ¥ Exes 





o>g 


... make Rensie Watches an pends part of every Naler s watch business: 


“Exquisite as America’s Beauties” 
Paul V. Eisner & Co. - 580 Fifth Avenue, New. York 19. 
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with our new line of 
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In. that way, we have served the whol 
and jobbing trades exclus 
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Manufacturers of Gold and Platinum Watch Cases 


h 7 R 8 ee N E W YORK 


FOR OCTOBER, 1948 








eoping the (o J 


Orders are being received in ever-increasing volume. Anticipation of this 





volume, long in advance, made the low price possible. 





WRITE FOR OUR COMPLETE CATALOG 
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Retails at $5 


Plus Tax 


aud 


Lord aud Lady Leu 


and Lady Lew . . . meet the consumer 
demand for something more than smart 
o] o} of-tolgelala-Mmolalo Me | Ula Ome i0c-Melailols Mmm bal-37 
supply this ‘‘extra” selling point with a 
full measure of lead. 


EACH SLIM SHAFTED LORD LEW PENCIL CONTAINS 
A YARD OF LEAD. SMART, EFFICIENT LADY LEW CON- 
TAINS MORE THAN TWO FEET OF THE SAME SMOOTH- 
WRITING THIN LEAD. 


Plus all the exacting requirements your customers expect 
in fine pencils... 


The “right” size for pocket or purse 
‘ Rhodium electro-plated tip defies destruction 
‘ Space for personalized initialing 
1/10 12kt. Gold-Filled 
‘ Craftsmen-made in over 350 operations fo assure 
faultless action 
' Attractively gift-boxed . .. attractively displayed 
* Sold singly or in pairs 
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_ .and TWENTY-FOUR other popular 


S. ~ assorted melodies for every occasion put 















____ promotional punch into .. . 
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This exciting NEW idea in 
















OO Be oc | is zooming sales of SERENADE pearl nec 
MS? UV r-.uUwdwrwti—OS oust to coust. Each SERENADE nec 

that plays a gay melody each time the lid 
4s lifted. There are tunes appropriate to 
,, every occasion . . . Birthdays . .. Wedding Days... 
,. Mother's Day . . . Every Day . . . setting the stage, 
-_ for profitable promotion, the year ‘round 












“SERENADE” in the musical jewel case. 
There's nothing else like it! 


ive’ 
tg 


| * NATIONALLY ADVERTISED 
: ; : “Lady Alice” is on the oir, over 468 a 
eg radio stations from coast to coast. oa 










SERENADE 
~ NECKLACE 
4 An Boor Styles: 





- 


iad oe ; Reg. U.S. Pof, Of, - . 
For immediate Delivery write 3 .* | , : | 
/ £ MSel0" “Duo” — to your wholesaler for 1948 price list. 2 37 West 47th St., New York 19, NIY. 
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No. 2115TD/11.. Shrine 
14K and plat. emblem set 
with 11 fine diamonds. 
Hard enameling. 





No. 2165 .. 32nd de- 
gree masonic 10K or 14K 
hard enameling. Take 
diamond % ct. to 2 ct 














a i} No. 2128A. .Elk 10K or 

; aC oe ee : ) 14K, hard enameling. 

a sain —— a ip oe eS fe , Available for 5 to 15 pt. 
. yd oscil | 4 gn diamond instead of clock. 
Available for a diamond. ee mg & 3 | es sien 


























No. 2086P .. Knight § | % ™ = 3 

Templar 10K or 14K,hard §) “ é No. 2086K ..4th degree 

enameling. Take diamond }} % | | | ai Knights of Columbus 10K 
: 7 3 or 14K, hard enameling. 





% ct. to % ct. Also plain. 


sar emer er 











No. 2128H ..3rd degree 
Knights of Columbus 10K 
or 14K, hard enameling 




















Every LB article of jewelry is designed and manu actured with | 
infinite care and precision. No wonder then that retailers. who 
know quality and value select Leif Brothers as the source fo 
fine platinum and gold diamond rings .. . semi. ‘set moun 
platinum and gold wedding rings with and without diamond 
Also ladies and men’s stone rings, diamond watch attac ymen 
in platinum and gold, fraternal pins, rings, apel butto 

: um, palladium, 10K oe une 14K gold» 
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The Lavishly 
NVA Yot-eictate 
+910 
Illustrated 
Actual Size 


652 


+ 500 
E-X-P-A-N-S-E-T-T-E 
(Expansion) Removable 


links for quick sizing 


—_s 


(_ Hl ae Ah ——— i Siew} 


Glowing bands of loveliness, exquisite in design and perfect in 
workmanship. Available in 1/20 12K gold filled. Yellow, Pink, 
White (Rhodium Finish) Through y,our wholesaler only. 


Finesse Wristlet Inc. 


36 East 20th Street*NewYork*3°*N.Y. sewetry CRAFTSMEN SINCE PACIFIC COAST 


1903 
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EASTERN 


Horold Sabin 
New York 


SOUTH 


Armer 


lo 
104 Poplar St... Atlanta 


A. Rubin 


707 S. B way, Los Angeles 
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mee a Tolume for Volume... 


KC Book Compact 
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| Once upon every decade a jeweler’s 
gem is created that overshadows all others in 
1, Oe — 4 its rare perfection. Such a gem is the new 
—— a K & K BOOK COMPACT. The cover, spell- 
ess bound in jeweler’s bronze, opens to a beveled 
mirror and an unusually deep powder well. 
Its beauty and gift appeal will recount to you 
one of the greatest sales stories ever told. 








Available in various designs and 
companion cigarette case. 


Nationally Advertised 





KOTLER & KOPIT, INC., 303 FIFTH AVE., NEW YORK 16, N. Y. factory: PAWTUCKET, R. 1. 
59 
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0 OTHER WATCH STRAP HAS 
0 MANY DISTINCTIVE FEATURES 
as the NEET 








WE se cbt H or soa DE OLE EE CEL 
sasen ARON no De NORE 


* Tempered Spring Steel Wire for Flexibility! 
* No Metal Touches the Wrist! 
* Slip On and Off in a Jiffy! 













* Created of Genuine Leather! aE é. Map. nd 
x Made with Beveled Edges!) «ss €$s ds) ie 


In all-around appeal, popularity and dis- 
tinction, the NEET “SNAP-ON” is in a class 
by itself. As proof, we point to the ever- 
mounting sales and repeat sales of this 
unique and truly exceptional watch strap. 
smoothly made of finest leathers, with 
beveled edges, “SNAP-ON” won't open up. 
And its tempered spring steel wire : 
insures complete flexibility. Now avail- 
able in colorful display cartons, each 
containing one dozen ‘‘SNAP—ONS.,”’ 





Feature them and watch your sales grow! 


CONSULT YOUR WHOLESALER 
ARISTOCRAT OF 


LASKO STRAP COMPANY e 200 Hudson Street, New York 13 te. eee eee oe 
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THE HANDWRITING 
IS ON THE WALL! 


DEMAND WILL BE 





GREATER THAN 







EVER BEFORE... 


NCQ 040 


DIAMOND RINGS 






TERRENE WATCHES - DIAMOND MOUNTED JEWELRY 
COMPLETE RANGE OF DIAMOND PLATINUM WATCHES SILVERWARE 
1847 ROGERS BROS. - TUDOR - WM. ROGERS & SON - COMMUNITY 
~ ROGERS & STERLING - CLOCKS WESTCLOX- G. E. - NEW HAVEN 
WATERBURY - INGERSOLL - SETH THOMAS - JEWELRY J/B - FORSTNER 
RONSON - SPEIDEL - KESTENMADE - LAGUNA - BRETTON 
HELLER-DELTAH - LUSTERN - CARL-ART - KIDDIE-CRAFT 
MARVELLA - SIMMONS - BRIGGS - WATERMAN PENS 
AND PENCILS - APPLIANCES G. E. 


TOASTSWELL J J. SCH MUALER @ SON INC. 


SERVING THE JEWELRY TRADE FOR OVER 40 YEARS 


Beaulycrest Diamond Rings and Sewelry 


ROCKEFELLER CENTER, 630 FIFTH AVE., NEW YORK 20, N.Y. 
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. To heat ome 
lk 
to the left with LIFETIME 
thumb nail. 
GUARANTEE 


. Arrow shows Never a repair charge for 
slot opened 


halfway service on mechanical defects. 


Everfine leads the way with its “Dorothea” glamour 


end watch bracelet. It makes any watch a glamorous 


style piece. It is mechanically fool-proof. A flick of your 


. Arrow shows thumb nail and your watch is safely attached. Actual 
slot fully open- 


ed. Attach to tests have proven that you can attach your watch to 


watch and re- . . : 
lease knob. this newest sensation from 5 to 7 seconds. History has 


been made with this new glamour end. 


Distributed through the wholesaler only, 


George Roufberg Fredric E. Warnecke Max J. Newman 
REPRESENTATIVES: 9 Maiden Lane 29 East Madison St. 57 Post St. 
Rev. &., OY: Chicago, Illinois San Francisco, Cal. 
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IFIETL GilEIR 
RINGS 


SINCE 1880 








Ladies’ Fine 14K Rings, set with 
Precious and Semi-Precious Stones, 
ornamented with Diamonds, Star 
a Sapphires, Star Rubies, Catseyes, 
ve Oriental Sapphires, Rubies, Emer- 
alds, Tourmalines, Aquamarines, 


Topaz-Quartz, Amethyst, Garnet. 








we dF FFD 
: Reg. Trade Mark 
1K & I. FELGER, INC. | 
Manufacturing Jewelers 





480 Washington Street - Newark 2, N. J. 
New York Office: 608 Fifth Avenue e 


Correspondence should be addressed to Newark, New Jersey 


ORS aa AEE: 
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Sounds 
a clarion call to the Jewelers of America 


- Now you can 
break the tradition 
of the one-watchband watch — 


* 


és FA SHION! 





and you do it with 


> 














new, excluswe 


“Now you can 


y 
to fit the fashio 


9 


S 
Fiesta 


stunning duels that i Y A ay 
perfectly at home with evening 9 
“dress- “up * clothes. A masterful ia Ny 
version of the new, wide _ 
custom-design. Adds a note of fy 
richness just for after-dark 
wear. Yellow, pink or white. 


a flip of the finger 





A VITAL IMPROVEMENT 
_AT A CRUCIAL TIME! 


“Now you can change 


your watchband 


SMASHING AN OLD SALES-BARRIER 


fut the fashions you wear™ 


A REASON FOR MULTIPLE SALES! 


Golden Chord 


to brighten your daytime 
classics. Gleaming strands, 
ingeniously woven to simulate the 
fabulous beauty of hand woven cords. 


Yellow, pink or white. NEW BUSINESS 
FROM AN OLD HABIT! 
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THE SPEIDEL CORPORATION 





COME TO LIFE! 


...in a special Christmas 


“TWIN SALE” package 


S936) 
Tax Include 
The Complete Se 


In Yellow, Pink or Whi . 


Every Sunday on “STOP THE MUSIC” 


The “hit” show of the year 
Sponsored by SPEIDEL for the LOCAL JEWELERS at 8:30 P. M. 
Eastern Time. A.B.C. Network . .. 179 Stations from Coast to Coast 
and in LIFE —the most powerful magazine force in retailing— 


September 20th Issue . . . . Full page, 4 colors 
October 18th Issue . . . . . Full page, 4 colors 
December 13th Issue . . . Double spread, 4 colors 


Write for free Mats on the Speidel Fashion Ends 


to run in your local newspaper 


70 Ship Street, Providence, R.f[. itnoinu.s.a. copyright 1948 
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FOR IMMEDIATE DELIVERY 
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all steel. 


: 
othe 


No. 66s 


11% ligne Ma 


111% ligne Zi ye? 
oll steel. : +; 





OUTSTANDING for their smart masculine styling, sturdy construc- 
tion and precision craftsmanship are these two new I.D. All STEEL 
Watch Cases, now in full production in our new factory and ready 
for immediate delivery to watch importers. These cases are steel 
through and. through. The HYLAP finish gives the cases a high 
gleam. The NANCA: plastic crystals are unsurpassed for clarity. 


| Sold to Ww atch re porters Only 


|. D. WATCH CASE COMPANY, INC. 


< These coins con olso be obtuined in GENERAL OFFICES. ‘AND FACTORY: 137-11 90th AVENUE, JAMAICA, N. Y. 
Chrome Steel Back ond Yellow Tap-Steel Back Creators of W atch Cases of Superlative Style, Beauty and Quality oa 


10% ligne 
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superior exce 


constant demand for Seidman creations 


ieved 


has been ach 





SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47th STREET 


NEW YORK 17, N. Y. 
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Tn the distinguished creations that 
bear the Seidman name, no compromise 
is ever tolerated. Designed for consumer 
appeal— priced for rapid turnover—no 
wonder so many progressive jewelers con- 


centrate on the Seidman Line. 


SEICO 
SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 17, N. Y. 
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& 3 t hii | W . .. : _ NANASI watchbands are 
© ri & : 2 ri 2 | S eC" | f = outstanding in Styling, 
| et beauty and craftsmanship, 


b y N arias i! atti in 


 . 1/20-12K Gold Filled 


ALL NANASI 
BANDS 
NOW AVAILABLE 
WITH EITHER 
RATCHET 

— OR 
tomati CENTER CATCH 


...SELF ADJUSTING RATCHET! 














TO OPEN RATCHET: TO CLOSE RATCHET: 


Press top of ratchet with finger Press down hinged catch against 
and pull back. wrist and push ratchet in to any 
adjustment. 


CA PARA O.G ON REQUEST 


esee your jobber or wholesaler 


BADR e et 6 6 ©CAM PAN YT. IRS. 
6219 Madison Street, West New York, N. J. 
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2} West 46th Street. New York 19. N.Y. 
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Beauty is as beauty does... and 

gracious hostesses everywhere 

are discovering that beautify] 
Rand reproductions of Shefheld Silver 
Plate do much toward making entertain. 
ing luxurious. 





yp aft OM ia Teil Miyv, What is more, one woman repeats her 
ZA Bay ae Mf? LN S| Pe, yt tt WAZ party-success stories to another . . . and 
Yi“ Z WE og ' TA A . ti one, a = WG / h | h h R 
ey 5200 Mh 4m a : Lyi =) 4 io RA / you, the jeweler with the Rand line, 
¢ 4¥ aa benefit by this word of mouth advertising : 
as much as the enlightened hostess. 


Write now for the new and colorful Rand 
catalog! 


Windsor Castle, 
Windsor, England 
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Georgian 


Tea Set +1047 


Multiple Serving 
Dish +1019 


55 EAST WASHINGTON STREET CHICAGO - 2 


Detroit: Michigan Theater Building Denver: 829 Fifteenth St. 
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Your Watch Business Can Be as Big as YOU Want to Make it with 


GAME 


I7-JEWEL 





RAILROAD-TYPE WATCHES 
WATER-RESISTANT WATCHES 
DRESS WATCHES 


Bon and sods oy one of the BIGGEST watel: ‘ - 
ssc in the.v world. It's world: ee .. 


ae WATER-RESISTANT 
owen 








Louis NTT TTL & TTT INC. 


630 FIFTH AVENUE, NEW YORK 20, N. Y 315 WEST 5TH STREET, LOS ANGELES 13, CALIF. 
29 EAST MADISON STREET, CHICAGO 2, ILL. ERNST SCHULER STRASSE 6, BIENNE, SWITZERLAND 





DISTRIBUTORS ALSO OF MIDO * MEDANA *¢ HEUER 
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Meet Hrofesso r 


he’s 
invented 
an 
interlock 











the Professor’s an inventor in his own right. 

Maybe you've heard about his guaranteed telescopic, 
collapsible crank for Model T’s. Now see what 

he’s got cooked up for the jewelry trade. 


confidentially, Professor Zanee doesn’t really 
expect to sell his super-colossal interlock ring on 
account of he lost the key and forgot the combination. 


BUT FOR THE NEWEST IN INTERLOCKING 
RINGS... LOOK at LIFE-LOCK 


ms 
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LIFE-LOCX is the first practical, sensible, 
foolproof interlocking ring. No high 
falutin’ gadgets, no impractical screws, 


Now you see it... and now you 
keys, bolts or what have you. 


don’t! Greatly enlarged you see the 
secret of LIFE-LOCK. Worn separately 
it swings out of sight into the 

head of the ring. Together it 

locks with amazing tension into 
the solitaire ring. 


LIFE-LOCK is so simple you'll ask, ‘How 
come nobody ever thought of this before?”’ 
And here‘s how LIFE-LOCK works: 














This is no optical illusion or “make 
believe” picture. LIFE-LOCK rings 
are virtually bonded to each other— 
not even a tolerance of 1/1000 

of an inch separates them. Perfect 
alignment assured at all times. 


NO SWING © NO SWAY ® NO PLAY 


nt 


PATENT PENDING ig. 
(Biase, LIFE-LOCK is guaranteed for LIFE! 


COPYRIGHT 1948 q ; s it pers. 


Manne & Som, MMe. 


74 WEST 46th STREET, NEW YORK 19 


MANUFACTURERS OF RING MJUN:INGS 
CATERING TO WHOLESALERS AND JOBBERS EXCLUSIVELY 


~ 
= 
a at 


SO ee gnolel Nothing to wear out, nothing to get 

ee broken, no threads to be stripped. 
Dozens of styles to choose from. 
Available in several price ranges. 
Sold exclusively through wholesalers 
everywhere. 
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Leia fll. 


Lb’ SELL FAST, Too! 


Excellent craftsmanship and perfection in smart- 


ness are reflected in these ‘leaders’ of our NEW 
fall line. 


Be among the first to feature these distinctive 
Carving and Steak Sets that offer utility and 
lasting beauty. 
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JEWELRY MANUFACTURING CO. 


SILVERSMITHS 
MAIN OFFICES AND FACTORY: 1835-55 E. MADISON STREET 
PHILADELPHIA 34, PENNSYLVANIA 


JACK KAY WILLIAM BART DAVE DIAMOND N. A. HOLM 


‘ M. MEYERS ;, , ' 
Representatives 93 Necsau Street & 29 E. Madison Street = 448 So. Hili Street & San Miguel, 419 


New York 7, N.Y. Chicago 2, III. Los Angeles 13, Calif. Havana, Cuba 
mus - SOLD THROUGH WHOLESALERS ONLY : ee 
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Amida Men’s Model 162MB 


® luminous hands & numerals 


KEYSTONE 
® sweep-second 


7 jewels - ROSKOPF 
© 13 ligne 


® chrome case 


Both styles come attractively gift boxed, 
with genuine calf or pigskin straps and, of 
course, complete repair facilities available. 


MAXIMO BLUM & BRO. 


Watch Importers 
55 W. 42ND STREET NEW YORK 18, N. Y. 
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Ladies’ 





Model 9047MB 


© luminous hands & numerals 
® sweep-second 

© 7 jewels — ROSKOPF 

© 93; ligne 


® chrome case 


Ce 
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: | 
: ’ 
" MAXIMO BLUM & BRO. 
: 55 W. 42nd St. a 
s Mew York 18, New York ; 
| 

- Please rush doz. men's; doz. ladies’, 1 
: | 

8 gift boxed, factory guaranteed, watches to me of: 
: ’ 
DME cicuse xesatiiewineaaae : 
’ please print _ 
: 1 
S.-M <x Einvadnvadacteveka denen 
: 4 
BONDS oe dnncensevecesies ZONE...... STATE...... 4 
i] 

- [] .Check or money order enclosed. : 
: [] Please bill me at 2% 10—30 net. t 
ft 

Taisen tae atest in acniiaiai elena 








| Speaking up tor ELOY 
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eae j Robert Mont.- 
J gomery co-star- 


Rosalind Russell 
starring in “*The 
Velvet Touch,”’ 






wee 





Independent 
Artists Picture 
released through 
RKO Radio 
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ring in “The 
Saxon Charm,” a 
Universal Inter- 
national Picture 





Mrs. Lawrence 
Tibbett, wife of 
the famous Metro. 
politan Opera star 


. 
. 
‘ 








Ann Delafield, 
brilliant director 
of the DuBarrp 


Gertrude Law- 
rence, idol of 
theatergoers in 


New York 





® Rosalind Russell, Robert Montgomery, Ann 
Delafield, Mrs. Lawrence Tibbett, Gertrude 
Lawrence ... all names known to millions. And 
in addition to fame in their chosen fields of en- 
deavour, these people are also chosen “best 


Success School 





with authority to men and women everywhere. 

Their words in praise of Elgin beauty and 
Elgin’s DuraPower Mainspring will be seen this 
fall and during the pre-Christmas selling season 
by ALL your best watch prospects. They head- 


line the greatest advertising campaign in Elgin 


dressed.”’ So when they speak about the beauty 
Watch history ... greatest in size and power. 


and style of the new Elgin Watches they speak 


41 MILLION CIRCULATION—13 MAGAZINES —76 NEWSPAPERS 









® Here’s a line up of America’s best 
known, best read magazines. Life, Look, 
National Geographic, Seventeen, True 
Story, Ebony, Vogue, Collier’s, Saturday 
Evening Post, New York Times Maga- 
zine, American Weekly, Esquire, Farm 
Journal. All of them will get full page 
me: 65s Elgin Watch ads. Many of them in four 
~~ > £ fa; colors. And just in time for the big Christ- 
_~* ¢: | masseason there will be a four-color double 
page spread in Life. All this plus special 

advertising in 76 newspapers and 69 col- 
lege publications adds up to sales for you. 


“Af tell that inside StO°Y 
ry every 30003 Claus ~~ 
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famous “Best-Dressed” people endorse Elgin Style Leadership and Technical 
Superiority in the greatest advertising campaign in Elgin Watch history! 
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IN YOUR LOCAL NEWSPAPER 
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ON THE RADIO 
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THROUGH THE MAILS 
Package for profits. This big 


Elgin Christmas portfolio con- 
tains a wider variety of material 
to help you make the most of 
Elgin’s great new advertising 
campaign. Use it—all of it for 
greater profits. 


ON POSTERS 


L<0nnn 


IN YOUR STORE 


And again 


Y Hours of Stars’ 


e It wouldn’t be Thanksgiving or 
Christmas without Elgin’s great ‘2 
Hours of Stars” radio > al They’re 
traditional. Listened to each year by 
an amazing number of millions. This 
roa than ever. More stars, 

igger stars. And it will be broadcast 
over the NBC network. Remember— 
these are your shows. Soon you'll 
receive more news of them and ma- 
terial for making the most of their 
sreat business getting power. 


* * * 


Only an Elgin has the “> 
DuraPower Mainspring 
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This Trifari design 
ts copyrighted. 
Design Patent Pending 
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WOMAN 

















“Fabulous Clover’’—brilliant pear-shaped stones, jewel-set in Trifanium. 


nn ne A tte BE IE A A A yo 


Magnificent interpretation of this season’s elegant look. _. are authentic only if stamped 


SO ot pepe 
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aged jewels 
by Coro 


advertised 
in full 


a 
color in 
November, ; x) 
HARPER’S an 
NZ dé ene 
; oe e's 





fin CAARY 
i] wld 
‘il NZ 
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A brilliant, exclusive* idea in fashion jewelry for a brilliant selling season. 
Golden cages filled with lustrous, simulated pearls or gem colored, 


faceted stones. 





For the greatest sales in fashion jewelry, feature 










the greatest name in fashion jewelry. Order 


these Patented* Caged Jewels now. 


JEWELRY 
a ie. 


AMERICA’S BEST DRESSED WOMEN WEAR CORO JEWELRY 





" S. Patent No. 2258413 


CORO, INC. « NEW YORK « CHICAGO « PROVIDENCE » LOS ANGELES « SAN FRANCISCO + DALLAS +» MIAMI « TORONTO ¢ LONDON 
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No. 464 SHARP GOTHIC 
MANTEL * Mahogany col- 
s2.ored wood case. Solid back, 
‘slecorated metal dial. 


Re : Ri Retails $18.50* 
Ne. 456W PILOT WHEEL— wo 


In two tone mahogany 
color, with sash, spokes 
and hands polished brass. 
Retails $10.00* 





























No. 451A THE ‘‘CATNAPPER” — In 
ivory plastic, with pleasant soft- 
tone bell alarm. Retails $4.95* 





No. 453W SQUARE MOD- 
ERN— Bird‘s-eye maple 
veneer front on mahogany 
colored case. Retails $7.95* 






















No. 470W MANTEL OR 
DRESSER — Mahogany col- 
ored wood case, attractive 


\3 metal dial. Retails $6.25* 





, couldn't do better than 


s—a line with a 





S TIME y°' 
Electric Clock 





FOR CHRISTMA 


ture Sessions 



































via f national consumer advertising» : 
. plenty of na . | 
famous name, | ‘ 1 to none! 0. : 
and a sales story second 10 ith popu | 3 
cy | . ” 1 with p q 
\ \,) -. Sessions “Catnapper Alarn \S.. 4 
Featured lieaiaanal ' Like all Sessions | 7. 6:8 
A t bell (not buzzer: ). ve = 
lar, pleasant De “+1, low-speed motor — 
Clocks 1 }: rs. Like all Sess | KITCHEN. WALL — Square 


dial, black figures with red 
' touches. White or Chinese 
eer. | red plastic case. 

' Retails $4.75* 
s—display Sessions" 


very happy 


ini ‘oh-speed gea 
eliminates whining; high-speed ¢ 


vetter without P 
S 









itis a sales- 
this Christma 


ck Sessions 
Sto Vll make some 


—_ - 
talk-up Sessions—and yo 
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© Wo. 462W ROUND KITCHEN 

*% WALL — High visibility wall @ 
. clock with white enamel case. | 
Retails $4.50* 








1 
Christmas profits ! 


ACT. 
OTECTED UNDER THE FAIR TRADE 
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No. 339W TEAPOT KITCHEN 
WALL — White or Chinese red 







UJ Um 










<> plastic. A popular kitchen 

Guaranteed by novelty. Retails $4.95* 
Good Housekeeping 
” toy at 





4S aoveanisto ™ 







No. 463W BAN- 
JO WALL — Ma- 
hogany colored 


; >. ; ad 
wood case with ieee |b 
contrasting pane!, ie TON 
brass trim. Be de 


Retails $15.75" 4 
Oy] x 
3 e 
: even A PUR™ h C, AY 
| 1 
yee 


\-s3-“X__) SELF-STARTING © ELECTRIC 
















No. 467W TAMBOUR — Graceful 
lines in mahogany colored wood, 
with metal dial, brass feet. 


Retails $10.50* 
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Here’s your Pre-Christmas follow-through 
on The 1948 Watch Parade 


ATCHES are the most important profit 
W ven of most jewelers. And the great 
national advertising campaign sponsored by 
The Watchmakers of Switzerland is giving 
added watch-selling impetus during The 
1948 Watch Parade—and all the year. 
From October 10 to 24, aggressive jewelers 
all over the country are devoting major 
window and counter space to showing “up- 
to-date” watches for all occasions. They are 
displaying the 4-color, full-page October ad 
of The Watchmakers of Switzerland appear- 
ing in 10 national magazines and 15 Sunday 
supplements. 


The national magazine ad you see on the 





opposite page is designed to help you further 
increase watch sales during the November 
pre-Christmas season. It will be supple- 
mented by another watch-selling ad in News- 
paper Supplements and ‘“‘Look”’ Magazine. 

The Watchmakers of Switzerland believe 
that alert jewelers have a year-round oppor- 
tunity to increase their watch volume. 

To support this program these full-page, 
full-color advertisements are scheduled 
week after week, driving home the appro- 
priateness of watches as gifts and your 
ability to serve your customers and to re- 
pair the watches you sell. The ads feature 


the constantly-repeated slogan: 


For the gifts you'll give with pride— 
let your jeweler be your guide 


For free mounted reprints of the November advertisement, write to 
The Watchmakers of Switzerland, Care Dept. A., 25 West 45th St., New York 19, N. Y. 


The WATCHMAKERS 


OF SWITZERLAND 
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WHEN YOU BUY A WATCH, 
REMEMBER... 


1. Many new styles now available, 
including shock-resistant and water- 
resistant watches, automatic self- 
winding watches. calendar watches, 
chronographs and other innovations 
from Switzerland. 


B. 2. All watches should be wound 
The thrill that comes only once scauienimedamin aakamieee 
by your jeweler once a year. Even the 
most accurate watch (and the world’s 
Quite soon—the time is coming when he will get his record for accuracy* is held by a 17- 
first important watch. jewel Swiss movement) may vary a 
few seconds per week, depending on 
the wearer and the weather. 





And though, throughout his life he may own other 


watches. the one he will remember for all time will be 
3. No matter what the make of 


- very first, marking a very precious moment. 
the very first, marking a very precious moment veer wateiy i: con be cerdeed ao 
For a gift to cherish—none 1s more perfect than a watch. nomically and promptly, thanks to 
: , 4 , . . Lea ew > 
Your jeweler has a wide choice to show you, achievements the efliciency of the modern jeweler. 


*Official Kew-Teddington Observatory Tests, 


of free craftsmen—of America and Switzerland—oldest pri “ed a 








democracies on two continents. 





For the gifts you'll give with pride—let your jeweler be your guide 
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The WATCHMAKERS OF % > SWITZERLAND 


Man yer? 








Your FREE Copy of the New 
Swiss Watch Repair Parts Catalogue 


is ready for you Now! 


OFFICIAL CATALOGUE OF SWISS WATCH REPAIR PARTS 
Part 1 


New 150-page catalogue now provides a simplified standard 
System for identifying and ordering Swiss Watch Repair Parts 


PRESENTED BY THE WATCHMAKERS OF SWITZERLAND 
AS ANOTHER SERVICE TO THE JEWELERS OF THE U.S. 


ERE'S THE FIRST STEP in the new repair program 
H sponsored by The Watchmakers of Switzerland 
and designed to simplify the selling and servicing of 
watches by the retailers of the U.S. 

Watchmakers and retail jewelers from coast to coast 
have been following and commenting favorably on the 
institutional advertising campaign now appearing in 
national magazines. Week alter week the campaign re- 
minds your customers “‘... No matter what the make of 
your watch, it can be serviced economically and prompt- 
ly, thanks to the efficiency of the modern jeweler.” 

This New Official Catalogue of Swiss Watch Repair 
Parts (Part I) will help you give even faster and better 
service to your watch repair customers. It provides a 
standard method of parts numbering and movement 
identification—thus saving you time...and adding to 
your profits. 


The Catalogue identifies 158 watch parts by their 
numbers and by photographs—including  self-winding 
watches, sweep-second watches, calendars and chrono- 
eraphs. From the manufacturer through the importer 
and the wholesaler down to the retail watchmaker, each 
part—from now on—will have one standardized number. 

Every movement manufactured by firms affiliated 
with Ebauches S. A. over the past 25 years is repro- 
duced in actual size—and the Catalogue has a unique 
system of indexing every page to make its use extremely 
easy, and to speed up your ordering. 

The Watchmakers of Switzerland present the new 
Official Catalogue of Swiss Watch Repair Parts (Part I) 
to their fellow craftsmen in America with the assur- 
ance that it is a precision tool as useful and necessary 
to the watch repairer as the precision tools he keeps 
available on his bench. 











OFFICIAL CATALOGUE | 


SWISS WATCH 
REPAIR PARTS 





When new movements are 


introduced or new technical 
information is available, the 
additional pages will be sent fo eee ee PART ONE 
to you for insertion in Part I. SES 


in this way, your catalogue 


The WATCHMAKERS ‘: OF SWITZERLAND 


will always be up-to-date, 
ready to help you order parts 


for every Ebauches movement. 





Part Il, to be distributed later, is 








expected to cover practically 


THIS CATALOGUE CONTAINS: 


1. List of parts for Ebauches move- 
ments identified by official numbers. 


all remaining Swiss movements 


For the gifts you'll give with pride—let your jeweler be your guide 2. Dictionary of principal watch parts. 
=. 3.Illustrated list of movements 
The WATCHMAKERS OF : ¢ SWITZERLAND grouped according to type and size. 
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LLLP A Ea a NN aE anes 
: MAIL IN THIS COUPON TODAY 7 
| To: The Watchmakers of Switzerland | 
| c/o Swiss Watch Repair Parts Information Bureau, Inc. 
| 730 Fifth Avenue, New York 17, N. Y. | 
| I operate a watch repair department. Please send me a FREE copy of the 
| OFFICIAL CATALOGUE OF SWISS WATCH REPAIR PARTS (Part I) 

| 
| Name of Store (print) _ | 
3 Address oe | een Zone No. ae | 
7 Name of watchmaker [7] or store owner [7] “ | 
Geo em ee ee ee ee ee ee oe om om oe om om om oe oe oe oe om oe ow oo oe oe ow oo @ ow ow Oo Oo © OO Oo Ow ow © om © o@@ ow ow om oe J 
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Since 4900 
-y 


HARRY & BEN FRACKMAN 


I N C OF R P QO R A T E OD 


20 WEST 47TH STREET 
NEW YORK 19,N.Y. 





DALLAS ATLANTA 
Emil F. Burger Tracy W. O’Neal 
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A | M FOR BETTER, MORE PROFITABLE 


WATCH SALES wITH HYDE PARK! 





ON ee 
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TISED ¢ NATIONALLY ACCEPTE 













Are greater watch profits through stepped-up, more satisfactory 


sales your target for Fall and Christmas? Then 
The Watch that Times America’s Test Pilots 


bear this in mind: you won't miss with nationally advertised 


HYDE PARK watches! Their public acceptance is 





rooted in tested dependability, obvious case beauty, 
superior value. So take careful “aim’’— and make every 


promotion ‘shot’: good — with celebrated 





HYDE PARK, America's fastest growing watch line. 


‘ 


CONSULT YOUR WHOLESALER 







-EMIL LEICHTER WATCH COMPANY, Inc. 51 FIFTH AVENUE, NEW YORK 17, N. Y. 





Here are the gems all America has been hearing 
about . . . the nearest thing to nature’s own Star 
Sapphires and Rubies, but priced within reach 
of the average man and woman... and yet 
affording you a good profit. Distinctively 
mounted by Goodman & Co., the Linde Star 
Sapphires and Rubies attract attention and 

sell themselves . . . they are stones whose. 


intrinsic value remains constant. 


, 


SS 
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S GOODMAN & COMPANY 


Wiel 2a ae dle ie ae 
242 W. WASHINGTON ST., INDIANAPOLIS 4, IND. 
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WHY 
THE LEADING 
WHOLESALERS: ARE FEATURING. 


















THE MOVEMENTS 
Superior quality and perfect finish is evi- 
dent in every part of the Normandie move- 
ment. Note these special features — curved 
olive shaped jewels instead of flat jewels 
__ half overswung mainspring .. .“‘Nivarox” 
hairspring... greatly improved pivots. 
Result... a far superior quality movement. 
THE CASES 
Our 10K gold-filled and 14K cases are ges 
specially built to our exacting specifica- 
tions by one of the leading watch case 
factories. Movements fit snugly and stems 
are fitted air-tight to prevent dust from 
: seeping in. Cases are perfectly finished to 
give satisfactory wear. 
TIMEKEEPING ACCURACY | 









The Normandie Watch is perfect in original 
manufacture, materials and adjustment. Every 
watch is checked and timed by the latest 
scientific methods and Guaranteed to keep y Sk ee 
accurate time. Furthermore ... every 
Normandie is fully as beautiful as it is 
dependable. 


Jewelers are quick to , 

recognize superior quality and value. That is why selected 
Leading Wholesalers are now distributing Normandie Watches. They know 
that the Normandie Watch is one of the outstanding timepieces on the — 
market .. . and that fact is being discovered daily by thousands 

of Consumers everywhere. : | ) . 
Retailers . . . please write for name of nearest distributor. 


~ NORMANDIE watches distr buted 


thru selected Wholesale Jewelers. | - 
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when you feature... 
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Here are 2 of many exciting new Zircon rings 
from the new R & S line — rings that fairly sparkle 
with originality, Interest and sales appeal. 





Rich gold mountings, skillfully designed, display the stones to full advantage. 


Promote R & S rings today! Your customers will prize them 
. . . and you will profit from them. 


Newspaper mats furnished free on request. 


Sold threugh wholesalers only 


ROTHMAN & SCHNEIDER, Inc. 


Manufacturing Jewelers 
2 West 47th Street, New York 19, N. Y. 
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FREDERICA 


14 K Yellow Gold 
$275.00* 





SYDNEY 
\ Gold-Filled 
ay 














orn ae 











E-0-MATI 





$71.50 
, Steel Back $95.00* 





Sself-Winding 









Anti-Magnetic / ¥ 
17 Jewel \ : 
PP: THE \GOLD CUP GOTHAMATIC 
he 14 K Yellow Gold 
\ AB1e500"F : 
ig . ADVERTISED IN.. 
As peat . r ‘ 
| LIFE-post-Colliers- 
' "rhe g 2 
Wp OT <O INCLUDES FEDERAL TAX OTHERS FROM $24.75 TO $2500.00 
Product of /lendorff Watch Go INke 























: 
STERLING PLATWARF 
Parrenn INDEX 
I 2 i | gree ee 7 In use daily 
bee ot Here Are All the by leading 
| _ All Books are sold } Jewelers 
: Remittance With Order ANSWERS everywhere 
An absolute necessity in tracing patterns to be matched. An excellent means of : 
suggesting pattern names to customers. | 
: The illustrations are printed exact size on fine coated paper. The pattern names, 0 if d Cs 
: printed on ledger paper, are arranged alphabetically under one combined index— y ours 
and again according to companies using them. It is afranged im loose leaf form ” | 
le with a durable cowhide leather ring binder. T 0 ay : 
THE JEWELERS' CIRCULAR-KEYSTONE a : 
: 100 East 42nd St., New York 17, N. Y. Date. oocoocooccocoeevoveccvcccccceceeeceeeee. 
: Chestnut and 56th Sts., Philadelphia 39, Pa. 
Send THE STERLING FLATWARE PATTERN INDEX. Remittance $0000. is enclosed. ) 
) We want the complete set with binder C 
We want the complete set without binder [] 
strc. -ichep cilia thesis gh ligunepincbsbenasdeasi Oe hasaesteamadamataoaucs 
Without binder, $15.00 
PRICE With binder, $20.00 ET a ae a er eee 
Binder only, $6.00 REI vee ner are ileal aac 
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- ANOTHER OF THE GREAT NEW THINGS FROM NEW HAVEN!}... 


















He thinnest and lowest priced American-made 


Travel Alarm Clock in its field! 


NEW HAVEN’S 
NEW 
“BON VOYAGE” 







95 


plus tax RETAIL 


eee 





Never before so many wanted 
features at such a low price... 


1. New, all new movement, one-half the thickness of the regular 
alarm clock movement. 2. “Click-Set”, sets accurately at five 
minute intervals with sweep alarm hand. 3. Single key winds 
both time spring and alarm spring. 4. Handsome streamlined 
design. 5. Stylish simulated leather cover in assorted colors. 
6. Ultra-thin size. 7. Nationally advertised in America’s 






NEW HAVEN EXCLUSIVE! 
THE “VITAL NERVE CENTER’ 
Every New Haven clock and 
watch has this famous patented 


top magazines. compensating hair spring to 
make it keep better time. 


ONCE AGAIN, "IF IT'S NEW, IT'S NEW HAVEN” 








SI tHe NEW HAVEN CLOCK AND WATCH 
i : COMPANY * NEW HAVEN 4, CONN. ae 
THE RIGHT TIME SINCE 1817 
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Smartly styled and precision-made, SEMCA Jeweled Alarm Clocks 
can be depended upon to wake you RIGHT on time. 


ny OS IR nts NN ne. ae 







BOUDOIR AND 
TRAVELING ALARM CLOCK 
A squore metal alarm clock with 
easel stand that folds into a com- 
pact unit for convenient traveling. 
l-day, 7-jewel precision move- 
ment. Chromium pink gold and 
yellow gold finish, Luminous dial 
and hands. Size: 3” x 3”. 
No. 171P—Suggested Retoil Price $15.95 





TRAVELING ALARM CLOCK 

Slim, trim and conveniently small is 
this dainty one day Swiss Traveling 
Alarm Clock. Guaranteed one jewel 
movement. Radium dial and hands. 
Gilt bezel and dial. Size: 3%” x 
3% «1% . In brown, tan, red and 
blue simulated leather. 

No. 112—Suggested Retail Price $12.45 






BOUDOIR ALARM CLOCK 
Alarm with 1-day 7-jewel movement. 

In chromium, pink gold and yellow 
gold finish. Luminous dial and 
hands. Quality construction. Smart, 
modern design. 2'/ inches wide. 

No. $35—Suggested Retail Price $13.95 


“THE EIGHT-DAY"’ TRAVELING ALARM CLOCK 
fas illustrated) 8-day 7-jewel trav- 
eling clock with alarm, genuine 
pigskin case or brown, bive, red, 
genuine morocco leathers; lumin- 
ous dial. Size: 4° x 3%," 

No. 78—Suggested Retail Price $32.50 


8-day 


TRAVELING ALARM CLOCK 
(as illustrated) 8-day 15-jewel 
traveling clock with alarm; genu- 
ine pigskin case or brown, blue, 
red, genuine morocco leathers; 
raised gold finish numerals and 
dots; luminous dots and hands. 
Size: 2% «x 3%" 
No. 158, 60RF—Suggested Retail Price $45.00 











15-jewel traveling clock 


ppp oO oe 
~o * 
TF. torre Oe 





with olarm; genuine pigskin 
case or brown, blue, red, genu- 1-day 7-jewel traveling clock with iy 
ime morocco leathers; raised alarm; genuine Pigskin case or e 


Oe eae 


mes we 
es 


blue, 
leathers; 


red, genuine mo- 
luminous dial. 


brown, 
rocco 
Size: 24%" x 3Y,’ 

No. 71/60— ae Retail Price $22.50 
8-day 7-jewel traveling clock with 
alarm; genuine pigskin case or 
brown, blue, red, genuine mo- 


~ 


gold finish numerals; oe 
dots and hands. Size: 4° x 

No. 158/RF—Suggested Retail A. $45.00 
l-day 7-jewel traveling clock 
with alarm; genuine pigskin case 
or brown, blue, red, genuine 
morocco leathers; luminous dial. 


~ 
ewe nee 


Size: 4° x 3%, rocco leathers; two- yey lumin- , : 
es No. 71— Sungected Retail Price $22.50 ous diol, Size: 2%” x 3%’ aa cones petens stati 
ee No. 78/ —— Retail Price $32.50 net oe Ge ae 


MADE (ae 
CLOCKS [ae 


Tops among American-Made clocks are the well-known PHINNEY- 
WALKER clocks, famous for dependable time-keeping since 1915. 





n ¢O., INC 
| DIVISION OF SEMCA aqele 








TRAVELING CLOCK 
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“THE THIN-MODEL" TRAVELING ALARM CLOCK 
Distinguished by its beautiful thin lines, 


4 this clock is a precision time-keeper and 


a dependable alarm. Precision movement, 
assembled, guaranteed and timed by 
Phinney-Walker. Luminous dial and hands. 
Size: 4-9/16" x 4-1/16" x 1%". in brown, 


tan, red and bive simulated leather. 
No. PW25— 


Retail Price $9.95 













“THE TWO-WAY" 
BOUDOIR-OR-DESK CLOCK 


No. PW378 
Retail Price $7.95 





Sevelly adaptable for boudoir 
or desk use. A simple adjust- 
ment reverses the face for use 
in desired position. Gilt metal 
case with engine-turned de- 
signs. Gilt metal hands. Preci- 
sion movemeni, assembied, 
timed and guaranteed by 
Phinney- Walker. Size: 4 x 
s" x3. 


The perfect traveling companion because 
of its smart oppearance and complete de- 
pendability. 30-hour precision movement, 
assembled, guaranteed and timed by 
Phinney-Walker. Luminous dial and hands. 


Size: 3%" x 3%” x 1%". In brown, ton, 
red and blue simulated leather. 
No. PW16- Retail Price $6.45 


“THE COMBINATION” 

CLOCK AND CIGARETTE BOX 
Compartments sized to hold two decks 
of playing cards or both “king” size and 
standard length cigarettes. Brown and 
maroon simulated leather with gold fin- 
ish metal trim. Gilt hand and dials. Pre- 
cision movement—assembled, timed and 
guaranteed by Phinney- Walker. 
6°24. x 1%". 


Size: 





TRAVELING CLOCK 
A stylish traveling clock with 30-hour pre- 
cision movement, assembled, guaranteed 
and timed by Phinney-Walker. Luminous 
dial and hands. Size: 4-9/16 x 4-1/16" 


x 1%". In brown, tan, red and blue simu- 
lated leather. 
No. PWIS- Retail Price $6.45 














Retail Price $9.95 





West Coast prices slightly 
wre on all clocks 


_ PHINNEY-WALKER CO. ° SEMCA CLOCK COMPANY, INC. | 


30 IRVING PLACE, NEW YORK 3, N. ¥. 
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2="S — Love Bird Diamond Rings 


The greatest asset of any diamond dealer is the trust and confidence of his trade. That confidence, without 


exception, is based on quality merchandise. It creates a reputation for integrity which is the jeweler’s complete 
assurance of consumer acceptance. It is the source and fountainhead of profitable repeat business. 
The “loupe-tested” quality of Love Bird Diamond Rings engenders exactly such unqualified confidence. 
For every Love Bird Diamond has been appraised and approved by veritable diamond experts . . . 
each represents the high ideal of color, cut and clarity! 
Loupe-Tested Love Bird settings are decidedly superior as well. Modern, graceful, dynamically designed 
to emphasize the size of the stone, they fittingly conform to the perfectionist character of the diamonds they encompass. 


Join progressive jewelry merchandisers in every part of the country who are profiting from the 


consummate quality of these diamond rings. 


v —& By 
<4RADE MAR, oe 







v o 







yee. | ea | 6 °, | [oun 131869 
OnD R 
630 FIFTH AVENUE, NEW YORK 20, N. Y. « *Pat. app. for 
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Especially for: 
e Engineers 
* Doctors 
¢ Navigators 
¢ Chemists 
Photographers 
* Radio Men 
¢ Sportsmen 
¢ Aviators 
« Technicians 


eTime and Mation 


Study Men 
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.. these impellingly attractive 
Stonewall watch bracelets that 

lend an air of importance 
... added value. . . to any watch. 
Stonewall bracelets turn casual window 
glances into volume sales. 
See for yourself. 
Order today for profit perfect 
holidays . . . ahead. 


eae 


-6 LADIES 
aANGLE BRACELET 


r Expansion 


eR 


TO OPEN: Press button. Pull buckle 
until catch releases. 


TO CLOSE: Fold buckle. Bracelet 
automatically adjusts to fit the wrist. 












The boldly beautiful new look in link 





design is shown in_these men’s styles. 


All feature the Adjusto.-matic* buckle 


Farvader 






Sold through wholesalers only. 


Yarruld © ' Wl y 


COMPAN Y—INCORPORATED 


79 SEVENTH AVENUE at 15th STREET, NEW YORK 11, N. Y., WAtkins 9-4874 
S. GELLER, 29 East Madison St., Chicago, Ill. © M. DIAMOND, 220 West 5th St., Los Angeles, Calif. 


*Construction Patent Pending. 
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We manufacture complete 
line of rolled gold plate 
cases in all sizes. Also fa- 

mous Elite Waterseald Case. 


865/86—83, ligne 8AE, 8AH, 
AX Benrus, 734 x 9 Reverse, 

3 way horizontal, gable, dome, 

flat crystals. 

1065/20—10!/, ligne — Dome, 
3 way, flat crystals. 

980/86 — 93, ligne, 10/OE, 
10/OW — Flat, gable, dome 
crystals. 

1135/86—11'/, ligne, 6/OE, 
6/OW, 10!/2 ligne large dial 
—Flat, 3 way, dome crystals. 

1066/86—10!, ligne small 
square—Sunburst crystal. 

302—0 & 3/0 Waltham & Elgin 
—Sunburst crystal. 
1065/86—Takes 10! ligne — 
| S Flat, 3 way, dome crystals. 


Pa 








@ 
150 Varick Street 
lt WATCH oF WY - CORP. New York 13, N. Y. 
IN CHICAGO ... MR. KATZMAN, 5 N. WABASH AVENUE 
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“REDUCED CHRISTMAS RETURNS 80°% r 


Says Sylvans Jewelry, Blairsville, Pa. 


“pye reduced our after-Christmas exchanges 
80%, thanks fo our New Hermes. Besides, our en- 
graving machine is doing 4 good job of increasing 


our year-round sale of gift items. In my opinion, 


no jewelry sfore +s completely equipped without 
the New Hermes Engraving Machine.” 


ENGRAVING ELIMINATES 
RETURNED MERCHANDISE 
e Makes everybody an engraving 


expert. 


Engraves on jewelry, ountain pens, 


silver flatware, watches, compacts, etc. 


SEND FOR DESCRIPTIVE FOLDER MODEL G 








NGS Ses ee m 


makes a Favored Gift 
of the Finest Jewelry 


As these Farrington Boxes enkindle the 
“gift spirit” of Simmons quality jewelry, 
so too ean custom-designed Farrington 
Packaging enhance the giving and 
receiving value of your product. 
7 


Time is short. Only two months left to get your 


line really Christmas-ready...and of course that means 


“Packaged by Farrington. 


FARRINGTON MANUFACTURING COMPANY 


GENERAL OFFICES: 70 ATHERTON ST., BOSTON 30, MASS. 
CANADIAN PLANT: FARRINGTON MFG. CO., LTD. 
1191 BATHURST ST., TORONTO 4 











and Christmas Emttem sales 


From 88 years’ experience in the emblem field, 
we know that you'll sell diamond-set emblems 
this Fall! We have them immediately available 
now ... Masonic, Shrine, 32nd, Elks, Eastern 
Star, all the important Orders .. . authoritative 
| & R designs, set with first-quality stones. 





Order your requirements from your wholesaler 
now, or ask him to show you the line. Get 
details, too, on the | & R display cabinet pictured 
here. 











& RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 














FULL PAGE AS SEEN IN 
ocroBerR 15th VOLE 
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Other rings can constantly 
turn and separate, losing much of 
their diamond beauty... they con- 
stantly wear against each other, too! 


Wed-Lok* diamond ensem- 
bles lock together simply and quickly, 
cannot turn, separate or wear, always 
properly aligned on your finger. ..yet 
you may unlock them instantly. 





fe ensembles by Granat combine all 


the beauty and quality which have made rings by 
Granat famous across the nation. Fine diamonds 
fe are carefully selected for matching color and 

brilliance ... and set in exclusive Granat 
= Tempered* Mountings (not cast) of plat- 


inum or gold, specially processed to 


insure the safety of your precious dia- 


monds all through the years. See Wed-Lok* 











——————— at a fine jeweler near you, or write Granat Bros, 




















San Francisco 10, California. 
































Ring illustrations 
enlarged to show detail 


1. Diamond solitaire with 2 2. Diamond solitaire with 3. Diamond solitaire with 2 ba- 
side diamonds. Matching wed- 4 side diamonds. Match- guette side diamonds. Matching f H | | | 
ding ring with 4 diamonds. In ing wedding ring with 0 wedding ring with 4 diamonds 
White or Natural Gold. diamonds. In Platinum. including 2 baguettes. In Plat- : 
The set + 250.00 The Set - 500.00 inum. The Set + 750.00 s 


Other Wed-Lok* rings from 125.00 to 1250.00 the set, taxes additional 














*Trademark Reg. U. S. Pat. Off. Wed-Lok rings are protected by U. S. Patents issued and pending. 
Any infringements of Granat Bros patents, trademarks or copyrights will be prosecuted to the fullest extent of the law. 
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1/20th 12KT. G.F. 


EXQUISIT E DESIGN and seasoned crafts- Your wholesaler will be pleased to show you the 


manship account for the beauty and popularity complete line of LeStage lockets. They include an 
of LeStage handmade lockets. The chain is of assortment of shapes and sizes from baby's to 
seamless tubing with soldered joints. The locket ladies’. “Gents’ lockets” are also available. 


is hand engine turned in yellow gold. 
LOVELY LOCKETS BY LeSTAGE...THEY SELL? 





NORTH ATTLEBORO gn MASSACHUSETTS 


NEW YORK CHICAGO MONROVIA, CALIF. 
9 Maiden Lane 29 E. Madison St. 110 El Nido St. 
A. H. Betz A. B. Pinero James F. Loveridge 


98 THE JEWELERS’ CIRCULAR-KEYSTONE 














a eT 
ae a > ‘ "3 4 



































\ e~, : 
a ON, 


RHYME WITH TIME” 


N 
e 








‘hea 


R51 White 10K R.G.P. case, rhinestones and 
baguettes. Steel back. Dome crystal. Gold 
filled snake bracelet. 17 jewels. $65.00 
7608/5RS Natural 10K R.G.P. Steel back. 
Rhinestone dial. Faceted crystal. Gold filled 
link bracelet. 17 jewels. $47.50 
9305E Natural 14K gold. Rock crystal. Gold 
filled snake bracelet. 17 jewels. $49.50 
7828/10 Natural 10K R.G.P. Steel back» 
14K gold markers on dial. Rock crystal. 


Leather strap. 17 jewels. $47.50 

For fast, profitable 91578A Natural 14K gold. Dome erystal. 
cling featur eee ae 
on F atura .G.P. tee ack, 
KINGSTON. Cash in on Leather strap. 7 jewels. $24.75 


the nation-wide vogue 
for KINGSTON’S 
popular-priced parade 


7806/15 Natural 10K R.G.P. Steel back. 
Rhinestone dial. Faceted crystal. Gold filled 
expansion bracelet. 17 jewels. $47.50 
7805J Natural 10K R.G.P. Steel back. Fa- 
ceted crystal. Leather strap. 7 jewels. $29.75 
7805/17 Natural 10K R.G.P. Steel back. Fa- 
ceted crystal. Leather strap. 17 jewels. $37.50 


7600S Natural 10K R.G.P. Steel back. 


of fine, guaranteed 


watches. Order now!... 


7 jewels. $27.50 

et ns a ee ee 7608/7 Natural 10K R.G.P. Steel back. 

WRITE FOR YOUR FREE COPY OF OUR (a ee nl Sy Dome crystal. 17 jewels. $37.50 
4-COLOR CATALOG AND PRICE LIST. oe = ee 7 ae ~~ 9730 Natural 14K gold. Dome crystal. 
FREE MAT SERVICE, POWERFUL SALES #2 sci 17 jewels. $67.50 


AIDS AVAILABLE TO DEALERS. Above Prices Include Federal Tax 


hs Din \ (4am @ Bae 4 ee Ki | LOs ANGELES 


48 W. 48th ST. é AE A y (QI LL2 igi 315 W. Sth ST. 
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SELL MORE JEWELR 


As a practical aid to local — 
promotion Ballou offersthese 
and other mats of popular | 
items free to retailers car- 
rying Ballou merchandise. 





OO TESS SETS OPT T TET 





















oe 


ey will aid in linking your name to 
the national prestige of these publications 
... identify your store as the place to buy 
fine Ballou jewelry as advertised repeat- 
edly in VOGUE and THE NEW YORKER. 


Se ae ene e rere) 


Simply mail a post card indicating the mats 
you desire, or send for our proof sheet. 


HALLO ac 


. A. BALLOU & CO. INC. © ESTABLISHED 1868 © PROVIDENCE 2, R. }. 
NEW YORK CHICAGO SAN FRANCISCO LOS ANGELES NEW ORLEANS 
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LANGENDORF WATCH Co 


A few of our hundreds of styles 


DOOR 





ein: aM eee 





The river in Soleure, Switzerland near the Lonville Watch Factory 


The river keeps on! 


Sometimes it goes swiftly at ferent with watches assembled 
flood levels.Occasionally dry from parts made in many fac- 
seasons slow it down to small tories—a common enough 
volume—but it keeps on run- procedure with many Swiss 
ning. watches! 

Through good, fair and poor Though we (as sole repre- SS 0. al le 
years, the Lonville watch fac- sentatives for Lonville watches 
tory runs—asit has since 1873. _in the U.S.) sell only to whole- 
The entire civilized world is its _ salers, we are vitally interested 
market so that owners (and re- in the welfare of every dealer 
pair men) find repair parts who sells Lonvilles. We invite 
that fit exactly wherever they inquiries from dealers to whom 
may be. we can give the name of our 

The mechanisms are made _ nearest distributor. Also any 
under one roof. Thus every suggestions of what we may 
part is under one do to help their 


‘ sales of Lonville 
quality. How dif- onville_ watches! 


Through Your Wholesaler 


ees a A RI Vy ROI) M AY N] INC. Eee 


580 FIFTH AVE. Sole UL S. Agent NEW YORK19,N.y} 


responsibility for 


| 
| 
| 
| 
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Gold Novelties 
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7 Lipstick and Watch Combination, 17 Jewel Pery Movement $210.00 Keystone 

Also available as Lipstick only ....................:.$ 90.00 Keystone 

276-119 Knife-File and Removable Extension Pencil ...........$ 74.00 Keystone 
315-15 Scissors-File-Knife ee $ 48.00 Keystone 


423 Repeater Pencil-— Holds large supply of extra leads. 7 
Guaranteed Mechanism se eacececerses+Q 42.00 Keystone 


424 Repeater Pencil without clip . . to eeeceeseese++$ 30.00 Keystone 
12 Ladies’ Funnel Type Ejecting Cigarette Holder ...$ 38.00 Keystone 


14 Ladies’ Cigarette Holder. Cigarette ejected by twisting 
ME Doi oo ic ieee ee eee c cess cases @ 28.00 Keystone 


POUIS TAMIS & SON 


GOLDSMITHS SINCE 1909 


36 WEST 471TH ST., NEW YORK 19, N.Y. 
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CIGARETTE CASES 


LIGHTERS 


COMPACTS 
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Providence, R 


! 


CO 


SUPERB CASE MFG 


CREATORS OF THE 
NEWEST DESIGN IDEAS 
Cot 
BETTER GOLD and. 
GOLD FILLED JEWELRY 


. 


BACKED BY MORE THAN 
HALF A CENTURY 
OF EXPERIENCE 


1/20 12 KARAT GOLD-FILLED BRACELETS, CHOKERS, PENDANTS, WATCH BRACELETS, 
CHATELAINES AND EARRINGS, COMPLETE SETS OR SINGLE PIECES, 


* 


Distributed through the better jobbers. 
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21 Maiden Lane 29 E. Madison St. 


NEW YORK - CHICAGO SAN FRANCISCO 
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Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking — sure to appeal to your most 
discriminating clientele. A wide assortment of 
styles and cases in 14 Kt. gold and rolled gold 
plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue hae 0c) ae ee 
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CELEBRATING A CENTURY OF DISTINGUISHED WATCHMAKING 


1848 ( ) 1948 












See 


r Only one man in 100,000 
can own an Omega 


8 $ x : . - 
SPEWEITY GUUS 
. | 


the world’s finest self-winding chronometer 


Newest marvel of Omega watchmaking skill—the Centenary... 
significant symbol of Omega’s first century of achievement. 
For the Centenary combines remarkable features of two 
world famous timepieces...the Omega Automatic, the thin- 
nest highly precise self-winding wristwatch made today... and 
the Omega Chronometer, whose amazing movement consis- 
tently since 1933 has held the world’s highest awards for 
wristwatch accuracy! This movement now holds highest accu- 
racy awards simultaneously at the British National and Geneva 
Observatories...and recently won highest honors at the 1948 
Neuchatel International Centenary Contest. 






























Little wonder that jewelers everywhere are acclaiming the 
Centenary the most exciting wristwatch available today! 


There are just 750 of the Omega Centenary in the country...a 
watch destined to be prized by men who are leaders of our time. 


As befits such a treasure, the Omega Centenary has been wrought in a ca 
18K gold...case, dial, lapped numerals, hands—even the symbolic or- 7 

nament buckling the strap is of 18K gold. Encased in a silver presenta- 

tion box, itself a lasting possession. Complete, $450, Federal tax incl. 


OFFICIAL, EXCLUSIVE TIMER OF THE 1948 OLYMPICS 


OMEGA 


FIFTH AVENUE « NEW YORK 


Norman M. Morris Watch Corp. 
608 Fifth Avenue 
New York 
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Quality. value, and style— these three are built into 


every offering of Whiting & Davis. Quality you can trust... 


Hist 
ti. 


value your customers appreciate ... the “sixth sense” in 
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style that rings true to smart women everywhere. Once 
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again, Whiting & Davis famous mesh evening bags are 


all 


available in limited but increasing quantities. In the rich 


72% 
el 


- 
ih 
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color of gold and the lustre of silver, they are more than ever 


the favorites of fashion ... add that supremely correct 





touch to every after-dark occasion. 


Whiting & Davis Creations go far beyond mere costume jewelry in 
their inspired designs . . . their perfection of detail . . . their careful 
craftsmanship. Finely wrought after both traditional and contemporary 
motifs, Whiting & Davis Creations can be offered with pride by 


top-flight jewelers. WH1TiNc & Davis Company INc., PLAINVILLE, Mass. 


WHITING & DAVIS 


- * 
; a mn hand utlh fashion 
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WATER-RESISTANT | 


Handsomely styled 17 jewel 
Swiss water-resistant dress 
watch. Incabloc shock pro- 
tection, anti-magnetic. Stain- 
less steel case, $24.75. 
R.G.P. case, steel back, 
$26.75. All steel with sweep 
second, $26.75. Sweep sec- 
ond with R.G.P. steel back, 
$28.75. 


WATER-RESISTANT 


Hardy 17 jewel Swiss water- 
resistant. Incabloc shock pro- 
tection, anti-magnetic. Stain- 
less steel back, radium dial, 
sweep second, $17.00. 

All steel case, $18.75. 
R.G.P. steel back, $21.00. 


AUTOMATIC 


Self-winding, 17 jewel preci- 
sion movement. Water-resist- 
ant, Incabloc shock protec- 
tion, non-magnetic. Stainless 
steel case, radium dial and 
hands, $25.75. 
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SAL APPEAL wc 


TO WIN YOU MORE SALES— 
MORE PROFITS! 















cS 


NURSES’ 
WATER-RESISTANT 


Attractive and reliable Swiss 
watch with 7 jewel, preci- 
sion, water-resistant move- 
ment. Luminous dial and 
hands. Stainless steel back 
case, $18.75. All steel case, 
$19.75. 














ee 


CALENDAR 

Handsome styling, fine crafts- 
manship. Accurate 17 jewel 
movement. Tells the second, 
minute, hour, day, month and 
date. All steel case, $29.75. 


R.G.P., steel back, $34.75. 


* Not covered by One Year 
Repair Policy. 


WATER-RESISTANT 
CHRONOGRAPH 


« * Outstanding 17 jewel Swiss 
. movement, 13 ligne, 2 push- 
ers, water-resistant and shock- 
resistant, anti-magnetic, 12- 
hour recorder. Stainless steel 
case, radium dial $37.50. 
The same, not water-resistant, 

$30.75. 


* Not covered by One Year 
Repair Policy. 





Offer these ‘‘specialized’’ Wakmann Swiss watches for quicker sales and better 
profits! They're ‘‘specialized’’ to give your customers exactly what they want. 
Fine 17 jewel construction, handsomely styled water-resistant watches, nurses’ 
water-resistant watches, automatics, chronographs and calendar watches. And they 
carry that extra selling benefit — The famous Wakmann One Year Repair Policy! * 







& WAKMANN WATCH COMPANY. inc. 


452 FIFTH AVENUE, NEW YORK 18, N.Y. 


Icko Wakmann, Pres. 
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Rings 


Costume 


lewelty Be SURE What You Get 


U-Arrow Extra Values 


Mean Extra Sales 
Novelties Why does the Uncas line sell faster? Style- 


sure designs and modern manufacturing tech- 
niques permit Uncas to give you high values in 
popular priced jewelry. Each and every item is 
backed by 35 years of Uncas “know-how”... cre- 
ated with display appeal that sells and sells fast! 

For men’s, women’s and children’s rings, cos- 
tume jewelry, novelties, or plastics, you’ll find the 
U-Arrow trade-mark is your assurance of styles 
that sell and quality that attracts customers year 
in and year out. 


1/20-12K Gold Filled Sterling Silver 
THROUGH YOUR WHOLESALER ONLY 


UNCAS 


MANUFACTURING COMPANY 


**America’s Largest Ring House”’ 
PROVIDENCE, R.I., U. S.A. 





TRADE MARK 


Established 1913 
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with diamond and 18K gold markers 


on dials designed to set sparkling 





holiday sales records. 


Let Swiss Radium “dials of 












enviable reputation” add character 


and sales appeal to your watches. 





For outstanding dial creations... 


Swiss is not enough... 


it must be SWISS RADIUM. 




















Dials for every type of case; 


sold to watch manufacturers, 











watch importers and jobbers. 


—Swiss Radium- eerseene peat 
& Dial Painting Co., Inc. 


———79 SEVENTH AVENUE NEW 




















HAVE YOUR WHOLESALER SHOW YOU OUR COMPLETE LINE 


SOLD ONLY THROUGH WHOLESALERS 


CARL-ART, inc. 


MANUFACTURERS of CHAINS and JEWELRY { 


PROVIDENCE - RHODE ISLAND 


CENTER PIECE \ : 1/20 12 kt. Gold Filled 


Si eating Man ufactie v3 of ey, uatily Jewelry 


for Sfadies and Gentlemen 
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Memo to Merchants... 


ne en ee ne ~ 
. PROS n 
ORROCORRRO COO 


» » Travel Alarms in Assorted 
Genuine Leather Cases. 


Desk or Boudoir Easel Alarms in 
Gleaming Chrome Case. Radium Dial. 


That’s right! 


You've never sold such design and performance for so 
little! These handsome and accurate Oris timepieces 


combine eye-appeal with moderate prices. 


They have an established reputation the world over 


FAMOUS and are sold with pride and confidence by dealers 
GUARANTEED h 
TIMEPIECES ae 
Nw Oris Fine Timepieces — to the consumer $12.50 to 
: approximately $25.00. Write for illustrated folder. 


* 665 FIFTH AVE., DEPT. D. ’ NEW YORK 22, N. Y. 
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CERTAIN WITH 


the line jewelers 


have sworn by 


since 1888 


the line that 

gives you a complete 
selection of saleable style 

numbers at popular prices 
for every occasion 
for every member of 

the family 
for every season of Taam ) ) . on your very next visit 


the year NZ, to New York 


BE CERTAIN TO SEE 


Cc i ... the line you'll want to see ... the line you'll want to buy. It's the 
erring line that will make money for you. Order a sample assortment NOW! 
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RST AP Tl 
“LIPS FI "7 pee 


DI STRIBUTED THROUGH WHOLESALERS 


Birthotodat ings tcolers nt every teenth 
in the year) in a wide variety of styles. 
i Beautifully packaged. 
a. enlets line of babies’ and misses’ Large selection of Baby Crosses 
lockets attractively packaged in our and Miraculous Medals in 10K and 14K g old 
distinctive Tassel Box. 


CTOSSES 

Crucifixes and Religious Lockets 
Medals in 10K and 14K Gold. bos 
Wide assortment of engine- 

vi turned designs and sizes. 


Wide selection of lockets 
“tach piece mounted on Champagne L row nn newman wescen ene pene as = JY < wh and i ‘n 10K nd 10 
velvet in a frame of inlaid gold. aa a ang Sizes in an go 


Adral eee 


handsome ey cult links in 10K and 14k ol tie slides and chains in 10k and 14K gold 


A. FLEXIBLE type with beautiful engine- 
turned design. | 

B. ACTION type. Cross bar turns for 
quick insertion. 

C. DOUBLE-FACE type. Both sides bev: 
tifully engine- turned, : 

Wide assortment of smart styles. 


oe ee @ @ © @ © @¢© eo es @ © © &© & 8° 


MAKERS OF GOLD JEWELRY 


Dp H ' Tr t | oe ~ MEG. CQO. 32 GRAHAM AVE., BROOKLYN 6, N. Y. 
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These new wrist watches with all white or 
colored and white rhinestone studded dials are 
part of the distinguished Louis group of mens’ 
and ladies’ watches, nationally advertised and 
priced for your quick profits. 


CREE i ha 


Come in to see us or write us today. 


A ET 
SER RNS oN 


Louis Watch Co., Inc. 


sso fifth Ave. Acw Work 19, A. VD. 
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TO OPEN CATCH 
Simply slide button 
: towards you with thumb, 


y : e é 


Clasp opens instantly — 
lift up, and remove band 
from wrist, — 


TO ADJUST CATCH 
Glide the sliding member’ 
into the clasp until band 
fits most comfortably. 
. Clasp will then lock auto- 
matically and remain 
ocked until re-opened. 






DUCHESS BANDS 
featuring Seu Lok ; 


o 
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1c SUR Role @r-irt-mr-ha-lil-l-)(-Met-)-1-1e-hi-18 ae lt ol a 


or catch replacement sales. 


SOLD THROUGH WHOLESALERS EXCLUSIVELY 


Vurhess Jewelry Mfg. Corn. 
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ws we CYMATIC wv 


ca 
Feature the rest of the 


CYMA-TAVANNES 
family too! Complete 
line of men’s and 
women’s watches for 
dress, sports and pro- 
fessional use—to retail 
from $42.50 up, Federal 
tax included. 
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To retail at: 
$71.50 Fed. tax incl. in gold filled. 
$125.00 Fed. tax incl. in 14-k. gold. 


also in stainless steel water resistant 
cases at $71.50 Fed. tax incl. 








TAVANNES 


SELF-WINDING... the last word in convenience! 


Has outstanding reserve running power; automatic 





brake to prevent overwinding; can be hand-wound too. 


SELF-SELLING... the last word in styling! Trim, thin, anti- 


magnetic. 17-jewel precision movement, with shock-absorbing 


feature and sweep-second hand. 





MEN w 7] 
who forget to windawatch 608 Fifth Ave, New York 20; N.Y. 


MEN iho need a super- CY MA WATCH Company 


accurate watch 


In Canada, McGill Bldg., Montreal 


WOMEN who want the 
finest gift watch for men 
— these are the people who'll buy the CYMATIC! They'll 
see national ads in TIME, THE NEW YORKER, HOLIDAY 
and HOUSE BEAUTIFUL. Reach the ones who are your 
customers with these free selling aids: 

® newspaper mats to run over your name 


e 4-color folders with your imprint 
e counter card for store or window 
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Lew lt liner Wi in h case 


For almost half a century 

Lewitt has built and maintained 

a reputation for originality in design 
and accurately fitted watch cases. 
nd Craftsmanship and Quality distinguish 
else all Lewitt cases in both gold and platinum. 


for 6 diamonds 














#1 522/8G639 
14 KT WHITE GOLD 
for 14 diamonds 


#2226 
PLATINUM 

for 42 diamonds 
and 4 baguettes 














= E 5 
agi % 


Ave, 


ie, # ” a a 
#1504/K72 
14 KT GOLD 











TRADEMARK 
REG. U.S. PAT. OFF. 








#1506/K79R, 


BROS. & COLINE. 





#1500/SPI 
14 KT GOLD 












Watch cases illustrated are only a few .. ‘J | C} WITH nufac WETATAG f 
styles from the Lewitt line...made Speen tial | 2? 

; : ; Gold and C2 Vahinus q pea € (Gascs 
in |4KT, white or yellow gold and plat- , : 


inum to fit all Swiss and American ee : 64 WEST 48th ST., NEW YORK 19, N.Y. 
movements for WATCH IMPORTERS and Plaza 7-4244 

JOBBERS. Write Lewitt today for your 
requirements. Samples submitted. (} \\ 


... since 190? 





For over a quarter of a century 
APEX WATCH CASES, in gold and 
gold filled, have been featured 
by leading watch manufacturers 
and importers and today enjoy 


outstanding prestige in the trade. 


APEX WATCH CASE MANUFACTURING CO. 


Represented on the Pacific Coast by GEORGE DOLIN 707 South Broadway Los Angeles, Cal. 


804 East 45th Street New York l7, lg ae 
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SEA SHELL CASE. 
MOTHER OF PEARL EFFECT. 
BEAUTIFUL PASTEL COLORINGS. 


eee a 


Keg nee vlads ain as 





OE Prantl, “ : of every description. 
Nicely mounted to fit 


o ) / | = wy 'e . in any display space. 
wt onl : And they MOVE FAST. 


Di 


CONTACT US AND 
WE WILL SEND 
REPRESENTATIVE 


(Through Vholesalers Exclusively) 


LU Md Uf ob 


*SIMULATED 





Everyone's Your Customer When 
You Stock This New Timepiece! 


Yes, everyone! For this new EBOSA Pocket 
Alarm Watch is a fime, accurate watch with a 
reliable, practical alarm all in one convenient, 
pocket-size case. No thicker than an ordinary 
watch, this new thin-model pocket alarm can 
be used—and depended upon—by everyone ; - « 
doctors, farmers, salesmen, business executives, 
professional people, dispatchers, €tc- A handy, 
ever-ready reminder complete with seven-jewe 
movement and richly-finished, case; in velour- 
style packaging. Easy to look at . - - easy to 
sell! Order today for prompt delivery. 











a ... WITH EASEL BACK 
- AND LUMINOUS DIAL! 


, Stands upright for use on desk top, 
wall shelf or table. A feature particu- 
jarly desirable to sportsmen, Week- 
enders, and over-nighters on trains, 
shipboard and in hotels. The easy-to-read 


ote tacos WALTER KOCHER 
& COMPANY 


17 WEST 57th STREET, NEW YORK 19, N. 
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MANY NEW STYLES... 


TWO NEW Sunchroslide 
BUCKLES 
oth with “Wrispring” action 





orrosive, stainless ‘it’s easier now than ever to sell 
t gives with every the A & Z line of watch bracelets, 
or A & Z has added to their eye 

appeal as well as their comfort. 


Two new widths of “WRISPRING” 

action buckles now permit you to 

sell an A & Z bracelet to properly 

_ match the watch on which it is 

Ag going. There are two widths for 
Ay _ ladies; one for small, dainty 
: ches, and wider for the new 


SPOR ME 


SRK 
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od 


er Boi | 
ed es 
WE. 


ws 


WRISPRING extteaded 
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No. 2785 











AzaZ CHAIN COMPANY 


ESTABLISHED 1905 


116 CHESTNUT STREET PROVIDENCE 3, R. }. 








For 
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The watchmaker’s miracle —the Vulcain Cricket 
Alarm Wrist Watch. More than a gift, it’s a tribute! 
Unique...exciting! Treasured by professional men, 
business men, busy men — because it makes their 
precious time more efficient. 


Slender! Handsome! Combines the accuracy found 
only in the world’s finest watches with an alarm 


descriptive literature, write: 


THE GIFT THAT 


VULCAIN WATCH COMPANY, 
West Coast: Hubert A. Wood, 649 South Olive Street, Los Angeles 14; Chicago: William G. Frizzel, 29 East Madison Street, Room 701, Chicago 2 





3:00—DIRECTOR’S MEETING 





TRUE 





mechanism that can be set to ring in two minutes, 
ten minutes, or hours ahead. And it rings—clearly, 
distinctly—on the dot! Recently awarded first four 
serial prizes for accuracy at Neuchatel International 
Chronometric Competition. 


For the most unusual gift of all time, it’s a “Cricket” 
this Christmas—the reminder men will remember. 


In stainless steel—$120; in 14K gold—$348; both prices 
include Fed. tax. By the makers of Vulcain Grand Prix 
watches for ladies and men, priced from $60 to $3,500. 


WRIST WATCH 


INC., 630 FIFTH AVENUE, 
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Chains —for men-—correct for every occasion 





queens pay HM 
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\ AUTOMATIC CHAIN COMPANY 


Se PROVIDENCE * RHODE ISLAND 
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Attractive mailing & NEW SERIES OF GIFTS 
 menesiecst «=» A NEW SERIES OF 2rofigs | 


the beautiful Rolex 
Xmas Consumer Ad. 
og Three of the most beautiful and individual designs ever 
created by Swiss master craftsmen for the exacting, 


critical gift buyer of today. 


Leather cigarette or 4 
jewel gift case «il 
in which Jubilee 

aa has many 
tilitarian uses. . 
ee ne A promotional plan carefully designed to challenge 


the attention of this fastidious purchaser ...at home... 













en route ...and at point of sale. 
| ty This impressive A complete mail order plan for the jeweler’s use, 
Ae ecalcomania - , 
is printed in eight conceived and produced by the foremost writers and 
, distinguished colors. ‘ ° e_¢ 
ples Rifeodeat” illustrators in the watch advertising field. 


EEL? 


Sponsored by the American Rolex Watch Corp. for 
attracting the key buyer of premium price Christmas items, 
all planned to direct specific attention to the exclusive 
jewelry outlet for availability of purchase. 





ROLEX 





Contact our local representative or get in touch with 
us direct for details of the simplest, practical promotion 
ever put behind a concentration on a quality line of 


od Mastecpivee G Vato C raflameanishyp watches. 





THE AMERICAN ROLEX WATCH CORPORATION + 580 FIFTH AVENUE «© NEW YORK 19, N. Y. 
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IS THE WORD FOR IT.... 


g the 
a | field in style, quality of materials and efficient 


design and because of its strength and durability, 


it is a favorite of active men everywhere. 

In 1/20 —— 12K Gold Filled in yellow, pink or 

| white gold with stainless steel back. The links 
are newly styled, fittings scientifically designed, 


and the springs are-non-corrosive stainless steel. 


SOLD THROUGH WHOLESALERS -ONLY 


JEWELRY MFG. COMPANY 


MAKERS OF WATCH BRACELETS FOR 25 YEARS 
36 GARNET STREET © PROVIDENCE, RHODE ISLAND 


REPRESENTATIVES. IN. NEW ¥ORK: © CHICAGO ° LOS ANGELEEG 
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the prestige factor 


... reflected in preference for a particular wetch 


JUVENTIA 


JUVENIA ... as always 
... assures both client 
and jeweler of 
prestige... accuracy... 


elegance and satisfaction. 














National advertising in 

Town & Country, Vogue, 

New Yorker, Art News Annual, 
Television Guide 

will influence particular 
clients—bound for holiday 
shopping—to demand JUVENIA 


... timepieces of accuracy 


 JUVENIA WATCH AGENCY, Inc. a. qtams renee, 
604 Fifth Av, : WITZERLAND and elegance since 1860. 


one of a series of ads 
appearing in leading publications 


ITA WATCH AGENCY. Ine. 


604 FIFTH AVENUE, NEW YORK 20 ° PARIS, FRANCE 


Factory at La Chaux-de-Fonds, Switzerland 
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R700 
Round Beads 
All sterling 


The artistic beauty and dignified charm of these Catamore 
Rosaries is achieved by a careful blend of proper design and 


R600 
Round Beads 
All sterling ~ 


Round Beads 
All sterling 


skilled craftsmanship. The Catamore Rosary line is complete 
in sterling and gold filled, with crystal, pearl and colored 
beads. Ask your wholesaler to show you these outstanding 


Catamore creations. 


New York 


FRED W. MARKS 
373 Fifth Ave. 
New York, N. Y. 
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West Coast 
ARTHUR WEINGARTEN 
704 Market St. 


San Francisco 2. Cal. 





R400 
Child’s Rosary 
All sterling 











(NANOS 





Rarmigann, 


- 231] PINE STREET * PROVIDENCE 3-R-I- 


Mid West 


DICK SHOWERMAN 
29 E. Madison St. 


Chicago, III. 


East 


WILLIAM PEACH 
231 Pine Street 
Providence 3, R. I. 
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d with attractive promotion materials. 
Norma is unconditionally guaranteed for mech- 
anical perfection. Fair Traded — $4.50 to $15. 
In 14 Kt. Gold, $100. 3-color model, $4. Models 
to $5 in individual attractive cardboard box. 
Models $7.50 up handsomely gift boxed. 


NORMA PENCIL CORPORATION 
NORMA BUILDING, 137 WEST 14th STREET, NEW YORK Hh, N. Y. 


” Exclusive West Coast Distributors: Fred L. Lee and’ Company 
448 So. Hill St., Los Angeles 13, Calif. 
704 Market St., San Francisco, Calif. 
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Our regular line 
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THE NEW VERSATILE 


EARRINGS 


DESIGNS IN STERLING 


Guglielmo Cini, one of America’s foremost crafts- 


men and designers, has made his own interpretation in sterling silver of the 
astrological symbols — one of which is pictured above in actual size. This 
zodiac series maintains the classical quality for which “Jewelry by Cini” is famous. It has 


been accepted with acclaim by discriminating patrons throughout the country 







as a highly suitable gift as well as a most fitting costume’ 
accessory. The zodiac pins sell for $45.00 per set of 


twelve; matching earrings are the same price. eens — pie 


Available in 14 Kt. gold on special request. 


a 


cer = aS GUGLIELMO *CINI, INC 








OFFICE AND SALES ROOMS 561 BOYLSTON STREET 
BOSTON 16 MASS. 


EEBLSVA SE 


THIS FREE BOOKLET, illustrating 
Cini’s interpretation of all the symbolic 
signs and description of their traditional 


CUFF LINKS we em is provided for your use as a 


*PRONOUNCED “CHEENEY” 
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Now! Zippo Fluid in Cans! 


























ee Here’s what you've been waiting for—Zippo Fluid 
<x ae : in cans! Here’s extra profit for you on every sale 
of a Zippo Windproof Lighter. Sell a can or two 
every time you make a sale of any lighter. Build 
up your profit per sale—insure repeat business by 

letting customers know you have this better lighter 

fluid. Order a good supply of Zippo Fluid and 
A Flints now from your distributor. 


BIGGEST ADVERTISING CAMPAIGN 
IN ZIPPO HISTORY TO BACK YOU! 


In addition to the biggest advertising campaign 
ever put behind Zippo Lighters, there will be extra 
advertising for Zippo Flints, Zippo Fluid and the 
Zippo Kit. You will see this big campaign in the 
big national magazines—magazines that go into 
the homes of your customers with money to spend 
—money they'll spend with you when you stock 
and feature Zippo! Zippo Mfg. Co., Bradford, Pa. 


Se 





ond a can ot Sess Fluid, . a i. a 
extra with any Spee lighter. Stock | up now. 


255 
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MARVEL 75-97 
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TAX INCL. 


EXPANSION a, US 


in '/9-12K GOLD FILLED TOP with STAINLESS STEEL BACK 


You'll want to 

stock the MARVEL 

“33"' and “Miss 33’, too! 

Same high quality and precision 

manufacture, but tailored, streamlined 
design. 


ORDER NOW FROM YOUR WHOLESALER... 


HELP 
YOU 


SELL 


MARVEL 
EXPANSION 
BRACELETS 
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BASKETWEAVE DESIGN 


DESIGN PATENT NO. 150,530 
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MARVEL JEWELRY MFG. CO. - PROVIDENCE - 3 
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LEADING JEWELERS 
and DEPARTMENT STORES 


in the NORTHWEST 


vold- mm eldelailelilate 


“ PACIFIC 


Httvey Q CZ 2 


ACTUALLY PREVENTS TARNISH! 


* 
PORTLAND 


s 
SALT LAKE CITY 








The final survey in our nation-wide series takes us to the great Northwest. Here, as 
everywhere else, Pacific Silver Cloth is an overwhelming favorite. Of 33 leading jewelers 
and department stores interviewed in Portland, Seattle, Tacoma, Boise, Salt Lake City 
and Denver, 30 are now selling Pacific Silver Cloth. Here are the reasons they give for 
this outstanding popularity: 

It saves customers hours of silver polishing. 

It is the only cloth which actually prevents tarnish with 

lifetime effectiveness. 

It makessilver easierto sell by removing objection to polishing. 

It creates customer good will. 

It creates store traffic. 

It adds a profitable line to the store. 

It gives the dealer an extra sales feature and talking point. 

It saves customers the embarrassment of placing tarnished 

silver before guests. 

It preserves the natural sparkle of gift silver on display. 
VOGUE, AMERICAN HOME, BRIDE’S MAGAZINE, HOUSE BEAU- 
TIFUL...these are but a few of the all-important magazines in which 
Pacific Silver Cloth advertising regularly appears. Your customer is fa- 
miliar with the famous name, Pacific Silver Cloth. Feature it prominently 
in your selling! Our brochure of mats, display cards and other selling helps 
is yours for the asking. Get yours right away! 

Your distributor will be glad to give you complete information about 
Pacific Silver Cloth in chests, bags, rolls, wraps and packets. Or send us 


the coupon below. 


*This is number 16 of a series covering major cities. 
Previous surveys showed similar results in 94 Eastern, Southern and Middle West cities. 






PACIFIC SILVER CLOTH Ea 
IS BEST BY TEST 


This is what happened to two 
gleaming new spoons in a tarnish 
test* conducted by the United 
States Testing Co., Inc. Only 
spoon A, protected by Pacific Silver 
Cloth retained its original sparkle! 
The other spoon, though wrapped 
in ‘‘anti-tarnish’’ cloth, did tar. 
nish as shown. 


*Test #96514, June 30,48 (photos 
absolutely unretouched ) 





' PACIFIC MILLS, Department JC 10 
» 214 Church Street, New York 13, N. Y. 
8 Gentlemen: I am interested in (wraps, ()chests, (hollow ware bags, [J place-settingrolls, Fj pack- 
- ets made with Pacific Silver Cloth. Send me names of sources of supply and descriptive literature. 
8 
Pacific Silver Cloth PRAGUE i. 6. 00:0:4.06'0666:660060006600000000000666000606000000 06068006 CeNenbasedetedesetals ° 
f 4) 0) noe MPTP T TTT TTT TTT TTT TT TT Tr TT 
is recommended by D GOI. 6.6.0 6666006006006606006065066606054500000006 660866 060ns eR CsSreedtnsoesceesenees 
leading silversmiths and jewelers {| gtREEt ADDRESS .....ccccccccccccececccececececccecececececucucucesececsusesesecuseces 
a. Pereeee eeeneeccebadend ee a Cie, cs ccttiineie teem 
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s the complete, NEW lighter line 











places — fast! Beautifully 


OO OO ae 


ZAIN 





egg 


Cobra — Alligator — Morocco 
Retails at $9.00 No Fed. Tox 





pee New A-S-R Table Lighter ... Retails at $12.50 * cies 


ee Platinum Group Rhodium Finish Wo aaa 


The newest member of a proud family, the triumphant 
“Classic”? model A*+S-R Table Lighter that is receiving 
enthusiastic nation-wide acclaim! It’s the smartest 
looking table lighter yet designed —a triumph for 
A-S*R. Created to round out the amazingly 
successful line of Lighters that will help you 
make more sales, more profits, this Fall 
and Holiday Season. 


Tortoise Shell *'D. AS NATIONALLY ADVERTISED 
& Brushed English Gold Piate a 


Retails at $10.00 No Fed. Tax Be 
ee a IN [ | F F MAGAZINE 


Sewtce 
| THAT MAKES FRIENDS | 
14 Kt. Solid Gold Sterling Silver 


Styled by Cartier, Sth Avenue \< S L 4 Our liberal repair and replacement policy 4 Wu Engine turn design 
Retails at $200.00 Plus Fed. Tax e ; a ee sl Retails at $20.00 Plus Fed. Tax 







makes it a pleasure to carry 


our lighters. 


Sold by Leading Jewelry Jo ers from Coast to Coast 
AMERICAN SAFETY RAZOR CORP. ... Lighter Division, Brooklyn, N. Y. 
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“No need to pamper the Whiteco complete line” 





That’s how we'd like to have you feature the Whiteco complete line. But, 
seriously, it has sales making qualities that work in any setting. The line 
always has sparkling new designs that attract customers. It’s always 
luxuriously packaged. It has both design and construction features that 
speak of good workmanship. And the finish always has that extra touch 
that makes a Whiteco piece look like a bargain at the price. Remember: 
it’s a big line with salability from end to end. 


| Wheitece 


12" GOLD FI Eig 





Through selected wholesale distributors only. 





WHITE MFG. CO. INC., North Attleboro, Massachusetts 
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PRECISION NEEDS PROTECTION 








prorecrion means INGABLOC 





ORS 


A precise watch is a delicate mechanism, 

and a mechanism that needs the best in protection. 

Incabloc is the ideal, fool-proof shock-resistor. 

It is complete with block-bed . . . made with 

standard, interchangeable parts. An Incabloc-equipped 

watch is a modern watch . . . designed to function smoothly 

and efficiently under all kinds of conditions. 

So for watches that can take it . . . for insured accuracy 

and extra sales appeal . . . insist on Incabloc, the finest shock-resistor made! 
Write today for literature, tags and other important promotional aids. 














The Gothamatic 
offers for the first 
time a self-winding, 
shock-built, anti- 
magnetic watch in new 
dress styles equipped 
with Incabloc. 


gold filled $95.00 
14K $195.00 





Statement by 
MR. MORTON OLLENDORFF, 
Ollendorff Watch Co. 














“We're very proud of our watches’ accuracy. And we're equally 
proud of the fact that this accuracy is protected against disrup- 
tive shock by Incabloc—the finest shock-resistant device made.” 


LIVI 


TT 















———————— 


CUSHION THE SHOCK WITH INCABLOC 


THE AMERICAN INCABLOC COMPANY, 366 Fifth Avenue, N. Y. Factories: La Chaux du Fonds, Switzerland 
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"B71 1629 Corkscrew 












: and Bottle Opener Knife : 
| 
, 364 Tie Slide 586 Tie Slide Set 
la Engine turned 681 Tie Slide 
bove items in various designs, smartly styled and attractively boxed. 
SOLD THRU LEADING WHOLESALE DISTRIBUTORS 
, peucley Via neatly 00 
WALTER E. HAYWARD CO. Inc. 
Established 1851 

mays i = BO: RO = MAS S$SACH US & TY S 
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STERLING SILVER 


ee NYY, Rhodium Finish 
a ¥. Priced for Quick Turnover 


@ Heavily made for extra-long wear @ Individually and handsomely boxed; 
mounted on rich, colorful velvet 
@® Hand tooled, brilliantly polished, 
UNCONDITIONALLY GUARANTEED @ In stock now for immediate delivery 


@ Sold only through wholesalers @ Free mats available 


CHICAGO REPRESENTATIVE: HAROLD CHARMACK, 36 SOUTH STATE ST., CHICAGO, ILL. 


PACIFIC COAST: MAX J. NEWMAN, 57 POST ST., SAN FRANCISCO, CALIF. 
FOR OCTOBER, 1948 











IRAL for Name Line: 


m. Rogers & Son 
Anchor Rogers 
Sterling 


Internation af 
Telechron 


Revere C ° 
Clock im? 


U.S. Time 
New Haven 
Phinney.W alker 
Semea 
Lux Clocks 


Dormeye, Mixers 


eneral Mills 
Ppliance, 


Dominion Appliances 
Universe] Cameras 
lral Costume 
Speide| 
Seme,x & J.B 
Bretton 


















Jewelry 





\ 


4° faok co (RAL For Your 


| d ab is th ». 
ctured above is the “es 


eautiful, spacious :.. 

‘a Levitz, inc. show- mage i. 

20m in Buffalo, N.Y. Saal coc: ae), 4 
eaey complete Sunbeam needs <=» 


orga 






We are proud to announce our appointment as distributors 
for the complete line of Sunbeam appliances. Factory production 
is increasing and with it our ability to take care of your Sunbeam 


requirements. Remember ... one Sunbeam product sells another. 


HE IRAL MAN 
ALWAYS FIRST 

'H THE NEWEST ; . 

-ROFIT ITEMS si 2 oe > 





on ee et oe oe ee eS oa 


22 COMIIDT CTOCET 


AMERICA’S MOST 


DISTINCTIVE WATCH BAND 


IN ow! The newly improved construction 
Tim liMe-\igdl-> ae del idelel: [alot mete 
perfected method that insures 
lasting qualities. Airflex are fully 
guaranteed against all mechanical 
defects. Superbly designed for long 


“service you can feature them with 


confidence and profit. 


Here is the newly 


improved Airflex ; : NATIONALLY 


construction, 


ADVERTISED IN 





Manufacturing Jewelers — 137 S. 8th Street, Philadelphia 6, Penna. 
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| like to do business with HARWOOD 








You can sell these Harwood products 


I've been in the jewelry business for 25 years — just about as long as 
with pride and profit: 


Harwood. All through those years I've sold their products. | find that Lord Harwood Expansion Watch Bracelets 
: ; ' Lady Harwood Expansion Watch Bracelets 
when a piece of jewelry, or an expansion watch band, or children’s ncaa taal atinaitiaimaias 


Leading Lady Bracelet and Locket Sets 


jewelry carries the name “Harwood’, | can recommend it with con- 
Co-Star Bracelet and Locket Sets 


fidence. I've built my business on square dealing and | like to work with Jack and Jill Children’s Jewelry 
' : ' Cameo Jewelry Rhinestone Jewelry 
outfits that have done the same — reliable, old timers like Harwood. esses Contes tiem 


DIVISION OF W& H JEWELRY CO. 





MANUFACTURING COMPANY 
FIFTY TOBEY STREET © PROVIDENCE, RHODE ISLAND 


144 THE JEWELERS’ CIRCULAR-KEYSTONE 














DSB 


Bree: ceiirered 








* e Saeeeas - SR at Son 


= er oe 
3 — 


FOR GIFTS...OFFICES...HO 


A natural for the gift and class markets. And 
ready for the Christmas gold rush. This 


superbly styled vacuum pitcher set comes in a 


_fliadlde ve LUXE VACUUM BOTTLE 


hoice of four colors—M , Sorrent 
cnoice OF four COLors aroon, Sorrento The finest of all vacuum bottles. Designed 


Green or Black crackle finishes with Chrome eon ee ree 
and styled with rich simplicity. A splen- 


trim... or combination satin and ar ow eae tan De 
did gift item. And an attractive “lure 


burnished all-Chrome. Complete with 


to draw the luxury trade. Its exceptional 


Chrome tray and two platinum banded glasses. Rape ee 
quality distinguishes your store as a place 


A vivid display item that stops p assers-by for the unusual and out-of-the-ordinary. 


and builds store traffic. Backed by compelling 


In same four color combinations as the 





4-color national advertising. Each set ; eal 
pitcher. In quart and pint sizes. 


registered by serial number and backed 


by guaranty. In quart and pint sizes. ALADDIN INDUSTRIES, INC. 


Dept. K-5, 223 W. JACKSON BLVD., CHICAGO 6, ILL. 


the name in Vacuum Bottles, Lunch Kits, Electric 
Lamps, Kerosene Lamps, Lanterns, and Heaters. Copyright 1948 
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VE KARAT GOLD FILLED 


28s RD ee ASS COE Se PSe4. eS SESS eC SU et enn Fees tases eth Sa 1 esbSe SECs 54s abe skeeees sic anases. 





sets s" items. Canbe 
orn enser rble, or the pieces can be worn separately. And — 
note carefully — the choice of three sizes of matching 
earrings is solid assurance of easier selling. 
Available in white and yellow gold, set with finest cut stories 
in rich colors . . . beautifully packaged in plastic base boxes 

' with luxurious velvet covers. See this new, distinctive line now! 
: 2 eB Consult your Wholesaler 





PROGRESS Zach, My. Co 


rT SEVERLY STREET ae Oe Me Oe ee ee ee 
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U.S. Pat. Pend. DI47138 








Designed by Ernest Sohn 
Ridgefield .) ae # present 


a combination silver plated cigarette server and lighter (Evans unit) 834" high. Urn with lighter removable for 


better serving. Protected by tarnish proof lacquer. Gift Boxed. 3 minimum. F.O.B. Conn. 
$7.50 complete Established Retail Price $12.50 Plus 20% Federal Tax 


CHICAGO: 


_—— Till 
225 Sth Ave. Merchandise Mart 
DECORATIVE ACCESSORIES, INC. 
147 


FOR OCTOBER, 1948 








» Si me Sees iy eee Poe Sie RS pean oe << AS me : meee va - ee os a 3 
Seer ike arene! 1 he? Ne ae ‘any t “al th tates i ~ te * p08 2 

Kae Sed aes” ak Sarai % pie Soe a aes 4& She Rau eORTS, 46 ac ges Per “2am DEA > 
> ee een 





De ngend of 


as oh ca Sans Sess 6 2% pea bine 











+e! _—_ 
. pe 5 oe, + , 
re) * an” See, 
‘ Fs Ae . t 
0 ey St ian“ cig 






TE “ sees +> 





OO 
5 B29. 8.0% 
WO0 
. 


HARD COMPACT 
LAYER OF 
KARAT GOLD 











WITH GOTH 
GARRELS 





For bagging sales, there’s nothing better to use than double-barreled merchan- 
dise. And that is exactly what you use when you sell Gold Filled jewelry. 


Shot number 1 — the hard, dense, top layer of karat gold gives Gold Filled 
jewelry the long-wearing beauty that high-quality items should have. 


Shot number 2—the strong supporting base keeps the cost of Gold Filled jewelry 


in a favorable position with the price-conscious public of today. 


With both of these features combined the Old Sheffield way . . . by fusing the 
gold layer on a supporting base and then rolling the combination under tons of 
pressure .. . Gold Filled, most certainly, gives jewelry the double-barreled power 
to increase your business during this big open season for sales. 


RESEARCH DIVISION of GOLD FILLED & ROLLED GOLD PLATE Mfrs. 
PROVIDENCE 1, RHODE ISLAND 
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AMERICA’S MOST COMPLETE LINE 


OF FINE LEATHER STRAPS 
Tutroducing the Tew YWO-TONE STRAP 


SMART COMBINATIONS 
OF QUALITY LEATHERS 
IN CONTRASTING TONES 





There's eye-catching smartness in 
these rich-looking straps skillfully 
made of genuine fine Gallun’s Calf- 
skin. Trimmed in contrasting tones 
with Calf, Alligator Lizard, Alligator 
and Pigskin. Sizes: %” and yy," 8 











#1100 THE “HUMP”-PADDED STRAP 
Gallun calfskin. Sizes: 58 and 34” KARLTON 1-PC. STRAP 


Russet, Brown, a America’s most famous 
_— ; novelty Western leath- 








Gray, Black 
a | . er strap, made of ar- 
Se a ee eer the tistically tooled Steer- 
2 hide . . . will fit any 
watch. 


Brown E CA : 
and Russert, Sizes. phy Norwegian, ; 
SOLD TO AND THRU 18", 4" fri. Blac, 


WHOLESALERS ONLY—WRITE FOR SAMPLES! 


TA eC) Oe OD AN BME colicsis ofc: Loews sto tas 


MAKERS OF FINE WATCH STRAPS SINCE 1922 Phone: Vandike 1475-1476 


Sales Representative: George Dolin 


121-5 No. EIGHTH STREET, PHILADELPHIA 6, PENNA. 
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FLOWER-of-the-MONTH — 


. . . to commemorate Baby’s Birth-Month — HIS OWN SPOON and FORK SET —to cele- 
brate his graduation to its use — THE GIFT OF A LIFETIME! ... A LIFETIME SOUVENIR / ' 


ROBBINS — STERLING by 
@ Delicately hand engraved flowers in pastel colors — 


@ Name of flower and month on back of each handle — 
@ Made in heavy sterling silver — 

| & Handsomely packaged in velvet lined box — 
@ Retails at $7.50 per set. 






225 FIFTH AVENUE © NEW YORK 10. WN. Y. © FACTORY: ATTLEBORO, MASS. 
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So don’t delay! 


CHRISTMAS HEADLINERS 


From J. W. Johnson—Your Gift Headquarters 


THERE'S GOOD NEWS for jewelers in Johnson’s Christmas Gift Check List. 


Every one of these popular, nationally advertised products is bound to be a big 
seller in the Christmas season—so be sure to feature them in your store. 
fast-moving, profitable gifts are but a handful of the tremendous stock of items 
* Johnson now has on hand to fill your Christmas needs. 


Stock Up Now for Christmas! 


Send your order now for the big season ahead. You’ll get prompt 
delivery, of course—that’s the way J. W. Johnson has done business since 1869. 


These 





1948 Christmas Check List for Jewelers 












































NATIONALLY ADVERTISED CLOCKS POOLE HOLLOW WARE =| 4521—Bread Tray. ---....- 9.00 
Space does not permit a full listing | “35 S5n. Bud Vase ***" 6.00 
fen of all Poo'e products. These are rep- | 454% Bon Bon, flared and 
Famous Seth Thomas MINITMASTER—2H17 Has 60- resentative profit-makers. Write for full GN ocaswusnceanxes 6.00 
Self-Starting Electrics minute timer for kitchen use.10.34 information on the complete line. 
Keystone | KITCHEN GUIDE—2H15-S ee OTHER GIFT ITEMS 
HITT—Modern Kitchen Clock.. 8.00 | Modern ................00. 6.74 |} 1201—A-pe. Colonial Service. ._ 56.40 Keystone 
LUSTRE—Clear plastic case. .. .30.50 LITTLE TEL—7Hi37 Petite. ©/! 6.12 5000-5 re ‘Old English Rolls Razor ...........eee0 20. 
CAPSTAN-3E—Ship’s Wheel ...17.94 : Service ......... 1 Chrome Ice Tub (30-cube).... 30.00 
: Herschede 8-Day Westminster 1027—6- oe oo Sterling _— Carafe Sets—Pint ......... .. 20.10 
Tnes SHuaenee Chime Clocks Service ...... Price on request Quart ..-.-.-s+seeseeee 22.40 
Keystone (5 tubular bells, Glass dial, 100—4-pe. Jack Shepard Silent Butler (Silver on Copper) 10.00 
yr Jr.——7H135L1 7.74 #3 Movement) _— WF nny eg — on Request = yar nl eoceeecores aa 
Terre re eee eee . K + 7 ravy Bo ray ama spl ee 
STATESMAN —4ii ween I cnccanxaiionnpivanenal "817.80 Bai. wee nee ens 00 
sects sects eeseseens SED. nc ucacaccédecccacec mE 5005—Compote w/feet, 6!/2-in. 10.80 JEWELRY 
a ME oo. casessacanesneas 696.00 oo * Veg. Dish, 9.00 |  SPiedel Watch Attachments 
vat. Oe a ; 
eae co ccecccces 12.94 are oe oy = 5004—61/,-in. Bon Bon Dish.. 6.00 Keystone 
BUFFET—2HO7 Kitchen, bath- (Fed. Tax not included) 5002—15-in. Luncheon Plate.. 24.00 | Golden Templar ............. 10.50 
room (Plus Fed. Tax) ...... 6.74 5006—13-in. Bread Tray..... 12.00 | Golden Chord .......-..-++. at an 
trie clock combination, faun Revere Electric Westminster 5003—Well & Tree Platter Hosa Knight RR sta 10.58 
 hropediocmmninegedibany ” 56.02 Chime Clocks 16-in. long ..-.--+++- 20-00 | iting Tai (custom ends) ...... &28 
GLAMOUR 31155. Ebony case 6.74 tia Meyatens $200—Vecumm es Tub Gemex Watch Attachments 
MINIT cen as Pe GD os tacaccaccena t (on 
paaaminute timer for kitchen use 7.74 | Cabot ......2.02sesee cee, 626.40 1027—Sterling Water ri The GEM-MESH ine 
— ip’s RE Pepeany : rice on ey eys 
ME £8666 eddawesinesdons 10.34 (Fed. Tax not included) 1305—2-qt. Water Pitcher. . 1.60 | for Ladies 
| 1057—Bread Tray, 12-in. .... 10.20 | No. 11051, exransion ........ 6.00 
a Ro gg oe Ry tay, 12-in. wa No. =— with buckle ...... 5.70 
55—Relis om, 57°, .22- SF: for Men 
FAMOUS BRANDS OF FLAT WARE AND 1053—Aspic Dish, 13!/2-in. .. 18.00 | No. af with buckle ...... ae 
HOLLOW WARE No. expansion ....... 
; PERSONNA CARVING SETS No. 11512, with center eateh.. 11.40 
A profit maker! an Jacoby Bender Watch Attachments 
‘‘Remembrance"’ Hollow Ware | Relish Spreader—5!/2-in. long.. 4.00 nae Keystone 
Keyst Pickle Fork—6-in. ‘ie basecee 4.00 |} 2-DA35—-2-rc. Barbecue Set .. 18.00 / 4 6001, Gents expansion 
9800—5-pc. Tea & Coffee eysnon’ | Lemon Fork—534-in. long. . 4.00 naa Hey on = ae con bracelet .........s0---- 6.50 
heme 192.00 | Ice Cream Spoon—534-in. long 4.00 I] J naise7—_a ce. Utility Set. 27.54 | No- 7001, Gents expansion 
9898—Waiter chased, 23) in. 78.00 | Shrimp Fork—5S34-in. long.... 4 2-TA2G4——2 sag Set 10.20 Raa 7.50 
9801—Coffee Pot, 10- cup... _ 63.20 _ map in. ety oe + “ 3 as 4 “pe. ing +o No. — A ae seevened 5.50 
oad : aoe ayonnaise Spoon—3!/,-in long MED: wndteheebeucdes 
ge02—Tea Pat, 9 0... -+- See ee TaeObii ......... 10.00 |} NON-TARNISH STERLING SILVER | no. 6060 Ladies expansion” 
9804—Creamer, gold lined. . 24.00 | Sugar Tengs—4-in. .......... 2.66 ON CRYSTAL bravelet ........-eeee0. 6.50 
9805—Waste Bowl gold lined 14.40 teatime Sugar Tongs—2-in... 1.50 No. 3050, Ladies Tubular 
(Fed. Tax not included ) Ice Tea Sroon—7!/2-in. seeeee 4.66 . Lovely “Wild Rose’’ pattern in ster- Expansion bracelet ...... 5.50 
an Lobster Fork—634-in. ....... 4.00 ling silver on shimmering crystal. Dis- 
"'Tudor'* Plate by Oneida play them all for big gift sales. DELTAH PEARLS 
— Keystone | SOLID BRONZE DRESSERWARE 802—5-pt. Pitcher ie. 12.00 | war 8-in. Singl 20.00 
2020—Aspic Dish, 17-in. ... 18.00 | Choice of 6 styles in polished silver || 4528—Cheese & Cracker Set... 15.00 | Tasman 28%. Single .......- Soke 
2009-2—Sandwich Plate, 11-in. 9.60 | and satin bronze finish. 3-ce. bulk set 4512—Footed Bowl, 12-in. .. 12.00 Talisman FRIO. cia pi Reta Kee 37. 
Np or Tage wag Rg —— i ey yo sets in attrac- ae ae A &. Serving Tray... = = sate Atle 
- i ish, -in.. R ive satin lin cases. area Gon Gon ...... . 
a P ge meear® on eae < “gy Candlesticks — LAGUNA seatae 
ax Include i Ae eile 
” “ 3-pc. Bulk ............ From 13.34 |] 4529—2-Handle Plate, 12-in... 12.00 | Golden Doubler, 18-in. single 
Margrove'’ Solid Sterling Hand | 3-pc. Fancy Box ....... From 18.66 3569—Relish Dish, 6-in. strand, boxed in fitted eve- 
Made Silver 6-pe. Fancy Box ...... From 26.70 -secti ” . 15.08 
Keystone | 10-pc. Fancy Box From 38.00 118.8 aos mnnaise Set... os D any _ isin.” single’ sivend 
; “pc. Fancy Box ...... -rc. Mavonnaise - oubler, 18-i 
Butter Pick—534-in. long..... 15-pe. Fancy Box ........ From 50.70 4534—Relish Bish, 2-section.. 6.00 boxed in fitted evening bag 10.60 
4532—Sugar and Creamer.... 9.60 | Black 
KNAPP-MONARCH APPLIANCES KM Speed Mix ............. 47.78 
KM Whiprer ............... 10.86 JUST DROP A POSTCARD for fut details 
Keystone | KM Quad-Waffle Bak . 341 none 
KM Liquidizer .............. 78 ———— eae fcsss - 0 about other profit-making gift products in John- 
KM Tel-A-Matic Iron ....... 14.96 KM Tel-A-Matic Waffle Baker.. 15.95 son’s complete line. Better yet, if you’re in New 
KM Pop-Up Toaster ......... 27.30 | KM Hair Dryer ............. 19.94 York come to Johnson’s gift headquarters where 
KM Automatic fron ......... 9.50 | Sparklet Syphon ............ 13.34 we’ll help you make your selections. 
J. W. JOHNSON, INC. 
Established 1869 
° 15 MAIDEN LANE NEW YORK 7, N. Y. 
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WARNING TO INFRINGERS ... 
Pennino Bros. Original Patented Designs have been 
infringed upon by certain jewelers in the industry. We 
hereby serve notice that we will prosecute to the 


fullest extent of the law all infringers of these patents. 


hase distinctive watch creations in Sterling and Rhinestone 
by PENNINO have the same scintillating elegance and exception- 


ally fine workmanship found only in expensive diamond watches. 


QHAvrtn_n 76 FP MANUFACTURERS OF Exclusive Costume Jewelry 


38 WEST 48th STREET, NEW YORK 19. N. Y. 
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MANUFACTURING CO. 
main offices, warehouse and factory, formerly 
of New York City are now located at 


50 ALEPPO STREET, PROVIDENCE 9, R ee 


: Our new factory i is streamlined with the most ned: 
1/20--12K line of Gold ern equipment and production facilities. __ 


oo Lopes ~ - The new location, the center for watch band manvu-° 
2: ‘ facturing, has made it possible for us to obtain 
: the services of the most skilled and — : 
craftsmen in the line. | 


| ; All of these added advantages will per: us 5 to 

bb 9 manufacture an ever increasing line of watch 

RINGFIT : bands in leather, plastic, and metal, which will be — 
only of the highest standards, in — 
14K gold and STABRITE and quality. 
quality Ring Guards. 
Our order department is now ready to immediately 
process and deliver your requirements with a 
greater efficiency and speed. 


We are grateful to our many loyal customers and 
friends who have made this move. oupemers 


GD Sagnoved Prcdutla panies 


50 ALEPPO STREET, PROVIDENCE 9 









Regional Sales Offices and Representatives: 


Manufacturers of WATCH EASTERN OFFICE MIDWEST OFFICE WEST COAST OFFICE 
BANDS in Leather, Metal and Joseph Neuburger William Lester A. M. Trachman 
Plastics . . . Watch Strap 21 Audubon Ave. 29 East Madison St. 448 So. Hill St. 
Buckles, Findings and Ring New York 32, N. Y. Chicago 2, Illinois Los Angeles 13, Calif. 


Guards. Phone: WAdsworth 8-5800 Phone: Dearborn 2878 Phone: Michigan 1749 
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QUALITY 


Collen Wheel 


IDENTIFICATION BRACELETS 







A COMPLETE 
NEW LINE... 


FOR MEN ) 











DAINTY DESIGNS SD 
FOR WOMEN , 4” 











RICH STERLING SILVER 
RHODIUM FINISH 








BEAUTIFULLY BOXED 
FOR GIFT GIVING 


The well-remembered “man-in-uniform” market for identification 
bracelets is back. This in addition to the heavy demand from vet- 
erans who still want and buy them. Get set for ever-increasing sales 
by displaying the Golden Wheel line. It has that “heavy, luxury look” 
. . . that means easy selling. Handsome Rhodium finish on sterling, 
each Golden Wheel bracelet is superbly packaged to capture the 
gift-givers eye. The market for identification bracelets in your com- 
munity can be yours. Order a good stock. 


Sold through the wholesaler only. 


REIBLING-LEWIS, cc. 


(Successors to Henry Lederer and Bros., Inc.) 


130 CHESTNUT STREET Oe ee Oe ee, 
Manufacturers of Dresser Sets, Baby Sets and Jewelry Chain. 





) Representatives: 
Harry O. Ferester Milton Swartz Herman S. Rubin Philip Naftaly 
630 Fifth Avenue, Rm. 514 700 Chestnut St. 29 E. Madison St. 461 Market St. 
New York 20, N. Y. Philadelphia 6, Pa. Chicago 2, Ill. San Francisco, Calif. 
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IN JEWELRY CRAFTMANSHIP 


Vie 
who designed 


| and created 
—_ 77 
“hip UP 


PERFUME DISPENSER 








HAND PERFUME 
PAINTED DISPENSER 





RHODIUM o GOLD PLATED 


Ain Tight «Leak Proof e One Dram Se 


Reta 
$395 Dealer's Price 
Judividually $7 , wan #5 A a 


GIFT BOXED 
MINIMUM ORDER - 1 DOZEN ASSORTED 











Display Stand Iucluded with Iuctial Order © REGISTERED U.S. PATENT OFFICE 
IMMEDIATE DELIVERY e SHIPPED PREPAID ee 2%-10 DAYS ® NET- 30 DAYS 


@ GRAND PRODUCTS COMPANY Zor. 57 WEST GRAND AVENUE © CHICAGO 10, ILLINOIS 
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tioins TORY’S line 





OW your customers can buy all the 

beauty of Tory’s aluminum body 
jewel boxes with brass end caps — for as 
low as $3.95! The light-weight aluminum 
frame is covered in beautiful lizagator- 
grained simulated leather. Elaborately 
tooled designs in 24-karat gold leaf on the 
cover and tray enhance the beauty and 
increase the sales of these attractive boxes. 
The rigid solid brass end caps are tooled 
in historic Gothic design. 

No. 5 and No. 16 have the new eye- 
catching earring mirror that makes cus- 
tomers stop, look and buy. Up-swing tray, 
with all wooden frame, has earring bars, 
ring bed, pin sections. Crush-resistant 
velvet lining gives greater interior appeal. 
Solid brass set-in lock with key. 

Order now for your quick profits from 
these greater-value, lower-priced jewel 
boxes. They come in baby blue, medium 
blue, navy, black, rose, red, wine, ivory, 
green, brown. 





3%. 


No. 16 
7¥2x5%.x3" 


a 


No. 5 — illustrated 
103% x7%x3%" 












We Moved! 


Visit us at our new showroom and sales 
office where our complete line is on display: 


389 Fifth Avenue 
New York 16, N. Y. 
New telephone number: MUrray Hill 6-3350 


lo OR : Write for latest Catalog D describing all other fast-selling 


jewel boxes, popular sewing boxes, attractive overnight cases. 





TORY MANUFACTURING COMPANY, INC. 


JEWEL BOXES © SEWING BOXES e¢ OVERNIGHT CASES 
. 389 Fifth Avenue, New York 16, N. Y. 











WORLD'S LARGEST MANUFACTURER AND DESIGNER OF GENUINE AND SIMULATED LEATHER JEWEL BOXES 
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REG. U. S. PAT. OFF. 


YELLOW, PINK OR WHITE GOLD FILLED 


New as tomorrow and bright with sales 
appeal, the new Pacer Zephyr ultra 
modern man’s expansion bracelet. 1/20 
10K yellow, pink or white gold filled. 


On handsome two color flocked card. 


YELLOW, PINK OR WHITE GOLD FILLED 


Extra wide Pacer Comet expansion watch 
bracelet has modern massive masculine 
look. Finely made in 1/20 10K yellow, 
pink or white gold filled. On two 
color flocked card. 


o.LW509 





YELLOW, PINK OR WHITE GOLD FILLED , 5 


Modern wide massive looking man’s 
expansion and mesh watch bracelet. 
Finely made. 1/20 10K yellow, pink or 
white gold filled. Feature the new 
Pacer Rocket on two color flocked 
card. 


5 NORTH WABASH AVE. « PAKULA and COMPANY | cuicaco 2. uinois 
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our Refine is Triple Checked... 


* SE 
es ae 
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“DY NA-FLO”, the exclusive Williams process, 
squeezes out the very last grain of gold, silver, 
platinum ... and palladium ... from the scrap you 
send us. There is no chance for error... triple check- 
ing of each step assures you of that. Our detailed 
refining report, checked, doubled-checked, triple- 
checked, goes with every return we send you. 
Remember, the bigger we can make 

our check for your scrap the better 
we like it. Try our modern refin- 


| 
ing service for best returns always. 


| WILLIAMS cuccRefningGo.me 


FORT ERIE N., ONTARIO © BUFFALO 14, N.Y. ©¢ HAVANA, CUBA 
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OT yiols- Maxell ie Pola ol dlele[-Miele](-T CII le 
sa Kol Silom Melo -to Ml ad loh dlale Ml Gol ceMeld-Mel-liuleMeleliulig-ve 
by everyone. The lovely crystal-clear plastic 
, case shows twin packs of distinguished Guild 
designs enhanced by an exclusive plastic 
olot flare Mclme-tohii-iamalelarelilate Melalemm (late (1am Lie 
Guild playing cards are preferred wherever 
they are seen... by practical and discriminating 


customers. Write for a complete line catalog. 


WESTERN PLAYING CARD CO. ¢ RACINE, WIS. 


DIVISION OF WESTERN PRINTING AND LITHOGRAPHING COMPANY, WORLD'S LARGEST COLOR LITHOGRAPHERS 
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GREATER SALES—GREATER 


PROFITS FOR YOU!... 
with the Most Powerful 
Christmas Campaign in 
Gift Advertising History! 





IN YOUR TOWN WILL SEE THIS 
SHEAFFER’S ADVERTISING! 9 OUT 
a OF 10 CUSTOMERS OF YOURS 
SI wf WILL BE AROUSED TO ACTION 
Z TO BUY SHEAFFER’S RIGHT 
IN YOUR STORE! 











“TIE IN” ADVERTISING 
WINDOW DISPLAY 
COUNTER DISPLAY 
DISPLAY CASE ARRANGEMENT 
BRIEFING OF SALES STAFF 
MAIL ENCLOSURES 


























W. A. Sheaffer Pen Company, Fort Madison, lowa 
and Malton, Ontario, Canada 














Quotes from a Manufacturer 


“We firmly believe there is a definite and 
distinct difference between Gold Filled on 
nickel base and Gold Filled on the other 


various base metals. We know through 


experience that Gold Filled stock on a 


pure nickel base is the best possible mate- 


rial obtainable.’ 


THE INTERNATIONAL. NICKEI 
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Se. 


The salesman’s made a good point ...that watch band is made 
of one fine material right on top of another. 

It’s gold filled, made on a foundation of pure nickel. 

Gold on nickel has durability. For, like the layer of gold 
above, the nickel foundation resists corrosion by body acids. 
The nickel foundation will not discolor the gold...and affords 
equal protection to the wearer’s skin. 

What about the gold filled jewelry you sell? Does it have 
the protection of Nickel? If it does, it’s easy for you to promise 
your customer, “You just couldn't buy better gold filled jewelry 


than this!’ 
EMBLEM f OF SERVICE 
\ | k | 


Wall 





“YourUnseen Frtend”’ 


COMPANY, INC. 67 Street, New York 3, Ne Y. 


’ 
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THE LONGIN ES 
YMPHONETTE 








so 


FOR THE STURDY AND DEPENDABLE WITTNAUER | 


L * 


az WITTNAUER — 
“FESTIVAL OF SONG” 








SeeeETEeecneceeces oe 





on full C.B.S. Network 
160 stations coast-to-coast 


Sunday afternoons, 2-2:30 PM, E.S.T. 
beginning September 26. 


Featuring the 


Wittnauer Male Chorus, 
assisted by 


the Longines Symphonette, Mishel Piastro, Conductor, 
in a program of the best loved songs. 






Misplayed by more than 
4,000 tine jewelers 
from coast-to-coast 
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own mountings!" .. 


SUYS Geor se dD. P Qrr 


Parr’s Huntington Park, California 



































"Our volume has grown, and our profits with it, because of 
the confidence our customers have in Art—Carved diamond 
rings," writes the president of Parr's, one of the leading 
jewelry stores in southern California. 


"This confidence is a direct result of the tremendous na- 
tional advertising program and the splendid reputation of 
Art-Carved Rings, together with the unconditional guaran— 
tee presented with each diamond ring purchased." 


Gone for good are the costly and complicated procedures of buying, 
grading, and mounting loose diamonds for authorized Art-carved jewel- 
ers. In their place is increased turnover—easier sales—minimized risk 
because jewelers are able to operate with a low inventory and quickly 


reorder the exact duplicates of every Art-carved ring they sell. 


Customers—and jewelers—prefer nationally advertised, fully guaran- 
teed Art-carved rings. Why not ask your Art-carved* representative 
about the new streamlined Merchandising Plan that has helped so 


many others make more profits from diamond ring sales! 





























||| 








KR. WOOD & SONS, INC., 216 E. 45TH ST., NEW YORK 17, N. Y. 


TRACE MARK REG. J ° 
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is 


New Gacland & 
SALES AND PROFIT 
MERCHANDISER 





Something really new in 
jewelry selling! Contains 
20 pages of easy-to-read 
sales information and 
selling helps. AND, an- 
nounces a new and out- 


standing Sales and Profit 


the BA Li 


Plan that promises extra NORTH Mr 
dividends for you! 


company 


MIC 
‘\ A. CHICICO 


ILLINOIS 


Designed to Help Jewelers Earn Better Profits 
Selling GARLAND Diamond Rings and Watches 


e This GARLAND SALES AND PROFIT In addition, the new GARLAND 
MERCHANDISER gives you and your SALES AND PROFIT PLAN is announced 
sales-people concise, helpful informa- in this book. It’s a plan well worth 
tion about diamond rings and watches — your_ consideration—one which will 
and shows why GARLAND means ex- __ boost your sales and profits by giving 


tra value. It also contains advertis- your clerks the information they 


ing helps—advertisement mats, radio — should have and the incentive they 
scripts and display suggestions. need to increase your sales volume. 
WRITE FOR YOUR COPY TODAY 


\ KEEP YOUR EVE ON 


ver 

VY , - 
ay cA The BALL Company 
JEWELRY Originators of GA RLAND* Diamonds and Watches 
. q Tie" WHOLESALE JEWELERS e DIAMOND IMPORTERS 


OL NCS bi 6 North Michigan Avenue ¢ Chicago 2, Illinois 
as CORNET . 
FCA RLAND is the registered trademark of The Ball Company, Reg. U. S. Pat. Off. 
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6¢PIME stands still” is an olt-used 
quotation, generally employed 
by lovesick youths gazing into the 
eves of fair maidens. But in Clare- 
mont, N. H., recently, although 
neither youths or maidens were in- 
volved, time stood still anyway. 

It seems that birds—pigeons, to 
be exact—had developed the habit 
of perching on the hands of Clare- 
mont city hall’s four - faced tower 
clock. Their weight, naturally, re- 
tarded the hands and caused the clock 
to run slow. 

However, the pigeons didn’t favor 
the hands on just one particular face 
of the clock—they’d sit now on the 
North hands, again on the West 
hands, and so on. This resulted in all 
four of the clock’s faces having the 
incorrect time—different incorrect 
time at that—and the townspeople. 
naturally, became mightily disturbed. 
You can imagine how it would be. 

At last report nothing much had 
been done about the pigeons and. 
presumably, the four faces of Clare- 
mont’s clock still tell the hour in a 
more or less conflicting manner. 

We're just wondering how many of 
the town’s six-odd jewelers were en- 
terprising enough to cash in on the 
situation by advertising clocks and 
watches. “Buy a watch from Blank’s 
and be independent of the City Hall 
clock,” they could say. “That’s strict- 


ly for the birds.” 
© © 


HO has the oldest jewelry 
business in the United States? 
Several years ago we asked that 
question in print and, as a result, 
were deluged with letters, newspaper 
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clippings, photostats of old invoices. 
etc. In no time at all it became ap- 
parent that there were many firms 
much, much older than THE JEWEL- 
ERS CIRCULAR-KEYSTONE (we're 79. 
thanks, and feel spry as any young- 
ster. ) 

As a result of the information sent 
in weve been able to compile an ex- 





WHAT SHOE PINCHES 
WHOSE FOOT? 


One of the resolutions discussed 
carefully and adopted at a recent na- 
tional convention as well as at several 
state conventions, covered the “Unfair 
competition of Post Exchanges and 
Ship Stores.’’ To this we agree heart- 
ily, because basically unfair competi- 
tion, further aggravated by non-pay- 
ment is un-American and should be 
stamped out. 


Yet, morally, ““What’s the Differ- 
ence” between that unjustified com- 
petition, about which associations so 
rightly complain, and the competition 
which many of these same associations 
engage in with legitimate publishers? 
Too many associations solicit advertis- 
ing for their house organs, from which 
they make profits on which they pay 
no taxes. 


Let the shoemaker stick to his last 
—let retail jewelers operate retail jew- 
elry stores and make the maximum 
profits their efforts produce—unham- 
pered by unfair, subsidized competi- 
tion. Let legitimate publishers pro- 
vide publishing service for their trade, 
sell advertising and pay a tax on their 
operation. 


If associations render a worthwhile 
service, their members will gladly con- 
tribute the dues necessary to publish 
their proceedings in bulletins—with- 
out a shakedown of advertising from 
those from whom they buy. 


a 





President. 





October 1948 


tensive file of “old firms” and _ per- 
haps, as a result of the effort, we may 
be able to hazard an answer to the 
question propounded above. 

If you want to consider firms 
which were established in one town, 
then moved to another, the oldest is 
probably William Bond & Son, Bos- 
ton, Mass. This firm was founded in 
Falmouth (now Portland), Me., in 
1781, by William Bond. They moved 
to Boston in 1793 and are still there, 
going strong. 

Or, if you insist on being techni- 
cal, saying that the firm must have 
been founded in the town where it is 
currently operating, the honor would 
apparently have to be split between 
the Arthur B. Bixler Company in 
Easton, Pa.. and E. J. Gare & Son, 
Northampton, Mass., both of which 
were founded in 1785. However, 
there’s a technicality about the latter 
firm which purists would probably 
invoke—when started it was called 
B. E. Cook & Son. 

If anyone knows of a jewelry firm 
started prior to 1781 (the year of 
Bond’s founding), by all means let 
us know. While not particularly 
vital to the industry, these facts are, 
nonetheless, interesting and informa- 
tive. 


© © 


ORRIED about your inviting 
expanse of windows this Hal- 
lowe’en ? 

If so, youre in good company. All 
over the country merchants view with 
foreboding the advent of the witches’ 
feast and its consequent soap and 
paint daubed windows.:,The young- 
sters have the fun (?}* and the 
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Dyson, Dunham, Forbes, Langdon, Eric and Neil—these are 


oo _ 
1 


distinguished names. They contain Hamilton’s new 8/0 
size movement—an event in strap watch engineering. Their 
14K natural gold filled cases are styled, with typical Hamilton 


finesse, to appeal to your particular customers. Every 


Mui 
‘4 
vee THI 


timepiece in this expanding line is an outstanding value. 


Dyson, Dunham, Forbes, Eric and Neil retail for $60.50. The 
Langdon, a bd model (sealed against moisture and dirt) is 
$66.00. Available through your Hamilton wholesaler. 


Hamilton Watch Company, Lancaster, Pennsylvania. 


& é 
THE FINE AMERICAN WATCH 


Leading the 19048 Watch Parade October 10-24 
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merchants spend a week with razor 
blade and chamois, removing the 
“decorations. 

However, in Arcadia, Calif.. they 
have stopped worrying about the 
problem. Last year merchants there 
hit upon an idea which provides the 
small fry with essentially the same 
sort of fun and, in addition. provides 
a sort of city-wide promotion for all 


businesses. 

According to the manager of the 
Ferris Jewelry Co., “We decided to 
make the usual orgy an asset rather 
than a liability. We talked our plan 
over with the teachers, they selected 
150 pupils who had some skill in 
drawing. and each was assigned a 
definite store window to ‘decorate’. 
Then. the day before Hallowe’en, the 
‘artists’ were provided with cold-water 
paint (the type which washes off 
easily) and told ‘go to it.’ ” 

The idea went over with a bang— 
probably because of a number of 
prizes donated by the various partici- 
pating merchants. Those youngsters 
not actually participating in the win- 
dow painting quickly chose their 
favorite artists, watched them work. 
and even set up a junior police force 
to guard the windows and make 




















certain that no harm came to them 
before the judging. 

According to the jeweler “The win- 
dow contest gave all the merchants 
wide publicity and considerably in- 
creased local trade. It was written 
up in all the newspapers of surround- 
ing towns, including metropolitan 
papers in Los Angeles. Pains were 
taken to stress the fact that the 
windows would be retained until the 
middle of the following week, and 
hundreds of people from scores of 
neighboring communities drove to 
Arcadia to see them. Many, naturally. 
remained to do some necessary shop- 
ping. 

The window contest was so success- 
ful. it is reported, that it will be 
repeated this year with practically 
all of the town’s merchants participa- 
ting. This year, also. a longer time 
will be allowed for the young artists 


to work off their All Hallows ability. 
© © 


OU'VE heard veteran railroad- 
men speak affectionately of a 
particular locomotive as “Ole Bessie” 
or “Ole 99,” but it’s a safe bet you 
couldn't separate him from his faith- 
ful watch as easily as you could from 








. eee 
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ALARM clocks ——= 











“Just take it home for thirty days, and if it doesn't wake him up— 
we'll refund your money." 


FOR OCTOBER, 1948 


his train. Here’s a little story that 
illustrates the special bond that a rail- 
roader feels for his watch: 

Back in 1912 when a young rail- 
road employee named Carl R. Gray, 
Jr., was made trainmaster of the Ore- 
gon Electric and S. P. & S. in Port- 
land, his mother gave him a Hamilton 
railroad watch. During the next 30 
vears time became more important 
and so did the man. In 1942 the same 
man, now General Carl R. Gray, Jr., 
and his 30-year old watch, assumed 
command of the Military Railway 
Service of the U. S. Army. 

Since the headquarters of his new 
command was in St. Paul. Minn.. 
General Gray set his watch on Cen- 
tral Time. Later, although his travels 
took him to every theatre of war, the 
general's watch always remained set 
on “St. Paul Time.” It involved a 
bit of addition or subtraction when 
he wanted to find out what time it 
was in, say, Tunisia, or Alaska, but 
no matter where he was the general 
was always able to say “If anyone’s 
interested it’s now such and such a 
time in St. Paul.” 

Currently in Washington as Ad- 
ministrator of Veterans’ Affairs, Gen- 
eral Gray still carries his Hamilton. 
However, he’s somewhat secretive as 
to what particular time it features. 


© © 


HE Russian soldiers in Berlin are 

really watch-hungry according to 
an anecdote which recently appeared 
in the Trader and Canadian Jeweller, 
oficial publication of the Canadian 
Jewellers Association. 


It seems that an American colonel, 
walking about Berlin with a swagger 
stick under his arm, was accosted by 
a Russian officer who offered to buy 
his watch. 

“Sorry,” said the colonel, “I don’t 
have a watch. But if you want to know 
what time it is—that’s easy.” He then 
took his swagger stick, drew a circle 
on the ground and, planting the stick 
upright in the center, measured the 
angle cast by it’s shadow. After a 
moment or so of reckoning he an- 
nounced: “It’s quarter past three.” 

The Russian, peeking at his wrist 
watch, nodded in amazement. “So it 
is,” he admitted. Then a cunning 
smile came over his face. ““Comrade,” 
he said, “I'll give you $100 for that 


stick.” 
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PARKER © 


HANDS JEWELERS THE 2 BIGGEST 


PACKAGES OF GIFT ADVERTISING IN 
ALL PARKER HISTORY 























2 Complete Business-Getting Campaigns 
All Wrapped Up For You 





Coast-to-Coast Parker “51” is featured in the two largest single promotions ever put behind a pen. 
Full-page, four-color advertisements in leading magazines such as Life, The Saturday Evening Post, 
Time, Look, Newsweek . . . plus the American Weekly, This Week, and 15 great metropolitan and 
Sunday newspapers! Now is the time for you to turn these high powered promotions into extra 
profit sales. Parker’s great pre-Christmas campaign is like a “jeweler’s dream come true.” This is 
your opportunity to double your Christmas selling season and double your “51” sales. It’s smart 
to tie-up—it’s smart to display and advertise Parker “51.” 


PARKER ‘'51’’ THE WORLD’S MOST WANTED PEN 
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¢ Feature The Pen That Leads Again 
in the 1948 National Pen Survey. . . 


\\ Parker's Magic 63% Plan Was 
‘\ “Made to Order” for Jewelers 


| Every successful jeweler knows that smaller total inventory — faster turnover — 





higher unit sales — mean more profit. That's why more and more jewelers are 
adopting Parker’s Magic 63% plan. This practical plan is acclaimed everywhere 


as providing the first and only accurate measuring stick in the pen business. 


Don’t waste valuable selling time and window displays on unprofitable merchan- 
dise. The 1948 pen survey shows that Parker is again first in ownership, first in 
satisfied users, first in future sales. This proves that more people want Parker “51” 
as a gift than any other pen. Now... at the Christmas season with your experi- 
ence in selling gifts—with your initiative and “know-how” backed by Parker adver- 


tising, you can double your Parker “51” holiday sales. 


LAY AWAY 
CHRISTMAS 
GIFTS 

PARKER ‘51’ NOW 








ACME ¢o, 
JEWELERS 





DON'T HIDE THOSE PARKER “S5i's*—PUT THEM 


Concentrate On Your WHERE YOU CAN SELL THEM 
3 Biggest PROFIT MAKERS 
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Triangular corner cupboards display silver hollowware 
to advantage, while flatware is shown on center panels 





Theme: 


by VIRGINIA DIXON 


HANKSGIVING is the one holiday of the year on 

which the dining table really comes into its own. 
Feasting is a part of other celebrations, but without the 
bountiful family dinner on this day there is no celebration 
at all! Furthermore, tradition not only decrees that there 
must be an abundance of good tood on this occasion, but 
that the table appointments must be the handsomest that 
the family purse will permit. November windows in the 
Jewelry Store, therefore, should be the most eye-filling 
display of beautiful silver, china and crystalware that 
the store can produce. Here is an opportunity to feature 
this merchandise so dramatically that the quality and 
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A Window for the Goming Month 





variety of your stock will make a lasting impression on 
your public. 

Since tableware constitutes such a large percentage of 
the store’s business, this November promotion deserves 
something extra in the way of effort and expense. 

The ideal way to display this merchandise, of course, 
is on actual table settings, not only because this shows 
the pieces as they are to be used, but because such 
settings seem to have a magnetic attraction for women 
who entertain. Unfortunately, few jewelry stores have 
sufficient space for this. A table on short legs can some- 
time be fitted into a window and if space can possibly 
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Traditionally. Thanksgiving calls for the hest of food and 


appointments, thus providing the jeweler with a display cue. 


he found inside the store for one or more tables they 
should be set up at least for this Thanksgiving promotion. 
If neither of these things can be done, there are a number 
of ways of approximating the table effect. 

A rectangular or half-round table on short legs may be 
set in the window with a mirror background to “double” 
the effect. Single place settings on doilies or rectangular 
plaques may be placed on the window floor. The separate 
place settings will give you an opportunity to show a 
number of different pattern ensembles. If space is limited 
this may be an advantage over the table idea on which 
only one selection of patterns could be shown, but the 
table is apt to make a more impressive and eye-catching 
effect. 

The table or the place settings should be as complete 
as possible. If you do not carry all of the accessories 
which make up a complete table—you may be able to 
borrow them from other stores. Patterns of china, glass- 
ware, silver and linens must be carefully selected and 
arranged for harmony of design. Autumn flowers or fruit, 
candles, even nuts and bon-bons should all be included. 
carefully selected and arranged for color effect. Chry- 
santhemums make lovely center pieces at this time of year 
—pale yellow ones shading into deep. russet and red, 
china in the same tones, a pale yellow tablecloth with 
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yellow candles and yellow mints would have the harvest 
look. White mums and white candles with white and gold 
china on a pale blue cloth would be a lovely setting for 
any silver pattern. Fruits and even vegetables find their 
way to the table centerpiece these days. Use your ingenu- 
ity with such material that is available, selecting it for 
color and texture and combine with leaves, sprays of 
wheat and dried seed pods. Your florist will be able to 
suggest other suitable types of center-pieces. 

One of the two suggested displays shown here, involves 
a certain amount of carpenter work in its execution, but 
it should provide an effective setting for both holloware 
and flatware as well as glass and china for future use 
as well as for this seasonal display. The triangular corner 
cupboards can be so constructed as to be readily remove- 
able from the window. They are placed on a step 
elevation which extends the width of the window and 
about two-thirds of the depth of the window. The upper 
step between the cupboards is used for a sort of side-board 
arrangement of silverware while the remaining floor 
space at the front of the window allows the showing of 
a number of place settings on separate doilies or on a 
long linen runner. The cupboards give good space for 
featuring an assortment of holloware items. A grouping 

(Please turn to page 235) 


Giant autumn leaves in various brilliant colors form 
the background for this attractive tableware display 
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“CUSTOMER LOYALTY 


Loyal customers are the backbone of 
your business. 


They’re a bulwark against stiffer 
competition from other jewelers... 
other department stores. 


Feature Quality Merchandise 


Because folks identify your store with 
what they buy from you, one sure way 
to develop customer loyalty is by push- 
ing merchandise they’ll be proud to own, 








Lots get the watch at Savi 
—where | got my 1847" 











Take 1847 Rogers Bros., for example. 


No other silverplate is so well-known 
...so highly thought of. Feature it — 
and bring more customers in. The more 
you sell—the greater the number of 
customers who think highly of your 
store. 


Its outstanding 101-year-old reputa- 
tion is a firm foundation on which to 
build your reputation! 


Extra services — 
easy, welcome, profitable! 


Many successful “1847” dealers cul- 
tivate loyal customers by doing a little 
more for them than the next fellow. 


Mr. Bromberg, of Birmingham, Ala., 
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tells about his “‘reminder” service for 
busy businessmen. He says it’s done a 
lot to bring in extra sales and build 
good will. 


Here’s how it works: 


A man comes in to buy a birthday or 
an anniversary gift. (Obviously annual 
events. ) 


The salesclerk makes a note of his 
name and the date and a record of what 
he bought. 








Smart store, Brombergs, 
reminding me of our 
anniversary f 











Next year, the store sends a post card, 
or phones the customer to remind him 
of the approaching event and suggests 
a suitable gift... 


Busy men, prone to forget the dates 
their wives remember, are sincerely 
grateful for this personal service. 


Supply your salespeople with little 
memo books and try this way of swell- 
ing your ranks of loyal customers. 








Salespeople in the Know! 


Speaking of standard equipment fo, 
your silver-selling staff, every salesper- 
son should have a copy of the fact book, 
“Silver Salesmanship,” brought out by 
1847 Rogers Bros. 


It’s packed with useful information 
about silverware—the sort of thing cus. 
tomers want to know. 










| like S.Jacobs Co.—the 


salespeople know what 
theyie talking about! 











S. JACOBS CO- 
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A well-informed salesperson inspires 
confidence...soon has a long list of reg- 
ular customers. 


Ask your 1847 Rogers Bros. repre- 
sentative for the latest training aids 
and leaflets for salespeople. 


They’re an important part of the ex- 
tra services offered to you regularly by 
1847 Rogers Bros. so that your business 
and ours will continue to grow and 
profit together with America’s finest 
and largest-selling silverplate. 


1847 ROGERS BROS. 


CAmunicas Pinust. Qflwenvleile, 


The International Silver Company, Meriden, Connecticut 
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Numerous: watch manufacturers tieing in with Jewelry Industry 


s second nation-w ide promotion by providing retailers 


with mats. counter displays. radio seripts. foiders, ete. 


i ee 1948 Watch Parade,” the Jewelry Industry 
Council’s second nation-wide, industry-wide pro- 
motion, and which is to be observed during the weeks 
Oct. 10 to 24, with jewelers all over the country participat- 
ing, seems assured of success. 

This anticipated success is based on three factors. 
One is the large number of requests from retail jewelers 
for the Gouncil’s own promotional material—available to 
all whether-sngmbers of.the Council or not.. The second 
is the Hood of requests from retailers asking manufactur- 
ers and importers for special display material which 
many have produced and distributed. These two give 
ample evidence that retailers are going to “march” in 
the Watch Parade in large numbers and in a most aggres- 
sive manner. The third factor contributing to a success- 
ful Watch Parade is the extent with which manufacturers 
and importers of watches and watch attachments have 
gone “all out” in support of this promotion. They were 
among the first to see the importance of such a promo- 
tion and many of them have prepared extensive and 
elaborate merchandising aids and sales promotional helps 
for the retailer. In addition, they are promoting the 
Parade direct to the consumer via their own advertising. 
and those sponsoring radio programs plan to “plug” the 
Watch Parade on the air. From this it is safe to assume 
that the public will know that “The 1948 Watch Parade” 
is being held. Therefore. it remains for the retail jeweler 
to do his own part. 

Although it is safe to assume that most jewelers will 
be all set with their own merchandising plans and have 
their promotion all in order for the Watch Parade by 
the time they read this, JEwELERS’ CIRCULAR-KEYSTONE 
believe that a digest of the promotional activities of some 
watch manufacturers will serve not only as an inspira- 
tion for jewelers but will also stimulate and provide ma- 
terial which will generate enthusiasm among their sales 
people. Certainly, a nation-wide program which has won 
the support of manufacturers to the extent that the Watch 
Parade has should be capitalized to the fullest by every 
retailer. 

Following are brief descriptions of what some watch 
manufacturers and importers have done to help promote 
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the Watch Parade. No attempt was made to include all 
the participating companies. Time and space did not 
permit a full and complete account of what each and 
every company did in supporting the Watch Parade and 
in this connection we are mindful of the support and 
splendid cooperation of many display and fixture com- 
panies and of those furnishing advertising services. Their 
contributions served to play an important role in this 
important undertaking. 

As for the supply of dealer sales-aids listed below, it 
is well to keep in mind that no one manufacturer could 
possibly supply all the display pieces—all the window 
cards—all the literature, to be used by all the jewelers 
participating in the Watch Parade. Therefore, it be- 
hooves the merchant to use his ingenuity in display 
material at hand, as well as special “Watch Parade” 
material, if he is to capitalize fully on the opportunity the 
drive provides. 

LOUIS AISENSTEIN & BROS.: Made up special win- 
dow display and counter cards for their Mido Multifort 
Super Automatic, along with a special dealer mat. Simi- 
lar types of dealer aids aggressively promoted their other 
watch lines. 

BENRUS: 
including newspaper mats, direct mail suggestions and 
radio continuity, was sent to all dealers, who were urged 
to tie-in in every way possible. Benrus salesmen were 
instructed to aid their retailer customers in cooperating 
with the Jewelry Industry Council in promoting the Watch 
Parade. 

BULOVA: The full power of more than 250 radio 
stations across the country will feature the Watch Parade 
during the period of its observance. In addition, Bulova 
produced a complete kit of dealer aid material, including 
a window streamer, counter card, newspaper mats and a 
suggested direct mail piece. 


CALVERT: A three-piece set up was distributed to its 
dealers, for window or counter use, consisting of an 
attention-attracting card and two display fixtures de- 
signed to hold the packaged watch. 

(Please turn to page 234) 


5: Special Watch Parade promotional material, 
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Atmosphere counts. After capitalizing on glass, china and silverware sales 
opportunities by opening this modern salesroom, S. Joseph & Sons, Des 
Moines, lowa, discovered that their sales in this field increased two-fold 


‘China Room’ Is Tailored 
To Merchandise on Display 


ITER making a sound analysis of the sales oppor- 


Performing as a one-woman shopping tunities for glass, china, and silver, S. Joseph & 
service, Mrs. Carlita Holbrook has Sons Jewelry, in Des Moines, Iowa, has revamped their 
a large following in the Des Moines : y* ’ 

area. Many patrons rely wholly on basement gift shop, providing a more handsome setting 
her to make their gift selections for beautiful glass and china figurines, and all those 


other dainty gift items which are a profitable supplement 
to a jewelry store’s volume. 

The modernized gift shop was designed around the 
merchandise—in other words, tailored to the type of 
goods which it would contain. 

A perennial focal point for discriminating gift shop- 
pers, Joseph’s Jewelry finds that the refitted China Room, 
which incorporates a roomier sales environment and 
space for a more diversified selection, brings a larger pro- 
cession of women buyers. 

‘Holidays and personal anniversaries are catalysts that 

















S. Joseph & Sons. Des Moines, Iowa, carefully analyzed the sales 


opportunities for china, glass and silverware and, pleased at the 


results, designed a suitable atmosphere in which to show such items 


galvanize the human being into action,” declared Burton 
Joseph, Sr., head ot the business. “There is less sales 
resistance when a person feels the glow of an event. 
It has been a long-time policy of this store to be alert 
to the possibilities of giftwares. We cling to a formula 
of sharply segregating this merchandise from other 
jewelry lines.” 

A two-fold sales increase in glass and china items has 
been achieved in the new well-furbished China Room. 
A primary aim in modernizing this room, which has 
been utilized for showing gifts for fifteen years, was to 
sharpen the store’s china, glass and silver display tech- 
nique by providing space for table settings. 

Enlarging and modernizing these quarters has had 
the dual-purpose function of boosting gift sales, and 
allowing main floor personnel to focus attention on mass 
sterling flatware sales. 

The store, established in 1871 by the present owner’s 
grandfather, S. Joseph, is located at Sixth and Locust 
streets, an office building corner. The firm is one of 
Des Moines’ most admired and looked-up-to retail or- 
ganizations, and rigidly adheres to a program that in- 
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(Above) Joseph's intro- 
duced their new China 
Room with this interest 
provoking advertisement 


volves quality merchandise, well-informed sales personnel, 
and a sales atmosphere of quiet elegance. 

The China Room is a symphony of modern design. 
Tastefully decorated in gray and green colors, the deeply- 
carpeted room is resplendent with oyster-colored, recessed 
wallcases, indirect lighting and compact alcoves fitted 
with dinner tables and showcases. 

Glassware gleams out at shoppers from concave-curved 
cases. Two display cases, equipped with sliding glass 
doors, display more distinctive silver hollowware pieces. 
In addition, silver, china and crystal repose on a dinner 
table covered with fine linen. 

Care is taken that gift articles are not crowded, per- 
mitting the beauty and design of each item to stand out. 

While the main floor of the store is appointed with 
conservative, traditional walnut cases and fixtures, the 
upper floor traffic is given a sampling of China Room 
modernity in the entrance to this facility. The name of 
the room is displayed in raised, wood letters, near the 
head of the staircase, leading to the room, which is dec- 
orated in China Room colors, and has flowing green 
plants on each landing. 

Simultaneously, with the execution of the revitalized 
gift plans, the firm assigned a display window for mer- 
chandise from this store department. Trimmed in China 
Room colors, and with a background ornamented with 
wood cutouts for holding single pieces of china and silver. 

(Please turn to page 236) 


Tables that unfold from the walls are among the unique 
features of the new China Room at Joseph's, Des Moines 
























































by C. THOMAS 


Father, an old McNeel customer, 
brings in his daughter to choose 
her graduation present. She de- 
cides on a $3,500 star sapphire 





Consistent Policy Builds Confidence 


For 37 years MeNeel’s, San Antonio. Tex.. has rigidly adhered 
to two policies: one is handling only reputable merehandise: 


the other is having one—and only one—price for everyone 


(Left) The young graduate buys 
accessories to go with the fad 
for wearing the new gold-tone 
shoes and bags. (Below) Typical 
McNeel ad stresses gift jewelry 


to moke ‘her’ 
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look to 

me neel’s 

for gifts 


‘ x oe 
ore oe Hee #e 
ter row a 
Di AMON . 
The ee ° oe 
» mene spertine fe 4 
\* Of course, McNee!'s 
chases . withe ost Reguler store 


me'y wrep your 5 
¥ ‘ bourse prevail f 
\\ . Christ mee shoppers 830 AM to 30 
\ 
Ly 


win 

















, HE telephone rang insistently. “Long distance is 

TV cstiing.” said the operator. 

“McNeel’s Jewelry?” inquired the voice some 250 
miles away. ™ 

“Mr. Schwartz, speaking. 

With the introductory preliminaries over, the voice over 
the wire said to Ben Schwartz: “I want a diamond. Some- 
thing around 3 carats. A perfect blue-white.” 

Mr. Schwartz regretted that he did not have one in 
stock; but he would be glad to order just what the cus- 
tomer wanted. That would be satisfactory. 

Two weeks later the customer walked into McNeel’s. 
He had been notified the stone was ready for his inspec- 
tion. The man took the stone, admired it and asked Mr. 
Schwartz: “Is it a good stone?” 

There was a trace of disappointment on the customer’s 
face. “I thought this would be mounted,” he said. 

But he was reminded that he did not state over the 
phone whether the stone was for a man’s or lady’s ring. 
“But we have a selection of mountings on hand; now 
you can pick the one you want,” said Mr. Schwartz. 
The customer dismissed this suggestion with a gesture 
of his hand. “You picked out the stone; now you pick 
out the best mounting. The ring is for myself.” 

This sale amounted to over $8,000. This is a typical 
example of the confidence people in the Southwest have 
in the name McNeel Jewelry, of San Antonio, Texas. 

McNeel’s have been established for 37 years. During 
this time the store has rigidly adhered to two policies. 
One is handling only reputable merchandise. The other is 
having one, and only one, price to all. 

Unknown to the McNeel organization, the writer asked 
a McNeel customer just what one price meant to him as 
a customer. 

“T’ll tell you,” said the man. “A few weeks ago, I was 
in McNeel’s to make a small purchase. A rancher friend 
was in looking at diamonds. He seemed to like one. It 
was priced at $2,750. My friend offered Pleas McNeel., 
son of the founder, $2,500 cash for the ring. 

“Mr. McNeel was sorry. The price was $2,750. After 
talking a few minutes my friend bought the ring for 
$2,750. And he wrote out a check. 

“Later I asked my friend why he tried to beat the 
price down. He had plenty of money. McNeel’s are 
known for fair prices for the quality merchandise they 
handle. My question amused my rancher friend. He 
replied: “If I'd been able to have bought that ring 
for $2,500 I never would have been satisfied with my 
bargain. I could never have convinced myself that I 
saved $250 . . . but would have always wondered how 
much less they would have taken to get rid of that ring. 
I would always have thought that I gypped myself by offer- 
ing too much, and I never would have been able to place 
a fair estimate on the ring’s worth. I am satisfied that 
the ring is worth what I paid for it, simply because I 
could not buy it for less.’ ” 

McNeel’s operate in an atmosphere of refinement. 

“All our effort,” said Ben Schwartz, merchandising 
manager, “has been devoted to merchandising McNeel’s. 
We are not classified as a promotion store. 

“To get where we are, was not easy. We had to fight. 

and fight hard, to build up our reputation of being a 
distinguished jeweler. From the start it was an uphill 
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pull all the way. But we stuck to our original policies, 
and today we are reaping the reward.” 

In January, McNeel’s run an ad on Star Rubies and 
Star Sapphires. In the ad, it is mentioned twice that the 
stones are “Synthetic.” And to safeguard further against 
any misinterpretation the ad reads .. . “and defy detec- 
tion from the genuine.” 

No one is lead to believe that whatever they buy at 
McNeel’s is other than what it actually is. | 

“We have found,” said Mr. Schwartz, “that the aver- 


















Purchase of accessories to go with gold-tone shoes and bag 
(shown on opposite page, below) was stimulated by this 
McNeel window which tied in neatly with this latest fashion 


While exposed to the merchandise in the McNeel store the girl 
graduate selects a gift for college chum, about to be married 



























age person will pay list price for merchandise they have 
confidence in. What turns them sour is when they awake 
to the fact that they were duped into believing they re- 
ceived a bargain when quoted a bargain price. 

“Our reputation has been built on the theme that we 
have reputable merchandise; not bargain prices. 

“People who want reputable merchandise will pretty 

(Please turn to page 237) 





179 























rank’s Gapitalizes 


n Personal Touch 


This window showing the works of watches under 
magnifying glasses fascinated many a passerby. 
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by SILVIA SCHUSTER 


HOULD a jeweler be too busy to stop for a bit of 

graciousness? “He can never be too busy for that,” 
according to Frank Lukitsch, owner of Franks Jewelers, 
the small neighborhood jewelry store at 1427 N. 12th 
Street, on Milwaukee’s north side. 

To prove this statement he shows his “Thank you” 
cards, 5 x 7 inches of simple gratitude, which he mails 
out to his list of customers. 

He has no definite schedule for sending out these 
cards since he feels that when they go out on the spur 
of the moment the recipient feels the spontaneity of the 
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goodwill for us! We concentrate on direct mail for our 
advertising, because after trying newspaper and _ radio 
plugs, we have found that neither of them can come near 
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"A jeweler should never be 
too busy to stop for a bit 
of graciousness,’ says Frank 
Lukitsch, who is shown here 
waiting on a clock customer. 


direct mail and good window displays for effectiveness 
in boosting business!” 

The display windows Mr. Lukitsch speaks of are the 
two in front of his store. They are narrow, but long. 
windows. and Mr. Lukitsch’s son, Jack, is in charge of 
their displays. The young man changes them at least 
every two weeks. One item featured in every window is 
a selection of watch bands. This store has one of the 
largest stocks of watch bands in the city. 

“Why are they such good sellers?” he asks. “I figure 
they sell so well because while people may not buy more 
than one watch at a time, they can still make their watches 
seem like new ones by changing bands once in a while! 
Naturally we do not suggest a new watchband for an old 
watch that should be replaced. In such cases we use the 
watchband story to build up to a new watch sale.” 

Jack often shows as many as one hundred different 
styles of these bands in the two front windows. Inside 
the store, a glass display case that was formerly devoted 
to pen and pencil sets is now also used to house these 
watch accessories. 

And back of the long row of glass counters which run 
along the north wall, are two wall niches which are used 
for the display of clocks. Long fluorescent tubes attached 
to the underside of the slight canopy over these wall 
grooves help light up this whole display. 

Regular wrist watches are shown in the counters. All 
the famous name brands are handled here, for the neigh- 
borhood trade prefers merchandise whose name is famil- 
lar to them. 

“And one point I’d like to make here about selling 
watches,” says the owner, “is that when youngsters come 
in and want to buy a timepiece for their parents or for 
any elderly person, I always suggest that they choose one 
with a face that has large. easy-to-read numbers. Why? 
Because invariably young people will unconsciously buy 
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The wall cases in Frank's 
store are 36 feet in length, 
divided into many sections. 


a watch that appeals to them; and they don't stop to 
think that their parents have eyesight less sharp than 
theirs! 

“Sometimes, even against my advice, they will buy 
the tiny-faced watch. But I make a point of telling them 
that these gifts can be exchanged any time they don’t 
suit the recipient of the gift! And my experience has 
shown me that nine times out of ten those people come 
back later to change the watch for another one! They 
admit I was right. 

“I mention this as it is a small point, but it is what 
has helped us make so many friends! And we really do 
have to keep our friends, for right in our own vicinity 
there are about six other jewelry stores, so you can see 
we have to keep on our toes to have the best of values 
and service for our customers! 

“Another thing,” he goes on, “we do a cash and lay- 
away business only. No credit and no charge accounts. 
We prefer to keep our paper work down to a minimum. 
Since there are already so many credit stores in the 

(Please turn to page 237) 
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Modern windows replaced the old type 
in the $75,000 remodeling job at Tay- 
lor Brothers, Corpus Christi, Texas. 





AYLOR BROS., Corpus Christi, Texas, enjoys the 

distinction of being the oldest jewelers in that city. 
Their recent remodeling now makes them one of the 
most up-to-date. 

The brothers, Sam and George Taylor, are rightfully 
proud of their newly-remodeled store. They own their 
own building which is situated on one of the most prom- 
inent corners in the downtown section of the city and 
the remodeling was an extensive undertaking, calling for 
a complete exterior and interior job with all new cases 
and fixtures, as well as the installation of two 15-ton 
air-conditioning units. 

This is really a department jewelry store with each 
department an individual one with fixtures best suited 
to displaying its own type of merchandise. 

The new set-up includes a separate silver room with 
wall cases used exclusively to display the merchandise 
with the exception of two tables, complete with napery. 
which are used to display complete table settings. These 
are called demonstration tables. They are not left set up. 
but are left vacant until a service is set out for the cus- 
tomer’s pleasure. Two tables are available so that when 
the customer is left oscillating between a choice of two 
patterns, both can be set up so that she can more readily 
make a decision. Often the customer requests that crystal 
be included in the arrangement which many times results 
in an extra sale. 

Adjoining the silver room is the china display in the 
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Taylor Brothers’ china departmnt. Note how the wall 
cases are built at an angle, providing better display, 


Departments— 


main part of the store. Chinaware is also displayed in 
wall cases which are set at an angle to better draw the 
customers eye the full length of the display. In this 
department hostess tables are set up. There are five of 
these tables, extra long to include service for twelve. 

Taylor Bros. have, for years, featured a camera depart: 
ment. “But,” says Jack Taylor, George’s son, “before our 
remodeling we just did not have the room to display this 
type of merchandise effectively.” Camera fans are vivid 
individuals, according to Jack who is somewhat of an 
amateur photographer himself. “The first sale of a camera 
is nothing,” says Jack. “A person buys a good camera 
and it lasts him or her for a lifetime. But once that per- 
son is interested in buying a good camera they are con- 
tinually on the search for gadgets to improve their work. 
That is where the profit comes in. And it requires space to 
show this merchandise. 

‘A customer who starts out buying a movie camera will 
soon be in the market for a set of filters, auxiliary lenses. 
then they will want to own a projector to run off their 
films. That calls for a screen, a table for the projector, an 
editing outfit, and a titler. The accessories often run more 
than the cost of the original camera. 

“We cannot expect a customer to come in and buy his 
camera from us and go elsewhere for the accessories. Peo- 
ple just don’t buy that way. Since we have remodeled. we 
have more than tripled our camera volume in less than 
two months.” 
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Now let’s take a look at the luggage department. Here 
special wall racks have been installed to show luggage. 
New luggage should not be displayed on the floor, Tay- 
lors have found. It detracts from the pieces. Also, the cus- 
tomer expects their new luggage to be new and fresh. Lug- 
gage on the floor is more than apt to become scuffed by a 
careless passerby and it will soon look shop worn to the 
critical customer. This luggage department was specially 
planned. It runs right up to the store window display, and 
the window display is part of the whole unit. One section 
of the window is set down below the level of the rest of 
the windows so that a better view from outside is possible. 
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Here, again, a wide selection of luggage is essential for , Lae 
volume sales. Those willing to pay $60 and upward for a ] rm 
piece of hand luggage want to be able to select the color. 
finish, and style that appeals to them. ““When the customer 
sees what appeals to them.” says Jack Taylor, “price be- 
comes a secondary factor. We handle only nationally 
advertised luggage that has a standard price. The public 
are fully aware of that. With this type of merchandise, it 
is seldom that a customer trys to make a bargain. As we 
are a one price store, this is to our advantage.” 

Gift items cover, what seems, like acres of floor space. 
Taylor Bros. are recognized as the biggest gift house in 
the Southwest. Would you like an antique French crystal 


(Top) A complete photographic department for a profitable 


a ’ 
} : " camera and accessory volume is a “must'’ according to the 
we Or ( toatl y Taylors. (Below) Looking into the Silver Room from the 
s 


main part of the store. Lighting gives even illumination. 


chandelier priced at $450? Or maybe you'd prefer a “But.” said George Taylor, “there is a steady demand for 
Dresden Lamp, a collector’s item, priced at $300. A Dres- that priced merchandise. There is a demand for the higher 
den bowl with lattice lace effect with strongly modeled priced lines as well as there is for the less expensive. But 
brightly colored flowers would make an acceptable gift, showing the two lines together is not good business. To 
priced at the modest sum of $300. These are selections those who don’t know the difference, there is no differ- 
taken from many featured in a one-page ad. An antique ence. The price tag on the better merchandise gives those 
Dresden plate at $20 being the cheapest item mentioned. who don’t know the wrong idea, so the two lines are kept 
Corpus Christi is far from being a metropolitan city. (Please turn to page 239) 
Luggage department at the Taylor store. Chinaware Jack Taylor, George's son, can look provocative. 
on table in foreground was recently selected by Figurines he is showing the customer are priced 


George Taylor during course of his trip to Italy. at $750 per pair. More are in case behind Jack. 
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Ten Christmas Windows 


That Proved Their Power 





WHIMSEY— 


Another of Schubach's windows featured 
a pixie - like Santa holding out a pearl 
necklace in tempting fashion. Both win- 
dows wére designed and finished by firm 


IMPACT— 

‘A Gift from Schubach's’ was 
the theme highlighted in this 
Christmas window, used last 
year at the Schubach Jewelry 
Co., Salt Lake City, Utah 


















RELIGIOUS— 


The manger scene, executed in 
silver, copper and gold, was 
the Christmas motif for this 
window at Heffern-Neuhoff Jew. 
elry Co., St. Louis, last year 














TRADITIONAL— 

Fireplace of quilted red satin trimmed 
with white maline ruchings, and Christ- 
mas tree made of strips of white angel 
hair decorated with scarlet ornaments 
were features of last year's Christmas 
window at S. Jacobs Co., Minneapolis 


CONSERVATIVE— 

A tiny Santa, aided only by sprigs of holly 
and bits of red ribbon gave a Christmas at- 
mosphere to this conservative window used 
last year by WHess-Culbertson, St. Louis 


For display material sources 
see "My Display Problem", p. 240. 


PRECIOUS— 

‘A Five Star Gift For Her Golden Moment’ 
was the theme of this window, used last 
Christmas by Marshall Field & Co., Chi- 
cago. Spotlighted against rose background 
a glittering angel held out a precious 
gift of jewelry in her outstretched hands 








LAY-AWAYS— 


(Left) A wide variety of gifts 
surrounding fireplace-mounted 
card announcing the firm's lay. 
away plan were featured in this 
window used last year by the 
Jewel Box, Fresno, California. 





MORE WHIMSEY— 

(Right) Another Schubach win- 
dow (see preceding pages) was 
devoted to another gay little 
Santa who displayed silver 
hollowware, carving sets, etc. 














SILVERWARE— 


(Left) Famous patterns in silver 
flatware and hollowware were 
displayed with Santa and his 
sleigh in this window by Alber* 
S. Samuels Co., Oakland, Calif. 





FEAST— 

(Right) Hollowware for the 
Christmas feast, surveyed by 
large, grinning Santa Claus 
masks, was the featured win- 
dow for Stackpole's, San Jose. 
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Ronson’s ‘OEY eit” now adds 228 stations 


for a coast-to-coast network total of 464 
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NSON AD ESE LE PUB 


Fintly tof fe Sang. A This year 


he’ll know that everyone wants a \QNSON| 


Just about everyone who smokes, reads, listens to the radio, or views television 
will know that Ronson means World’s Greatest Lighter! 


For RONSON’s Fall and Christmas advertising (far and away the heaviest 
in lighter history) will make itself felt through .. . 
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MAGAZINES . .. striking full-color, full-page ads, and big space black 


and white ads in America’s top mass and class publications. 


RADIO ... Ronson’s tremendously popular show ‘20 Questions” now 
on every regular station of the Mutual Broadcasting System with coast-to- 
coast coverage of 84% of America’s radio homes (Sat. nights. . . Sun. 
nights, Pacific Coast). 

a ¢ e » Ronson shorts during best viewing hours, sell Ronsons 
on sight. 


SPOT RADIO .. . Catchy, tuneful messages in many principal cities, 
plus a separate publication campaign in Life, Saturday Evening Post, and 
American Weekly will set new sales records for Ronson Lighter Necessities. 
FREE MAT SERVICE .... Smartly styled ads in flexible sizes to suit your 
various needs. 

FREE DISPLAYS ... Including new, handsome, embossed plastic plaques 
and platforms and other attractive material. 


Press, it’s lit! Release, it’s out! 
WRITE FOR MATS AND DISPLAYS .. . tie in with this great cam- 


paign and get your share of the profits. ® 


RONSON ART METAL WORKS, INC., NEWARK 2, N. J. 7”C@7¢ WORLD'S GREATEST LIGHTER 





Sell the Lighter that Sells for YOU! 
..- RONSON 
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by S. MALLON 


Over 125 different 
rings are stocked 
by Linder's, each 
being shown in its 
own individual box 


Rings Always ‘Best Sellers’ Here 


As a result of shrewd display and promotion, 


ring sales account for about 60 per cent of 


the business at Linder’s. Fall River. Mass. 


R*: are the mainstay at Linder’s, Fall River. 
Mass., where they account for one third of the 
total sales volume. Edward Linder, proprietor, finds the 
line an excellent investment and a good profit proposi- 
tion. In spite of the fact that the people of Fall River 
in general work in textile mills and industrial plants where 
wages are not high and employment is highly uncertain. 
rings always sell well. 

“Our customers like to see a large stock from which 
to choose,” Mr. Linder continues. “That is why we devote 
two entire display cases to the line, more space than to 
any other product line. We have perhaps 125 different 
rings which generally hold something of interest to 
every prospect. 

“We find customers like rings individually displayed 
and boxed, so that we have no rings in group displays or 
in display devices for mass showing. Every ring is 
shown and sold in its own individual ring box. 

“In the novelty ring field, people want new creations, 
the newer the better. We are always on the alert for new 
items and they almost always prove popular. As soon 
as we receive them, we put them in the window display. 
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since this produces about 60 per cent of our business. 
We are located in the immediate shopping center of the 
city and we have a large pedestrian traffic as well as a 
large motor traffic.” 

“Aside from the interior and window displays, we 
promote our ring line in an indirect way. In comparison 
with many stores, ours is a medium sized jewelry store 
and we are not in a position to go in for a large amount 
of newspaper advertising. 

“We have found from experience that we can use our 
watch repairing as a leader. Over a period of time 
everyone requires the services of a good watch repairer. 
We advertise this service twice a week in the daily news- 
paper. excepting very dull seasons. We get very good 
response from this advertising. It brings many new Ccus- 
tomers. and they invariably mention our ring display. 
They stop to look at the rings and we have the oppor- 
tunity to show the merchandise. A large percentage of 
our ring sales are thus made to people who originally 
came in for watch repairing.” 

“The important factor.” 


~ 


° + 66° 
according to Mr. Linder. “Is 


(Please turn to page 241) 


THE JEWELERS’ CIRCULAR-KEYSTONE 























Dramatic Diamond Movie—FREE for Showing 





IDEA for promoting your store and your 
diamonds. Show the diamond movie, “The 
Eternal Gem,” before club groups, schools, 
and trade associations. Use it for sales training 
too. It’s available FREE, on a short-time basis. 


“The Eternal Gem” is an interesting, fast- 
moving professional production, just 10 
minutes in length. Originally shown in 
3900 theaters all over the country, before 
15,000,000 people, it gives the history of 
diamonds, the story of famous stones, and it 
takes the audience step by step through 
diamond-cutting operations. 


For details on how you may acquire ‘The 
Eternal Gem” for your own use, write to 
Association Films, 347 Madison Ave., New 
York 17, N. Y. 


Diamond promotion promotes your business 
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De Beers Consolidated Mines, Ltd. 


YOUR diamond promotion includes... 


ADVERTISING supporting the engagement ring tradi- 
tion—in leading national magazines .. . stress- 
ing the fashion significance of diamonds—in 
outstanding fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 


MOVIES—‘‘The Eternal Gem’”’—to show in your 
town. 


LECTURES throughout the country. 


e All are designed to help maintain your diamond 
volume. 





189 








One of three tables extending 
down center of store was vis- 
ible in window at Proctor’s, 
Fresno, Calif. Silver hollow- 
ware was Thanksgiving feature. 


Use the Turkey 
Im Your Thanksgiving Windows 


VERYBODY knows that the turkey is the symbol of 

Thanksgiving, and the quickest way to call attention 

to silver, china and crystal for the autumn feast, either in 

ads or window display, is to see that Mr. Turkey is much 
in evidence. 

Raphael, Jeweler, Seattle, Wash., called instant attention 
to his lines by running a big ad, showing at the top a roast 
turkey on a silver platter, and offering a free turkey with 
the purchase of $50 or more. Silverware was most promi- 
nently featured in their ad, but they also mentioned dia- 
monds and watches, suggesting that they be purchased 
now, before the holiday started, and laid away for future 
delivery. 

Siltons, one of the largest jewelry firms in Los An- 
geles, at once suggested silverware as a gift by the de luxe 
manner in which they displayed it. The window was 
backed with curtains of peach velvet, with drapes of blue. 
and floored with blue. In the center was a big cutout 


190 


by W. B. STODDARD 


Large cut-out turkey dominates 
Thanksgiving window display of 
silverware at Silton's, one of 
largest jewelers in Los Angeles. 


turkey, holding a strip card saying: “Fine silverware for 
the Thanksgiving table.” A tea set of silver plate, coffee 
set, cocktail set, as well as several individual pieces of 
hollowware were all wrapped in clear cellophane. Two 
chests of flatware were shown as well as a number of 
individual pieces of silver. 

Sterling for Thanksgiving was very effectively pub- 
licized by Ashers, Pasadena, Calif. “People have more 
money than ever before,” said the manager, “so we con- 
stantly suggest that they start to acquire a service of ster- 
ling, of heirloom value.” The window showed a table 
covered with damask cloth, with a two-place setting of 
sterling. There was a three branch candelabra and a 
large silver fruit dish. A card suggested “You are now 
first at the feast. Get the choicest selections for your 
Thanksgiving table.” A single place setting was quoted at 
$22.50; a complete service for eight, $180.00. On the 

(Please turn to page 242) 
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GEM QUALITY 


HEART-SHAPED DIAMOND 
124% CARATS 





FINE EMERALD CUT 
7.63 CARATS 





An Old Idea 


Springboards 





A New One 


Gene, manager of Gordon's, shows a diamond trade-in 
customer silverware which she confessed she would 
like to own—but the larger diamond came first. When 
it was explained how easy it was to open an account, 
a new and permanent customer was added to the list. 





Gordon’s, San Antonio, Tex... adapted the trade-in idea 


to diamond sales and it resulted in greatly inereased 


trafiie for all of the store’s different departments. 


ORDON’S of San Antonio wanted to promote the 
sale of diamonds. The question was how best to 
accomplish it. Trade-in watch promotions had always 
been successful... but... 

“There is a difference between trading in an old watch 
on a new one and trading in a diamond,” said Gene 
Lawler, manager of Gordon’s. “Anyone desiring a new 
watch, and had an old one that was useless would 
naturally come in to inquire what allowance the old 
watch would bring. Whatever they received for the 





Store and window lights are left on 
until past midnight at Gordon's. 
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old watch was like finding that amount in cash, anyway. 

‘Another thing, diamonds are sold in most places with 
the understanding that their full purchase value would be 
allowed at any time on the purchase of a new and larger 
diamond. Naturally, we did not wish to run a diamond 
promotion to attract only our old established customers. 

“Why not allow the customers the full amount they 
paid here or elsewhere for their old ring toward the price 
of a new one? This was a new idea. Why not try it? 
After all, we wanted to sell diamonds. Of course, we 
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CIRCLE OF LIGHT 
ON TELEVISION! 


The world’s most brilliant diamond is FIRST to reach the 





“quality’’ customer with the world’s newest advertising medium. 


TO CIRCLE OF LIGHT DEALERS 
IN TELEVISION AREAS: 


We will supply you with prints of the Circle of Light Television 
film free of charge. Be the first in YOUR city to sell YOUR 
store and YOUR stock of Circle of Light Diamonds over 


Television. Write for complete information. 





‘THE GUILD OF AMERICAN DIAMOND CUTTERS an , affiliéte ies 
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‘mu run, | BAUMGOLD BROS, INC. | 


305 East 45th gaye N.Y C. 62 WEST 47th STREET, NEW YORK CITY, N. y. 
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Two salesmen on a diamond trade-in 
makes the whole transaction appear 
much more important to the customer, 
says Gene Lawler, Gordon manager. 


realized at the start that we were minus the profit on the 
original sale if it had been made elsewhere. but we stood 
to profit on the transaction, regardless. Too. we stood 
to garner some new accounts for the store. 

“Frankly, we did not expect too much from this pro- 
motion. It was our first attempt. We wanted to feel it 
out. By actual experience, we hoped to find out how to 
improve it for next year; or decide that we had best 
forget the idea. 

“Imagine, then, our surprise when, on the morning of 
the opening of the promotion the first three customers 
were there before the doors opened to trade in their old 
diamond on a larger one. 

“These three sales brought us in a little better than 
$750, exclusive of the rings they traded in. On the three 
deals we had $750 in cash and three salable diamonds. 
The reaction to this promotion has been sensational. It 
has moved diamonds, it has reduced our inventory of 
larger stones considerably, and we have added new 
accounts to our books. 

“The usual run of diamond trade in customers have 
been young women married from two to three years. 
Their first heavy buying for the home has passed. They 
have saved a few dollars, or see themselves clear of the 
larger debts. They always intended to have a larger dia- 
mond when this occurred. Our promotion appealed to 
them. 

“Diamonds, it happened was not the only item they 
were interested in that we had to sell. The promotion 
drew many into our store for the first time. Once they 
were in, and after buying their new diamond we invited 
them to look around. Many were in the market for silver- 
ware, but they had previously made up their mind that 
the larger diamond was to come first. They had waited 
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long enough for that dream to materialize, they told us, 
half in jest. 

“We soon found that it was better on this promotion to 
put two salesmen on the deal; one salesman would take 
the ring back to one of the offices and appraise its value, 
while the other salesman showed the customer the rings 
of her choice. 

“When there was no sales slip on the diamond, we 
usually accepted the customer’s word for the purchase 
price she paid. I do not recall one instance where there 
was any reason to doubt the customer’s word. We do a 
tremendous credit business and we have found the aver- 
age jewelry customer pretty honest and fair to deal with. 
So, we were not too surprised to discover we could accept 
their word without question. 

“We went after this promotion with full-page news- 
paper ads, window displays, inside show-cards, and lapel 
badges. The newspaper ads were the most effective, natu- 
rally. They reached more people, and new faces. What 
we wanted to see most was new faces. 

“We are great believers in promotions. We fire one 
right behind the other. No one promotion is ever enough. 
We could not possibly hope to hit on any one item that 
even a small percentage of the public would be interested 
in at the time we were running the promotion. That is 
why, in all our promotions, we stress that they are an 
annual event. We know from previous experience with 
other promotions that there were a number of people who 
read our ad and made a mental note to take advantage 
of the one we run next year. At the moment they might 
not be in a position to buy, but we got the idea across 
before someone else, and many will wait. On the other 
hand we did attract enough immediate response to more 
than satisfy us and encourage us to make this promotion 
even bigger next year. 
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ENTIRE SPACE OF OUR SIX FLOOR 
BUILDING DEVOTED TO THE CUTTING 
AND POLISHING OF DIAMONDS AND 
THE DESIGNING AND CREATING OF 
FINE JEWELS. 
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Int HUUSt Ur qARKY WINSTON 


Prices that challenge the industry! . 

We provide an unusual service in meeting your requirements 
for a continuous source of evenly graded diamonds of an exact 
color, quality and size .. . from the smallest melee to the largest 
sizes. 

You can re-order with the certainty that your original order 
will be accurately matched in every way. 


Prices that challenge the industry are made possible through 


rigid manufacturing controls. We welcome your inquiry. 
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7 EAST 51s STREET, NEW YORK 
220 WEST 5: STREET, LOS ANGELES 
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THE WINSTON COLLECTIONS. ARE AVAILABLE 
AT YOUR REQUEST 





Tips for Boosting 




















Your Christmas Volume 


Sure, Christmas is your major selling season. But are you 


getting the most out of it? Here are some successful ideas, used 


by other merchants, to swell that Yuletide sales volume. 


AST Christmas, one of the three jewelry stores in a 
small midwestern community did a Yuletide busi- 
ness that was more than double that of its two competi- 
tors combined. Yet, it was not a larger store than either 
of the others. And in previous Christmas seasons, it had 
taken in its share of the town’s jewelry volume, but 
nothing like the large amount of sales that flooded the 
cash registers last year. 

What made the difference? “Here’s why we did such 
a jam-packed business,” the owner reports. “We brought 
the farmers and their wives into town from an area a 
hundred miles around, and we pulled most of the resi- 
dents of the town itself right past our doors. 

““How-we accomplished this was actually simple. When 
we were planning our Christmas buying and our Christ- 
mas promotional plans many months before, my partner 
and I wondered what we could do to dramatize our store 
as the Christmas shopping center. That word ‘dramatize’ 
gave us the idea that paid off so spectacularly. 

“What we did was to use dramatic measures in literal 
truth. We talked to the owner of the town’s only movie 
house which, fortunately, is located next door to our 


196 


by DAVID MARKSTEIN 


store. We made him a proposition: How much for leasing 
the theatre and its movies for a three day and three night 
period in the week just before Christmas? He was will- 
ing; it was seldom that the house was completely sold out 
and we gave him what in effect was a guarantee of a full 
house every night and day. 

“After we'd agreed on a price—and, while it was high, 
it was cheap in view of the sales the store rang up—we 
saw to it that he booked pictures which would be bound 
to be popular during our three-day period. Then, two 
weeks before Christmas, we lowered the promotional 
boom. 

“Using a big part of the money we had budgeted for | 
Christmas advertising, we splashed our advertisements in 
the county’s weekly newspaper, over the air, and into the 
customers’ homes through direct mail letters and postal 
cards. 

“These advertisements invited the prospects to come 
into town—for a free show. During the three days we 


(Please turn to page 242) 
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RAYMOND ABRAHAMS 


Presenting a distinguished selection of diamonds... cut with consummate skill by master craftsmen... 


As exclusive representatives of important South African and 
Belgian cutters, we are in a position to service your require- 
ments of ail staple fine and medium quality cut diamonds, 
from melee to large important stones. Also a comprehensive 
variety of fancy cut, emerald cut, marquise, pear shape and 


For your stock or for special ohdat=amelr-laslelalet-e 
orders, write or wire us for a 

carefully chosen selection of 

loose diamonds or platinum os 


mounted jewelry to be shipped * RAYMOND ABRAHAMNS 
3 


On consignment. Describe fully 
the quality and sizes required. 551 FIFTH AVENUE + NEW YORK 17, N. Y. 
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Just inside the doorway Orenduff's 
stationed this large Santa Claus 
sleigh, complete with two white 
reindeer. Visible from outside, it 
greatly enhanced Yuletide = spirit. 





For a dignified window, Orenduff's developed 
this spectacular ‘fountain’ of white ostrich 
plumes complementing sterling hollowware and 
antique vases. Plaque awarded the firm for 
most original decorations is at the right. 














boat 


by RADNOR FOWLER 





Christmas Decorations 


With An Original Twist 


@@e@\OMETHING different for our Christmas win- 
dows.” 

Each year, about this time, jewelers throughout the 
country utter this phrase—partly as a wish, partly as a 
prayer. and partly, it is to be suspected, as a vain hope. 
Because, after a bit of frenzied thought, many jewelers 
decide to resurrect the usual, timeworn ideas simply in 
the interest of expediency. 

However, this was not the case in Sherman, Texas, last 
vear. When the local Chamber of Commerce and Mer- 
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chants’ Association announced a contest among the city’s 
merchants for “the best windows to stimulate early buy- 
ing and increased sales volume,” the Orenduff Jewelry 
Company came to grips with the annual problem, applied 
ingenuity with shrewd merchandising acumen and, in the 
end, walked off with the first prize. 

According to Monroe Orenduff, owner of the firm: 
“We were all a little tired of the modern innovations in 
Christmas decorations, so we decided to get back to the 
old-fashioned idea—the true Christmas colors, red and 


THE JEWELERS’ CIRCULAR-KEYSTONE 





bast a Spell 


... of eloquent loveliness! 
A new group of superb 
14kt. gold jewelry pieces 
...in a lithesome feather- 
link pattern ... to delight 
the most discriminating of 
jewelry tastes. 


MR. R. M. BLAKE 
105 CHESTNUT STREET 
NEWARK, N. J. 


MR. HVE-TS:28 wen cele)®) 
649 Sfelthi meluhsae ii iaal 
LOSZ\slejae ae Nal 


105 CHESTNUT $T. 
NEWARK 5, N. J. 


Harry C. Schick, inc. 


MR. T. J. TRAC\ MR. THOMAS G. BOWKER 
55 EAST WASH TON STREET 347 FIFTH AVENUE 
Galle \c.ommiae NEW YORK, N. Y. 








green, throughout our store. And what could be more 
Christmas-like than a totally red and green window to 
which would be added the new imitation snow which 
actually seems to be in separate flakes? Against such a 
background any article would be displayed to great 
advantage!” 

Thus, one step in the planning was already accom- 
plished—a color scheme had been selected. The next step 
involved securing the materials. 

“We decided,” says Mr. Orenduff, “that we must have 
brilliant red velvet curtains in our window. Not maroon, 
not American beauty, but a bright red. Then the shim- 
mering light, reflected from the snow on the floor of the 
display window, would make our displays come alive.” 

The rear of each of the Orenduff windows, it should be 
interposed at this point, consists of three gold mirrors 
upon which the firm’s name appears in frosted lettering. 
The red velvet curtains hung over much, but not all, of 
these mirrors, and so an additional reflecting surface was 
provided. 

“After our background was completed,” continued Mr. 
Orenduff, “we tried to establish a main theme for the 
windows. General appeal we must have—for adults as 
well as youngsters. 

“One of the fondest wishes of most Texans, who as a 
rule see very little snow in the winter, is to have a white 
Christmas. So—if we could not persuade Nature to pro- 
duce real snow, at least we could provide the make- 
believe product in our windows. 

“Now who ever heard of snow without a snowman?” 
asked Mr. Orenduff. “A snowman we must have—not an 
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artist's sophisticated conception of a snowman, but one 
such as any child might build on a vacant lot or in the 
front yard with Daddy’s help.” 

Securing the snow for the window was not a terribly 
difficult job—the Marshall Ek. Moody Display Co., Dallas 
provided the newly-produced imitation snow which rivals 
the genuine product in appearance and has the decided 
advantage of not melting. 

Building the snowman, however, required some addi- 
tional ingenuity. The frame was made from parts of an 
old wicker wastebasket and lampshade, and covered with 
regular quilting cotton. Two bright red lights were jp. 
serted for eyes, additional lights were used as buttons 
down the front and, as is usually the case when a snoyw. 
man is finished, an old pipe was stuck in its mouth. 

The snowman, flanked on either side by large white 
candles, and aided and abetted by the snow and red 
velvet drapes, pretty thoroughly took care of the Christ- 
mas window's “props.” But how about the merchandise? 

Working on the theory that the Orenduff firm must not 
only create something original but, at the same time, 
something to make goods more “sellable,” it was decided 
to suspend snowy white stars, contrasting sharply with 
the red background, and on the stars place various 
jewelry items. In Mr. Orenduff’s words: “Lighting from 
the bright ceiling spots did all that one can imagine to 
make jewelry items, so placed, extremely glamorous.” 

“After indulging our whimsical and quixotic natures 
in this snowman window,” Mr. Orenduff said, “we turned 
to our other windows with the idea of being more digni- 


(Please turn to page 245) 


Orenduff's felt that Texans would appreciate their providing o 
white Christmas and, once you have snow, what is more natural 
than to provide a snowman as well? Jewelry was shown on stars. 
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N ow! You can sell a 


Multi-facet diamond at the 
price of an ordinary diamond 








Why sell ordinary diamonds when you 
can sell Multi-facet diamonds either loose 
or mounted? Priced competitively and 
enhanced with these extra features: 


1. 40 extra light reflecting facets (70% more) 
2. Added brilliance 

3. Guaranteed against chipping 

4. Customer acceptance 


5. Dealer advertising and display aids 


Write or wire for sample shipments 


and make your own comparison. 


oe ‘ 9 
Mu L Hac as the only diamond of its kind in the worla. 





MULTI-FACET DIAMOND CORPORATION 


36 West 47th Street New York 19, N. Y. 


FOR OCTOBER, 1948 201 













Classic Lines 
Featured In 


Star's Jewelry 


by BARBARA LANDIS 


S fashions today emphasize the gentlewoman look 
more and more, jewelry, too, becomes subtle, con- 
centrating on distinctive designs and classic, graceful 
lines. With scores of trends and innovations making 
their appearances, retail jewelers are apt to promote too 
many kinds of jewelry at once. It would be far more 
effective to display only two or three types and colors 
of gem pieces, laying stress upon the need for harmony 
by such windows. Also, jewelry that serves a double 
duty should have more attention focused upon it, as 
the average woman likes the idea of being able to devi- 
ate her pieces as much as possible. 

Displays built around two or three appealing types of 
jewelry can do much to increase sales and store traffic. 
Gold is always good and its accent is for glamour. Gold 





(Please turn to page 245) 
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(Above). Gale Storm, who appears in "The Dude Goes West,’” 
an Allied Artists, Inc., production, wears a 14K yellow gold 
necklace and ear clips featuring the corrugated treatment. 
(At left). This amethyst necklace, containing 34 cushion an- 
tique stones, is set with I4K bezels. (Below) Heart-shaped 
amethyst is hung from a_ slender gold snake choker. 
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or this 
Important 





Fall Season 





Glamorous 
recious Stone 
Rings ..... 


Comprehensive selections of 





distinguished rings ...in the 


Cpemtone tradition of quality 


and smart styling ... Featuring 
FINE EMERALDS. - SAPPHIRES 
STAR SAPPHIRES and RUBIES 


*“feg U.S. Fer OF 
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New Designs From Paris 


EPRODUCED above are a few examples of a large variety of novel ideas in vari- 
ous types of jewelry featured in the latest Parisian design Albums of L’Officiel 
de la Bijouterie & Accessoires. 


L’Officiel’s art staff which, for years, has been accurately forecasting advance 
jewelry fashions, offers an extensive collection of interesting and original designs to 
the jewelry trade. Their 1948 quarterly Albums, containing several hundred designs, 
will prove a most helpful, as well as inexhaustible source of ideas to every jeweler. 
These Albums can be obtained by subscribing to L’Officiel de la Bijouterie & Acces- 
soires through their New York office, 41 Union Square West, New York 3, N. Y. 


THE JEWELERS’ CIRCULAR-KEYSTONE 















Promote CULTURED PEARLS 


... for every gift occasion 


Every gift occasion is another 
opportunity for you to sell 
Cultured Pearls . . . with extra profits 


... extra profits because it’s so Cu 


oes 


Serene 


easy to sell Cultured Pearls 
instead of imitations. 

Buy your stock early for Fall... 
we ll meet every demand of 

your customers who want 


“something special” in gifts. 


of 


LMPORTERS 
RLS 


DIRECT 
7; CULTURED PEA 


THE FINES 


B.DELIA€ SON 


665 FIFTH AVENUE « NEW YORK e 22 
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Interior of the Swindell 
store. False wall above 
wall cases creates ‘‘built 
in'' impression. Many of 
the fixtures came from 
Swindell's previous store 








Exterior of Guy Swin- 
dell's new store gives 
no hint of the fact 
that it was once upon 
a time a drug store 


Preseription for Modernization 


When Guy Swindell, Washington, N. C., jeweler, wanted to expand 


his store and found no suitable vaeant stores adjoining, he 


aequired a drug store across the street and remodeled it to suit 


NCE upon a time we published an article about a 
jeweler who transformed a bank into a jewelry 
store, (JC-K for March, 1947, p. 340). 

.This story is somewhat different. 

When Guy T. Swindell, jeweler of Washington, N. C., 
needed a larger store and couldn’t find one vacant, what 
did he do? Simple! He purchased the drug store across 
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the street—lock, stock and barrel—and, after liquidating 
the unnecessary fixtures, etc., refurbished the premises 
into a bang-up, modern jewelery establishment. 

The first step in the remodelling operation, of course, 
was to change the appearance of the store—no jeweler 
wants his shop to even remotely resemble a pharmacy. 
This involved tearing down the old front and substituting 
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IMPORTERS of LIIAMONDS 
FINE QUALITY 
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MARQUISES 
TAPERED BAGVETTES 


SINGLE CUTS 
FULL CUTS 
SWISS CUTS 


Abe PY Leinherg 


62 West 47 St. 


NEW YORK CITY 19. NY. 
. O64 
BRyant 9 0615 











by GEORGE GREENE 


Panelled in pine, the work- 
shop in the rear of the 
Swindell store is equipped 
with all latest machinery 


one of more modern appearance. 
The design selected by Swindell was of the modified, 


“open-front” variety with a wide, recessed doorway per- 
mitting an almost complete view of the store interior. As 
can be seen from the accompanying photograph, this was 
accomplished by allowing the doorway itself to occupy 
approximately one-third of the entire front, with the re- 
maining two-thirds being given over to display windows. 

The facade itself is of black cast granite and blue suede 
Carrara glass, with white Pittco metal surrounding dis- 
play windows, doorway, etc. A fairly large display window 
is located to the right of the doorway, while on the left are 
three “shadow-box” type windows, two inside of the entry 
and one facing the street. No huge sign dominates the 
front of the Swindell store—merely the firm name in 
conservative neon lettering suspended from the valance. 
The vestibule floor is of black and white terrazzo leading 
up to a large Herculite plate glass door. An awning, in a 
built-in case, retracts right into the facade. 

Inside of the store, it was felt that the ceiling was 
much too high. Consequently, it was lowered to 10 ft. 
1] in. False or curtain walls were placed on either side 


(Please turn to page 246) 
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In addition to the owner 
Swindell's is operated by 
two competent watchmakers 
and three salesladies. 








Swindell builds presitge for 
his firm through the use of 
advertisements such as this 
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in the U.S. 
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TO INCREASE DIAMOND SALES WITH 


Magic Circle” Diamonds 


Do your diamond sales need a hypodermic needle! Here’s the answer to lagging business in 





any alert jewelery store! Magic Circle diamonds are the diamonds in demand because they 
are promoted .... they are guaranteed .. . . they have the patented highly polished girdle 
that gives the appearance of greater size—and they are outstanding values that enable you 
to offer your customers better diamonds for less money! It will pay you well to investigate this 
fast selling brand .. . an exclusive franchise for your city may be available if you act promptly! 
And there’s a complete merchandising and promotional package plan for dealers! Magic Circle 
diamonds offer one certain way to build greater customer confidence and added profitable volume. 


If you aren't familiar with this most beautiful of all diamonds, write today 
for a@ memorandum selection. No charge or obligation, convince yourself 
just what tremendous diamond sales may be yours by featuring Magic Circle 


diamonds in your city. In addition, Magic Circle diamonds may be purchased 
loose or mounted. 





Magtc Cercle Diamonds are Cr0eated and Produced by 


Tht RUDOLPH DEUTSCH COMPANY 


Diamond Cullers - Manufacturing fewelers 
*Patented in the 
U.S. Patent Office 1258 EUCLID AVENUE e CLEVELAND 15, OHIO 
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by S. L. VERNON 
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The champion lay-away artist is, of course, the 
squirrel, so what more natural than featuring him 
in a window display devoted to Christmas gifts 


Lay-Aways Stressed 
Im All Advertising Media 


Steller’s, Milwaukee, Wis., emphasize the lay-away 


theme in their radio broadeasts, newspaper ads 


and ear ecards and billboards throughout the eity. 


ee N uptown jeweler with a downtown advertising 
technique,’ is what you might say of the 
Steller Jewelry Store, 2740 N. Teutonia Avenue, in 
Milwaukee, for here is a neighborhood store which has 
an aggressive promotional policy that can match any of 
the largest firm’s plans in scope and ingenuity. 
s This fifty-four year old firm which was founded back 
in 1893 by Rudolph Steller and which is now being 
carried on by his two sons, Howard and Leroy, uses 
many media to advertise its wares. They stress the values 
to be had in their store through radio, newspapers, direct 
‘mail, catalogs, and even billboards. 
Stellers sponsors a fifteen-minute program over radio 
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station WFOX, twice a week at 2 P.M. on Wednesdays 
and Fridays. This radio has a civic tie-in, for the Stellers 
offer free time for announcements of meetings of chari- 
table and political and important social affairs. Club 
chairmen are invited to send in a typed announcement 
and between musical numbers these various meetings are 
announced. The other worded announcements are plugs 
for various items being featured at the store. 

Newspaper ads by which this firm stresses layaway 
gifts and silverware on installment terms appear regu- 
larly in the two top local papers as well as in the small 
suburban papers. To tie in further with the radio time 


(Please turn to page 247) 
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a brilliant diamond 






y all these thing “3S 
when you buy 


“all hess things” : 
are guaranteed by the Cardinal Bond. : 





$ 


BONDED DIAMOND RINGS. 
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Cardinal Diamond Syndicate « Bauman-Massa Jewelry Co., St. Louis » J. M. Bennett Co., Minneapolis 
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Winners of the first two jingle contests 
are presented with their $100 diamond rings 
by John A. Cerel, owner of the Pawtucket store 





“Songs of Love Promotion 


Builds Diamond Volume 


Cerel’s weekly contest, part of a radio program, 


by MILDRED SULLIVAN 


has made residents of Pawtucket. R. I.. consider 


the store as a natural headquarters for diamonds 


HEN Cerel’s went into the jewelry business in 

September, 1946, the management planned to de- 
velop a good diamond business. While they also planned 
to establish a well rounded jewelry business, they believed 
that a good diamond business would enhance the store’s 
prestige and would help to carry other lines along. 

They realized of course that this end of the business 
would develop slowly, since it is not a type of merchandise 
that lends itself to rapid promotion. The department has, 
however, gone over very well and has become the best 
department in the store. The new store as a whole has 
chalked up records beyond the estimates of the manage- 
ment. When the new venture was initially planned, John 
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A. Cerel, owner, and Nat Berger, manager, established an 
annual sales potential which they hoped to achieve. Unlike 
some sales estimates, which are placed too low, these men 
set their quota high enough to know they would have to 
do some good work to achieve it. However, this estimate 
has been exceeded by 50 per cent. 

Perhaps the most important promotion on behalf of 
the store and particularly for the diamond department was 
a radio advertising activity called “Songs of Love.” This 
was broadcast over WFCI, Pawtucket, every Sunday after- 
noon from 12.30-12.45, featuring transcribed love songs. 

On each program the store offered a jingle to be com- 

(Please turn to page 248) 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
: NEW YORK 20, N. Y. 





Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 
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Oe : We have a large stock of Precious Stones, mounted and unmounted from ; ? 
| which to make your selection. Let us cooperate with you on your special calls. 
JEROME RICHHEIMER In 
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Swope's window tie-in 
with the motion picture 
“Arch of Triumph" was 
simple: Graduation is 
the student's “Arch of 
Triumph," so a gift of 
a watch is in order. 


An even more direct tie- 
in was featured in con- 
nection with  ‘'Cleo- 
patra. Replicas of 





Miovie Tie-Ins 





Swope’s, Washington, seize every 


chance to tie in newspaper ads and 


windows with local movie showings. 


by ALBERT KESHEN 


OLLYWOOD can provide a timely prop around 
which an enterprising retailer can center his ad- 
vertising appeal. Select a “movie,” currently playing at 
the local theater, preferably one in which a beautiful or 
popular star is showing or where distinctive jewelry is 
worn on the screen by one of the leading performers. 
Enlist the willing aid of your theater manager who will 
loan you stills from the film, or possibly lobby space in 
which to set up a merchandise exhibit and you have a 
sure-fire publicity tool to use in attracting public atten- 
tion to your store. 

That’s a promotion trick often profitably used by the 
Swope Jewelry Co., located in the heart of the shopping 
district in Washington, D. C. The store manager, Jerome 
Proper, utilizes every possible occasion to integrate a 
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Are Always Sure Fire 


jewels worn by Vivian 
Leigh in the film were 
offered by Swope's. 
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popular movie with his newspaper copy and exterior 
display. And the customer response is so heavy that the 
extra expenditure of time and money amply justifies the 
efforts involved, Mr. Proper finds. 

Take “Cleopatra” which starred Vivian Leigh who 
heightened her glamour by being bedecked with crown, 
earrings, neckpiece, pins and bracelets. The Swope store 


(Please turn to page 249) 
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Man’s Ring retails at 


$29.50 


Your Cost 
$12.00 


Lady’s Ring retails at 


$19.50 


Your Cost 


$8.00 


HOW THE GEM-O-THE-MONTH 
PROFIT PLAN WORKS 


- Your basic monthly stock 
can be as low as one 
lady's and one man s 
Gem-O-the-Month birth- 
stone ring. These two 
rings serve as samples on 
your lucite display. 


- You need carry no in- 
ventory. Orders taken 
from your sample display 
sent on our convenient 
order cards are filled in 
24 hours. 





- Your basic stock of Gem- 
O-the-Month birthstone 
rings will be sent to you 
each month together with 
monthly display aol aemelare 
other merchandising aids 
for 12 months. 


All merchandising 
material supplied FREE 


* TRADE MARK 
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THE GEM-O-THE-MONTH PLAN 


GEM-O-THE-MONTH — A lady's and man s 10K. 
heavy-weight gold birthstone ring mounted with syn- 
thetic and genuine stones. Each month's ring is o new 


design triumph. 


DISPLAY — Luxurious lucite Gem-O-the-Month Ring 
Display dramatizes the magic of birthstones. New, 
full-color display cards supplied each month. 


GUARANTEE — All lost stones replaced without 


charge. Guarantee certificates furnished. 
MATS — Every month free newspaper ad mats. 


‘“‘PERSONALIZED” monthly mailing cards for new 


and old customers. 


Gem-O-the-Month Plan Sold Direct to Jewelers 
Order Today — oF Write for Illustrated Folder 
x 






66 Nassau Street New York, N. Y. 
Half a Century of Fine Ring Manufacturing 
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by ROGER LOCKE 


Veteran Ponn spends most of 
his time at the repair desk 
while his wife takes care 
of the jewelry department. 





From Military to Civilian Service 


.-- On a Bridge of Brand Names 


JEWELER with a lot of clever merchandising ideas 
is H. Melvin Ponn, owner of Ponn’s Jewelers, 
Miami, Fla. 

In business just two years, Ponn is one of the few 
ex-servicemen who elected to go into jewelry retailing 
upon his discharge from military service. Where most 
of the veterans who took advantage of the G. I. Bill of 
Rights went into the sporting goods or major appliance 
field, Ponn capitalized upon his pre-war experience with 
Moss Jewelers in Monesson, Pa., and Army duties as an 
instrument repairman, to set up a handsome jewelry store 
“new from the ground up.” With the Pennsylvania 
jewelry firm, where he was a watchmaker, Ponn had 
learned a smattering of retailing technique along with 
watch repairs, and when the war fortunes brought him 
to Miami early in the conflict, he formed a liking for the 
Florida metropolis. “It seemed like an excellent town for 
a new jewelry store,” he pointed out, “with plenty of 
affluent tourist trade, expanding population, and the type 
of climate which necessitates plenty of watch repairs. | 
was also lucky enough to find a store location in an area 
with little or no jewelry store competition.” 

Ponn’s Jewelers opened up in June, 1946, after Melvin 
had spent six months in finding the location, and more 
important, in securing franchises for nationally-accepted 
jewelry lines. To do so, he found it necessary to travel 
to New York City and other points, “selling myself and 
my store” to manufacturers and distributors who were 
at first chary about setting up new accounts to compete 
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with established stores. Ponn knew that letters alone 
wouldn’t be enough, but by calling on the executives of a 
dozen watch, jewelry, diamond and sterling manufac- 
turers with his shiny new discharge button, the novice 
jeweler got excellent cooperation. “I knew that with 


(Please turn to page 251) 


Names of many famous jewelry lines 
surround the invitation to "come in’ 
on this sign outside of Ponn's shop. 
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Fashion decrees PEARLS, PEARLS, PEARLS! 


6 ¥ Always a perennial favorite, pearls this season are even more 
\\ WT in the fashion limelight both at home and abroad. 
New gown necklines call for more pearl necklaces 


New high collars call for more pearl chokers 
New long sleeves call for more pearl bracelets 
4 New short hairdos call for more pearl earrings 
mperia Imperial is prepared for all these calls, with a wide range of 
new styles designed with Imperial Cultured Pearls —nature’s 
own creations improved by skillful handling—and registered 
and insured for your protection. 
In addition, we have augmented our selections of Imperial 
Cage Jewelry—the sensation of the current season—a vogue 
certain to increase in favor. 











Also ready for the holiday season 


SIMULATED PEARLS by IMPERIAL 


the only simulated pearls sold with an unconditional guarantee! 


..... now in the new crushed velvet gift jewel chest. 
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PEARL SYNDICATE 


607 Fifth Avenue, New York 17,N.Y. ° 5 North Wabash Avenue, Chicago, Illinois ° 607 South Hill Street, Los Angeles, Calif. 
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by G. R. LOWEN 









Wherever they can be placed to advantage you will see lamps at 
Newton's, even behind the grille high at the rear of the store. 


Lamps Seattered Throughout Store 
Add Beauty And Sell Themselves 


Spotting lamps on showeases throughout the store creates 


impulse buying for this merchandise and enhances the 


appearance of the interior at Newton’s, Little Roek, Ark. 


AMPS—their profit potentialities and ability to en- 
hance the appearance of a store interior—are effec- 
tively exploited at Newton’s Jewelry, Fort Smith, Ark. 

By paying special attention to arranging advantageous 
lamp displays, William N. Newton, manager, has added 
a neat yearly profit to the sales volume of the store and 
has discovered that this attractive merchandise creates a 
more attractive store interior. 

A striking innovation for this relatively new store— 
introduced November 1, 1947—is a mezzanine-located 
“lighting room,” containing a large display of lamps. 
This display niche, serving as an effective silent sales- 
man, does much toward informing Fort Smith home- 
owners that the lamp style they are seeking can be found 
at Newton’s. 

The dazzling exhibit features a wide selection of small 
and large lamps, in many designs, at prices ranging 
from $3.95 to $75.00. Lamps are displayed in such a 


fashion as not to conflict with the fluorescent lighting of 
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the store. Each one is connected so that it may be 
demonstrated at a moment's notice. 

The lamp display mechanism, with shelved sides, fea- 
tures a built-in rack, and is stationed in the center of the 
room. Two small “windows” on the mezzanine overlook 
the main floor, and stationed behind each window is a 
small lamp. The display device is an ace card in the 
firm’s program to call attention of main floor traffic to 
the mezzanine merchandise. 

“We station lamps, which blend in with the store decor, 
on various showcases,” commented Bill Newton. “Not 
only does this strategy have the effect of dressing up the 
store, but it creates impulse buying of lamps by cus- 
tomers shopping for jewelry, who discover a lamp only a 
few feet from their faces. 

“But working lamps into window displays attracts 
much more attention. and sells more of them. Arranging 
them in window displays provides a glowing, eye-appeal- 


(Please turn to page 253) 
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WATCH BRACELETS 
Safety Chains 
17-Jewel Watch 
Gold Dot Dial 

8-1001-B 


BRACELETS 





Executed in FULL 14 Karat 


Faceted and Mirror Finished 


Originated and Patented* by 
LE OG RORY Ie i CL ie is 


for Better Jewelers 


Die-struck, Hand-lapped, 
Hand assembled. 
All gold colors: 
Yellow, Red, Green— 
and combinations of 


Red and Green. 


{8-100 30 links 
8-101 18 links........ 


CHOKERS 
#8-500 7 links 

8-502 9 links 

8-503 11 links 

$-504 15 links hates 

DRESS PIN CLIPS 

#8-200 7 links.............$130. (Pair) 
also 31% links.............. 80. (Pair) 


EARRINGS 
#8-250 2 links..................$37. (Pair) 
8-251 3 linke................. 50. (Pair) 


BROOCH 
$B-ZOO 9D VimkS...... ec ccecccccceseces BOS 
also 4 links 


ALL PRICES 
“KEYSTONE” 


“Patent Pending 


FACETED MIRROR FINISHED 14K. GOLD JEWELRY 
71L Nassau Street * New York 7. N. Y. 
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The Ad-Viser 





--- Getting Your Money's Worth From Your Advertising? 


VERY time you O.K. one of your newspaper adver- 
tisements, you are actually paying the bill. As man- 
ager of your jewelry store, your approval means that the 
ad is ready to run. It means that this promotional piece 
is the best possible for the money and that it will do a 
maximum job of selling. Even if the ad is small and the 
amount of money involved negligible, it represents a por- 
tion of your working capital. And money spent in adver- 
tising must mean money earned in sales. 

Are you getting your money’s worth from your news- 
paper advertising? When you approve an ad, are you 
sure that it will bring in desired returns? Will sales vol- 
ume increase ? 

It is, of course, impossible to answer these questions 
positively. Advertising, like all other phases of business, 
is somewhat of a gamble. Exact results are impossible to 
predict. However, it is possible, by means of scientific 
practices, to determine a “safe” gauge within which you 
can work. One of these practices, the Check System, can 
minimize the uncertainty of promotional material. 

Is it possible to predetermine the efficiency of a head- 
line, body copy or an illustration? Can the quality of a 
sales appeal be prejudged? Yes. While the exact amount 
of resulting sales cannot be predicted, we can determine 
to what extent these elements are doing their respective 
jobs. 

As the man who foots the bills, you are vitally interested 
in results. It is your money and you feel that your judg- 
ment is to be final. However, while your personal opinion 
is important, it can seldom be used as an absolute measur- 
ing stick of public reaction. Many a jeweler has rejected 
a potentially strong advertisement because he personally 
does not like it. On the other hand, a poor ad has been 
approved because the “boss” liked it. Choice of adver- 
tisements is, unfortunately, often based upon purely per- 
sonal opinion. This is a dangerous practice. 

An advertisement must be considered as objectively as 
possible. You must think of it in terms of resulting sales, 
sales and more sales. Will the public be attracted by this 
headline? Will the illustration help to sell the goods? 
Will the copy really induce the reader to come into the 
store to make a purchase? The answer to these questions 
should be your guide . . . nothing else. How can one 
determine the answer? Very simply .. . by using the 


Check System. 





CHECK YOUR HEADLINE 


When your advertisement. is ready for approval, check 
the headline first. To the reader. the headline must offer 
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by IRVING SETTEL 


facts of self interest. It must say, “This is for you! Here 
is what you need! We have what you want!” It must, in 
other words, arouse his interest so that he will voluntarily 
read further into your sales message. 

The headline carries the biggest burden of attention 
getting. The headline must attract the reader’s eye. It 
must start him on the road to buying. It gets him to read 
what you have to say. It must arouse interest. If it fails 
to do this, it is not performing its function and your 
money is being wasted. 

Check your headline. Make sure that it will get the 
reader’s attention. Make sure that it is short, easy to read, 
well worded. Make sure that it will arouse the reader’s 
self interest, stimulate his imagination and promote 
action. 


CHECK YOUR ILLUSTRATION 

One of the jobs of the illustration is to simplify the 
copy. Pictures make the ad more understandable, easier 
to grasp. It makes the merchandise you are selling read- 
ily identifiable. 

Get pictures of merchandise into every possible ad. It 
helps the reader to imagine himself using your products. 
This is one of the best ways to arouse self desire. 

Important to remember is that illustrations can be difb- 
cult to understand. One way to avoid this is to give them 
captions. Picture captions are often read before the copy. 
They help to explain the content, make the appeal more 
understandable. If correctly used, a picture can greatly 
influence the reader to come into your store. 


CHECK YOUR BODY COPY 

As far as you are concerned, the body copy is the most 
important part of your advertisement. Here is your op- 
portunity to present a sales message. In the copy, you 
can tell the reader about the merchandise, about your 
store, your policies. 

So, check your copy carefully. Be sure that it sells 
before anything else. Be sure that it explains what the 
product is, how the reader can benefit from its use. This 
approach is of great importance for, if you can accom- 
plish this, the reader will be transformed into a customer. 

Check your copy. Does it ring true? In order to 
establish confidence, a prerequisite to buying, the facts 
must sound true. Most readers have had so many “super- 
latives” thrown at them in current advertising that skepti- 

(Please turn to page 254) 
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YOUR 
(GUIDE 


to 


BETTER 
BUYING 











The new 1949 Benj. Allen & Co. jewelry catalog is ready to serve the jewelers of 
the country as a convenient guide to buying on all occasions. 


BIGGER AND BETTER THAN EVER 


This 1949 catalog is a comprehensive listing of all types of jewelers’ merchandise, 
with complete price lists and illustrations of diamonds, watches, jewelry, silverware, 
clocks, novelties, material and optical goods with a convenient index at the thumb 
cut in the center of the book. 


USE THIS BOOK FOR PROMPTNESS AND PROFIT AT ALL TIMES 


AVAILABLE TO ESTABLISHED RETAIL JEWELERS ONLY 


BENJ. ALLEN & CO., ING. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. 
10 So. Wabash Avenue CHICAGO 3, ILLINOIS 
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Loeation Was First Consideration 


In Planning This “Dream Store” 


Although planning a “dream store,”’?’ Homer Coulter 


was extremely wide-awake and practical when choosing 


by DAVID LYLE 


a location. With an eye on the future, he decided 


that one providing traffic was most important. 






















OU’VE read articles about “dream stores” of 
=a | : course. 

PUP And, possibly, after reading about a certain one you've 
pe ! : laid down your copy of JC-K and said: “All very fine— 
Se a aaonoreaeeeenenl a ££ se but not for me! Too many gadgets and gimcracks. Too 
pe . many fancy cabinets and lighting fixtures. Too large a 
setup for a retailer like me.” 

This, however, is a story about a moderate-sized “dream 

store.” 
: | Nothing too fancy. No going overboard on solid ma- 
ee hogany fixtures and block-long window displays. In fact 
a it might not even be a “dream store” to many a jeweler— 
but it was to Homer Coulter. 

Ever since he graduated from the horology department 
of Bradley University in Peoria, IIl., in 1931, Homer 
dreamed of the kind of jewelry store he would like to 
operate. However, realizing that dreaming is one thing, 
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The front of Coulter's store is | 
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Though not large, the Coulter store 
accommodates a wide variety of mer- 
chandise. The linoleum's _ stripes 
help create the illusion of width. 
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LAUNCHES 
POWERFUL NEW 
ADVERTISING 
CAMPAIGN 


Here is one of a series of dramatic new 
Treasureland Diamond Ring advertise- 
ments now appearing in the rotogravure 
sections of leading Sunday newspapers. 
Timed to attract the profit-packed pre- 
oe holiday jewelry market, these sparkling 
e promise or co =e ads will catch and hold the eyes of 


ee ‘Il ove live ° | : 
eae ee millions of readers. 
the oe at ag 
y epi cland aay To assure year ’round sales and profit 


Treasur 





opportunities, Treasureland offers its 
dealers complete local advertising sup- 
port with newspaper mats, radio scripts, 
dramatically illustrated mailing folders 
and booklets, and striking store and 
window display pieces. 


Sreasureland 


f €:e 7 &IT2aAE OC 


DINMOND RINGS 


Write today for full details on an 
exclusive Treasureland Dealership in 
your community. 








TREASURELAND RING COMPANY 
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and doing is another, he was practical about the matter. 
Here is what he did: 

Location, Homer realized, is all-important. He wanted 
to start his business in Peoria and, moreover, he wanted 
to get in the center of the downtown shopping district. 
After much searching he finally located space in the Leh- 
mann building at the intersection of Main and Jefferson 
Avenues, one of Peoria’s greatest traffic corners. Although 
downtown, it is out of the department store area, busses 
stop at all four corners of the intersection and the building 
itself, one of the principal office buildings in town, is 
strictly modern. 

The shop secured was on the ground floor, a spot where 
thousands of persons pass daily. Coulter would have pre- 
ferred a larger location but, since none with similar traffic 
advantages was available, he decided to alter it to meet 
his own “dream” ideas. 

The first step was to remove the front and install a 
modern facade. This was of the streamlined, recessed 
type, with an entrance at the extreme right. A large dis- 
play window was located to the left of the doorway, and 
green and gray Carrara glass was used beneath it and. 
also, to the right of the recessed doorway. Corrugated 
glass was employed above the door and display window. 
with Coulter’s firm name and “Fine Jewelry” superim- 
posed in aluminum letters which, at night, were sil- 
houetted as a result of lights placed behind the glass. 

The display window is self lighted by seven individual 
spot lights. Outside the door, in a niche, is a shadow-box 
display in which various additional items are shown. 

Inside the store, the floor plan is arranged for the 
greatest convenience in attracting and serving customers. 
The display and sales room is in front, with the offices in 
the rear. A partial balcony, reached by a neat stairway at 
the right rear of the sales room, houses the repair depart- 
ment. In front of the stairway, a short corridor leads to 
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an entrance into the lobby of the building where elevators 
are constantly serving the many people who visit physi. 
cians, dentists and other professional people who have 
their offices there. 

A display window is set in the wall adjoining this 
lobby, and is lighted by two spotlights and a cold cathode 
tube across the top. Displays are kept there constantly. 
attracting the attention of those visiting the building. The 
lobby entrance makes it easy for these people to visit 
the store. 

The treatment of the floors and walls in the store js 
made to contribute to a homey and attractive atmosphere. 
The floor is of dark marbled inlaid linoleum, with strips 
of maroon and ivory every 30 inches across the room. 
The plastered walls are of grayish blue and the ceiling is 
white. 

All the fixtures in the Coulter store are of glass, 
trimmed with medium dark walnut. A false partition was 
brought out on both sides of the room for 16 inches, even 
with the front of the wall cases, giving the latter the ap- 
pearance of having been built in. All wall cases are pro- 
vided with glass shelves and polished ebony backs. They 
are lighted by cold cathode tubes. On one side these wall 
cases are used for displays of jewelry and clocks, and on 
the other side for flatware and hollowware. 

The wall cases have sliding wrapping boards directly 
below the shelves, which may be pulled out for wrapping 
purposes and pushed back when not in use. Below the 
wrapping boards are drawers for additional stock. 

The seven glass floor cases are of the latest type, each 
20 inches deep and 40 inches high. The one immediately 
in front of the entrance is divided horizontally into two 
compartments, in each of which a display is carried. The 
one at the left of the door is a full glass case with glass 
shelves. showing jewelry, pens and clocks. The other 


(Please turn to page 255) 


Compactness of store is seen in 
this view of the rear. The photos 
of the "Philosopher" and his 
family are an unusual touch, often 
commented upon by the customers. 
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Must Sterling Hollowware 
Be Merchandising’s ‘Stepchild’? 


Not, certainly. with the Krauss firm, Palm Beach, Fla., 


where sterling hollowware volume approximates $2.000 monthly. 





HILE sterling silver hollowware is on display 
in thousands of retail jewelry stores throughout 
the country, it has always been a bit of a “stepchild” 
when it comes to merchandising effort. Most of us are 
inclined to regard it as a staple jewelry item which is 
there when the customers ask for it, a good item to dress 
up a window display, and let it go at that. 

Until we instituted a complete merchandising program 
to make the most of sterling hollowware opportunities, we 
were guilty of about the same kind of promotional 
lethargy. It was only when I discoverd that sterling hol- 
lowware sales had been on the downgrade for several 
years before the war that I began giving it more consider- 
ation. 

After two years of planned selling, we now do a volume 
of approximately $2,000 per month in sterling hollow- 
ware. While that amount is not stupendous it must be 
remembered that we are located in a city whose popula- 
tion is under 50,000 except during the few winter months 
when Northern tourists make their annual trips South. 
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by ERNEST KRAUSS 
Krauss Jewelry Co. 
West Palm Beach, Fla. 


"When we sell our first piece 
of sterling to a customer we 
don't let the sale die at that 
point,"' says Mr. Krauss, shown 
here matching hollowware tray 
with piece of sterling flatware. 


It represents an important increase, which we credit 
entirely to “merchandising sterling hollowware from the 
stockroom on.” 

First, we have inculcated all of our salespeople with a 
complete knowledge of hollowware which enables them 
to go far beyond the usual “This is a very pretty piece” 
stage of presentation. We are training a staff of young 
girl salespeople at present, all of whom I chose personally 
for sales ability, courtesy, and the ability to learn. When- 
ever a new shipment of sterling flatware or hollowware 
is received, the girls are called upon to help unpack it. 
We unwrap each item one at a time, while I explain its 
name, its selling points, how the pattern was developed. 
what it is used for, the price, and its place in a tea set, 
dinner service, decorative use, etc. In this way each girl 
focuses her attention on the basic values of the sterling 
hollowware item involved, and is bound to remember 
what she has learned when it reaches the display shelving. 
If the sterling is reinforced, is made by a long-estab- 


(Please turn to page 256) 
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ila introducing America’s newest and 


loveliest flatware pattern 


























in “Guildecraft” 
masterpieces 


of silverplate 


Astrid* is a magnificent, pierced pattern 
in the Scandinavian manner . . . luxuriously 
heavy and beautifully balanced. New knife blades and 
new tines and bowls have been created to carry out the 
concept of this brilliant design. The quality 
is unsurpassed . . . from the extra-heavy plating to the 
careful finishing of every piece. The Astrid pattern proves 
again that Guildcraft* is truly FIRST IN SILVERPLATE. 
Astrid, now available only in limited quantities, 
will be introduced in your city as soon as possible. 


GUILDCRAFT 


Masterpieces of Silverplate 





A Division of National Silver Company 
New York. Chicago. Detroit. Dallas. Miami. 
Los Angeles. Atlanta. San Francisco. Seattle. Portland (Ore.) 
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Typical billboard advertising the 
Fuchs store. These signs are ro- 
tated in key spots throughout city. 





“LE 1 Fleas We VP 2s 
3279 N. GREEN Bay 
% | MILWAUKEE. Wis. oe 
’ GRADUATIONS - ANNIVERSARIES - BIRTHDAYS 





No space is wasted on Fuchs’ mail- 
ing pieces; even the address side 
contains a promotional message. 





wre WCINS : PP 
Fine J)iame onde at 


HE, too, 
GF will love a gift of 
, =U JEWELRY 
on 
VALENTINE'S 
DAY ir : 
x 


POSTMASTER 
if for rwarded to a new address notify sender 
n form 3547, postage for notice guaranteed. 
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Cameras and projectors are displayed at the counter adjoining the 
ring counter so that such merchandise may be suggested either for 
the honeymoon trip or as gifts for bride's and groom's attendants. 


Advertisements 
Are Literally 


“All Over Town’ 


lb HE wise use of advertising billboards can build 
a jeweler’s sales,” comments Alfred Fuchs, Jr., 
one of the owners of the store known as Alfred W. Fuchs, 
Inc., at 3279 N. Green Bay Avenue, in Milwaukee, Wis- 
consin. 

He goes on to say, “Those billboards build sales in 
several ways: First, they attract motoring newcomers in 
the city, and second, they give people the impression that 
our store must be a prominent one to use this means of 
advertising; and third, it keeps our name before the pub- 
lic even better than newspaper ads would! 

“The way we work this is through the advertising 
agency which handles all of our advertising. They con- 
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“THE 1949 BECKEN BOOK” CONTAINS 550 PAGES FEATURING THE MOST COM- 
PREHENSIVE LINE OF JEWELRY STORE MERCHANDISE OFFERED BY ANY 
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tract for the use of five billboards (the minimum in this 
vicinity) and then rotate our advertising copy on five 
different billboards at five different times. This helps give 
the impression that our ads are all over town! 


‘For one month our copy will stand at one intersection. 
and then the next, it is moved to another part of town. In 
this way people who see one billboard will remember that 
they saw another a few weeks before in a different part of 
town and they will be impressed with the wide scope of 
our advertising, when in reality, it is just our judicious 
changing around that does the trick!” 


This 54-year-old firm has been in the heart of Mil- 
waukee’s north side since its founding by Alfred, Senior. 
Now, he and his two sons, Alfred, junior, the vice-presi- 
dent, and Erwin R., the secretary-treasurer, head the five 
people on the selling staff. A watchmaker on the staff 
does all the repairing on the premises. 

To get back to the Fuchs’ advertising policy, besides the 
billboards, they use mail stuffers and direct mail appeals. 
The latter two they have found to be very effective also. 
Alfred, Jr., and the advertising agency collaborate every 
three months on a little catalog which is mailed out to 
about 7,500 names. These are the names and addresses 
gathered from sales slips which were made out whenever 
a customer bought something. 

These little catalogs contain only about four pages and 
are a little bigger than an ordinary postcard, but both 
sides of each page are used for the printing of sales copy. 
plus attractive illustrations of merchandise. It is entitled 
“Gems,” and the Fuchs’ name is in a prominent spot in 
the upper corner. Thus every time a prospect picks up 
these little booklets, the store’s name is more deeply im- 
pressed on his mind. Newspaper ads are used only for 
major gift-giving holidays. 
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by L. A. SHORE 





An alcove between the jewelry store 
and the adjoining optical department 
provides a pleasant, private consult- 
ing room where brides-to-be may ex- 
amine silverware patterns at leisure. 





Postcards of this sort are sent to all 
known brides-to-be by the Fuchs firm. Ad- 
dresses are secured from marriage license 
bureau, newspaper announcements. 








but, have you forgotten something ? 


So much excitement—so many things to think of ... 
could you possibly have forgotten to select gifts for your 
bridal attendants? We feature an excellent selection of 
jewelry gifts that will carry lasting memories of your happiest 
day. Hurry in to see them—priced from $2.00 up. 


A REAL HELP FOR YOU 
Come in for a free copy of our helpful booklet—"How to Plan Your 
Wedding . . . and Your Silver.” 


ig You are lovely - bride-to-be... 
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AND THEN, HAVE YOU SELECTED 
YOUR SILVERWARE? 






Before you decide, see our display of Towle, Gorham and SINCE 1894 
Heirloom Sterling, as well as Gorham and Rogers Silver 


Plate. We will be glad to extend divided payments 3279 NORTH GREEN BAY AVENUE 











Other stuffers of a one-page kind pushing certain items 
connected with a holiday go out with the monthly state- 
ments. The advertising firm also follows up all the wed- 
ding license announcements in the paper by sending post- 
cards bearing last-minute reminders to the brides listed. 
Usually these cards bear the invitation for the brides to 
come into the store for a free booklet on planning wed- 
dings and silver sets. 

“One thing I’ve learned from our mailing experience,” 
says Alfred, Jr., “is that it is very important to keep the 
mailing list pruned of all outdated addresses and wrong 
numbers. Ads sent to the wrong address are so much 
loss, that’s all. So it is best to check with the City Direc- 
tory or the polling lists (available at every City Hall) to 
be sure every piece of advertising is doing its bit to bring 
in added sales. It’s our job to see that it arrives; after 
that, of course, the rest is up to the recipient, if he wants 
to come in or not!” 

Set in the heart of the northside shopping district, the 


(Please turn to page 257) 
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SUCEEIELD MERCHANDISE CO., INC. 9 cost s6th street. New York 17 
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AND WLR INC. 


Importers and Cutters of 


Precious and Semi-Precious Stones 
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AIDS FOR WATCH PARADE PARTICIPANTS 
(From page 175) 


ELGIN: A three-color mailing piece was sent Jewelers 
urging them to tie-in with the Watch Parade. This 
included specially designed dealer ads in a Variety of 
sizes to feature the “1948 Watch Parade,” full-colo; 
window streamers and helpful suggestions on advertising 
and publicity. Elgin also provided a colored display card 
for counter and window use. 


GRUEN: A special series of newsmats and window 
display helps were made available to all Gruen dealers. 
They were described and illustrated in an 8-page folder 
so that Gruen dealers could take full advantage of the 
Jewelry Industry Council’s program. With its many and 
varied suggestions, the booklet urged dealers to “get in 
step with the great ‘1948 Watch Parade.’ ” 


HAMILTON: Issued an 8-page brochure entitled “How 
To Sell More Hamiltons During the Watch Parade.” | 
contained, in addition to considerable general informa. 
tion and a check-list, a set of display cards and advance 
proofs of five mats especially prepared for the Watch 
Parade. The check list showed general literature, car 
cards, radio spot announcements and other material nor- 
mally available to Hamilton dealers. 


HELBROS: In addition to broadsides sent to about 
8000 dealers urging them to promote the Watch Parade, 
Helbros proposed to reach an estimated listening audi- 
ence of more than 48,000,000 on its 407-station Mutual 
network program. The program is aired Sunday evenings 
between 5:30 and 6:00 p. m., and the programs on Oct. 
10 and 17 will feature the Watch Parade. 


LONGINES-WITTNAUER: Full support to the Watch 
Parade came from Longines and its representatives were 
furnished with especially prepared material in keeping 
with the Jewelry Industry Council’s general presenta- 
tion, to make the retail industry and the public conscious 


of the Watch Parade. 


OLLENDORF: Prepared special newspaper mats for 
Gotham Watch dealers and planned to throw the full 
weight of its time signal radio commercials behind the 


Watch Parade. 


PARKER: Wrote 21,000 retail jewelers on the impor- 
tance of their supporting the Watch Parade in their 
communities. Parker supplemented this in its Sept. 25 
news-letter and, in addition, all Parker salesmen were 
asked to specifically discuss the Watch Parade with retail 
jewelers and to enlist the efforts of the latter to make the 
Watch Parade a success. 


HENRI STERN WATCH AGENCY: Made available 
to its retail dealers’ material especially designed to aid 
them in taking the fullest advantage of the opportunities 
presented by the Watch Parade. 


WALTHAM: In effectively tie-ing in with the Watch 
Parade, Waltham prepared for its dealers special radio 
announcements, special mailing cards. special newspaper 
mats and window display material. 


The seriousness with which watch manufacturers and 
importers by and large viewed the Council’s Watch Parade 
and the prospects it contained for increased sales if the 
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Parade is properly and adequately promoted may be 
<yummarized by quoting the following comment by a lead- 


ing manufacturer. 

“We are heartily and fully in sympathy and in accord ‘ 
with this Parade and will do everything we can to help | 
make it a success. | 


Despite all that the Jewelry Industry Council has done | 


in sponsoring the “1946 Watch Parade” and what the 
various manufacturers, importers, wholesalers and others 
have done in support and cooperation, it may be that 


some retail jewelers, for reason of prior promotional 














plans or other circumstances, will not be in a position 

to actively participate during the two designated weeks. | Mm po rte rs 
That fact, however, should not deter them from capitaliz- | 

ing upon the profit possibilities of a Watch Parade of | of 


their own at a later date. The fundamentals of the Watch 


* 
Parade and the underlying principles of such a promo- [) | a mm O I) d S 


tion are applicable throughout the year. For this reason 


jewelers should retain the Council’s Watch Parade pro- ina 1 
motion idea book-—above all it should not be thrown | 

away—and likewise, they should carefully consider the | 

possibilities of use at some future time of the ideas, sug- | S Z E S 


gestions and material which they have received from | 


and 


WINDOWS FOR THE COMING MONTH 
(From page 173) Memorandum Selections Upon Request 


other sources. 





of six fabric-covered flatware plaques framed with narrow 
wood frames hang on the center wall. 

The framework of the corner cupboards should be 
painted white or cream color with a good strong color 
used for the inside walls, to silhouette the silver pieces. 
The same color can be used for the center wall panel on 
which the flatware plaques hang and also for the floor 
of the window. The step elevation should be painted | 
or covered to match the finish of the outside of the cup- 
boards. A soft blue would be a good color for the cupboard. 
walls and the background. or if you want the window | 
to carry out the harvest colors——a deep wine color or a 
softened rusty red. Avoid the yellowish and brownish 
tones with silver as they tend to cast a “tarnished” shadow 
on the merchandise. 
































Also 


Fine Diamond Jewelry 
ey occasionally purchased 
MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS at Sacrificed prices. 


| 
| 
' 








Materials Source | 
CUPBOARD DISPLAY | 
Construction of cupboards Local carpenter : 
6 Rectangular flatware plaques Use ones on hand or 





cover compo board | 
with velvet ! 


6 Frames for plaques Picture Frame Shop 
Linen runner or doilies and Department Store 
napkins 


Fruit centerpiece 


LEAF DISPLAY WHITELAW BROTHERS 


5 yds. Velour paper assorted Display Supply House Diamond Importers & Cutters 
three colors 48 WEST 48TH ST..N.Y.C. BRYANT 9-0123 
Additional velour paper for 
covering floor and elevation 





— — 








For the other display suggestion shown, giant autumn 
leaves in various brilliant colors are splashed against 
a plain background. Floor and step elevation, covered to 
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Importer of Precious, Semi-Precious 
and Synthetic Stones 


10 WEST 47*" STREET - NEW YORK 19, N. Y. 

















match a predominating color of the leaves, display an 
assortment of tableware with no particular attempt at 
simulating actual table arrangements. The leaves may be 
cut from fabric or heavy paper. The velour paper which 
comes in so many lovely colors and has a soft finish would 
be good. Two sheets of this paper placed back to back 
may be cut out together so that a double faced leaf results. 
These are a little more flexible to use because the corners 
can be curled slightly without showing the backing. 
Or a double-faced heavy background paper could also 
be used. These are quite stiff and would curl nicely, 
although the finish is not as rich looking as the velour 
paper. Although nature is lavish in her selection of autumn 
colors, for as confined a space as a window display, 
colors must be somewhat limited to avoid too garish 
an effect. Three colors for the leaves should be sufficient 
to achieve a good effect—russet, gold and dark green, 
or a deep wine, magenta and lime green, or red, pale 
yellow and brown. If you are featuring china patterns 
in these displays, a good system is to take your window 
color scheme from them. Then your display is sure to 
have color unity. 


CHINA ROOM TAILORED TO MERCHANDISE 


(From page 177) 


the front display window seldom fails to attract attention 
from passersby. 

Place settings of silver, china and crystal are arranged 
in a plateau design. A sign hanging over the display 
windows identifies the department featured in the display. 

“The China Room has expedited upstairs selling,” com- 
mented Mr. Joseph. “When a prospect vacillates on his 
silver pattern choice, the sale is usually sealed speedily 
when the prospect is escorted to the basement and has 
the opportunity to inspect patterns amidst a harmonizing 
china and glass setting.” 

A good gift shop needs a woman on the premises, 
according to Burton Joseph, Sr., someone who is re- 
garded as a final word by patrons who want “something 
nice” for various occasions. Someone who can deal with 
the choosey matron as well as the vague husband type 
seeking a wedding anniversary gift. 

The “final word” at Joseph’s is Mrs. Carlita M. Hol- 
brook, whose ability to answer the potpourri of requests 
for gift selections has been polished up by fourteen years 
of specialized silver and china selling. 

Her following among the “carriage trade” is one rea- 
son Joseph’s has hung up such a mark in gift sales. Be- 
cause she has a typical feminine affection for feasting 
her eyes on pretty things, Mrs. Holbrook is an ideal am- 
bassador among gift buyers. 

As a one-woman personal shopper service, she spends 
much of her time in telephone conversations with shop- 
pers who rely on her for sight-unseen assistance with 
cift problems. 

In telephone conversations, she sometimes suggests to 
callers that she be allowed to dispatch a deliveryman to 
homes with several gifts from which they may make a 
choice. 

More frequently, however, telephone shoppers depend 
wholly on Mrs. Holbrook to make the selection, gift wrap 
it in wrapping paper patterned in China Room colors, 
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and to insert a small card which bears the name of the 
giver on one side, and reads “From the China Room 
at Joseph’s” on the opposite. 

Duplicating gifts to brides is eliminated by keeping 
records on each bride briefly describing gifts already 
received. 

“A double-barreled benefit has stemmed from install- 
ing a smoother, larger gift layout,” declared Mr. Joseph. 
“Sales of higher-priced units have materially increased, 
and at the same time, we have managed to heighten our 
appeal to the modest-means gift shoppers by widening 
our selection of popular-priced items. 

“The over-all effect has been a boon to the operation. 
not only from the standpoint of increased gift sales vol- 
ume, but also from the large number of prospects this 
increased traffic creates for other departments. | 





CONSISTENT POLICY BUILDS CONFIDENCE 
(From page 179) 


near know their source of supply. When they want any- 
thing. that is where they go, whether it is today or to- 
morrow. 

“But bargain hunters are anybody’s customers, and, 
paradoxically, nobody's customers. Whoever has the best 
bargain when they are ready to buy makes the sale. No 
bargains today; no sales. 

“Tt seems to us that this type operation goes on with- 
out end. You have to continuously keep promoting spe- 
cials in order to do any business. 


“Our turnover of customers is almost a minus factor. 
Our type trade stays with us over the years. We do not 
entice them with bargains, but with reputable merchan- 
dise that we can and do guarantee unconditionally.” 

To bear this out, McNeel’s feature a line of watches 
in the higher price bracket with the trade name 
‘“McNeel’s.” 

“Any jeweler, any place,” says Mr. Schwartz, “can 
garner for themselves the enviable reputation McNeel’s 
enjoy if they will just have the determination to focus 
their eyes on the future and brace themselves for the 
long pull ahead. 

“I{ the jeweler belongs to the school of thought that 
a fast quarter is better than a slow dollar, he is more 
than apt to find himself on the short haul, rather than 
the long pull. 

“But at the start, 37 years ago, Mr. McNeel decided 
that it was more dependale to be persevering than sen- 
sational.” 





FRANK'S CAPITALIZES ON PERSONAL TOUCH 
(From page 181) 


city. we leave that kind of business to them. We prefer 
our sales short and snappy and not involved with long- 
drawn-out payments and record-keeping. 

“That’s one of the reasons we handle merchandise in 
the budget-priced price range. We are in a residential 
neighborhood, and most of our trade is with working- 
men’s families. When they buy jewelry it is for big occa- 
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"A Gem of a Buy Every Time” 






HENRY MEYER 


ESTABLISHED 1914 


Diamonds 


20 WEST 47th STREET 
NEW YORK 19,.N. Y. 


Wire or write for an assortment for 
examination. Also, special attention 
given to matching diamonds. 
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sions in their lives; birthdays, engagements, weddings, 
anniversaries, and so on. 

“Well, they usually have saved up for a long time to 
get those, so they can pay cash; but they want the best 
there is for their money. And that’s the way it should 
be! So we stick to items that won't put too big a strain 
on their pocketbooks. On the other hand, for anyone who 
wants more expensive items—well, we carry rings up to 
$2,000, and should anyone want to spend more than 
that, of course, we can always get it for him! 

“But to get back to that budgeted customer that we 
cater to, we carry a lot of fine costume jewelry, too. This 
is aimed at getting the shopper into our store. We have 
a twelve-foot shelf of earrings and another ten-foot shelf 
of other earrings for pierced ears. These are very big 
sellers in this neighborhood. Rosaries and other religious 
jewelry items are good sellers, too, for we have man 
churches in the neighborhood to help swell the call for 
these items.” 

The thirty-six feet of glass showcases that run along 
our north wall are divided into sections. The first holds 
pen and. pencil sets, the next shows wrist watches, the 
third holds rings and necklaces, the fourth has chains, 
lockets, and crosses; and the fifth holds the two types 
of earrings and other costume jewelry. 

Along the opposite wall is a cupboard-like case. Orig- 
inally, it had the upper part glassed in to act as a display 
case, and the lower part was of wood to hold extra stock. 
But Frank and Jack decided to use both the top and 
bottom for display, so they had the wooden partition 
removed, and another glass front installed in its place. 
Now they have four shelves running the whole length of 
this south wall. On those four glassed-in shelves they 
can show a large amount of silverware—flatware and 
hollowware—compacts, vanity sets, and other bulky 
items. Fluorescent tubes run along the tops of these cases 
and illuminate all the attractive merchandise. Sliding 
glass doors make all these items easy to get at while still 
permitting shoppers to look the goods over through the 
glass at their leisure. 

As was mentioned before, Jack Lukitsch takes com- 
plete charge of the window displays. He tries to tie 
them in with the season or special events. Recently he 
used the principle of movement in a window, to get extra 
notice from passing shoppers. 

He showed the works of several watches and had some 
of these under a magnifying glass so that passersby 
could stop and examine the tiny parts running. Simple 
little typed cards told the shoppers just what the works 
were and gave a few extra details about the brand-name 
watch the works were from. Window lights were kept 
on till 11 p. m. for window shoppers. 

“We noticed that most shoppers who stopped to look 
at this one window were fascinated and stood there for 
a long time, and naturally, when people see others at a 
window, they stop, too. Once they stop, it’s easy for 
them to come inside. Especially when they see by our 
price tags that our prices aren’t out of this world! That's 
why we like to feature pretty costume jewelry in every 
window. What woman ever has enough pins or neck- 
laces? She may have a watch or silverware, but she can 
always use another lapel pin or brooch or string of pearls 
or earrings. So we feature these as lures. Once they are 
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‘nside our store, they may see other items that will 
lease them. 

“We take the name and address of every customer 
and that’s how we make up our mailing list for our 
monthly direct mail ads and our occasional “Thank you’ 
card and our seasonal brochures.” 

This store has been in this same location for the past 
nineteen years. Frank and Jack and a girl handle most 
of the selling work with a man for watch repair work. 
They are open daily from 9:30 a. m. to 6 p. m. and 
until 9 p. m. on Fridays. That’s the night when all the 
stores in that neighborhood are open late. 

“This has turned out to be the best late shopping night 
this section ever tried,’ concludes Mr. Lukitsch. “Every- 
body goes shopping that night, and when women drop 
in with their husbands, that’s when they really buy!” 





DEPARTMENTS—CUE FOR EFFICIENCY 
(From page 183) 


apart; one class being displayed on one side of the store 
while the other is on the opposite side.” 

About merchandising diamonds, George Taylor says: 
“I was brought up in the jewelry business. But when it 
comes to buying diamonds, I do not use my own judg- 
ment. I buy with confidence from reputable firms, and sell 
with confidence. 

“IT look over my inventory and see what I need. I order 
what I want from a diamond house that has long been 
established and known to the trade as being 100 per cent 
reputable. These firms I deal with only handle stones. 

“From another house I order the mountings. When I 
order the stones, I instruct the diamond house to send the 
stones I ordered to the mounting house where they are 
mounted up and shipped to me. 

“In all my years of buying this way, I have yet to have 
my first cause for complaint. If this ever does arise, I 
know that the firms will stand back of their merchandise, 
as we do on our end to our customers. We own and oper- 
ate three stores—one in Corpus Christi, one in Laredo, 
and one in Greenville, all in Texas—and it has been our 
experience that we have to buy with confidence in order 
to resell with confidence.” 

“Remodeling has had a desirable effect with our dia- 
mond volume,” says Jack Taylor. “You will note that we 
did not go in for anything modernistic. We are not 
extremists, neither are we old fashioned. We felt that we 
should maintain the atmosphere of dignity most people 
associate with a jewelry store. 

“Old fixtures, we found, have a tendency to create the 
impression that our new merchandise isn’t exactly of the 
latest style. Old fixtures do not enhance antiques, either, 
as some suppose. 

“Frequently, we advertise diamond rings priced up to 
$7,000. $7,000 diamond rings and obsolete show cases 
just don’t harmonize and doesn’t leave the right impres- 
sion with the average customer. 

“In all people there is a certain amount of civic pride. 
Your local customer has a more friendly feeling toward 
the store that helps make their city a show place. The com- 
ments we have received from old customers have made us 
fully aware of this fact. The customers are as proud of our 
store as we ourselves.” 
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H.R. BENEDICT & SONS 


INCORPORATED 
62 WEST t7th ST... NEW YORK 19, N.Y. 





239 





THIS JEWELER 
TROUBLE?! 


FIAS ‘ 








PITY the poor jeweler who was so 
busy with a graduation sale he forgot 
all about his wedding anniversary. 


Guess where his wife put him! 


BUT THIS JEWELER 
IS REALLY TROUBLED... 


HE CARRIED several insurance policies but 


none against a hold-up. And a hold-up man got 


away with plenty. 


ADVICE: 
TAKE out a Saint Paul Jeweler’s Block Policy. 


One premium, one payment date, one policy gives 
protection against hold-up and all these hazards: 


Safe-burglary; shop-lifting; fire, water or oil burner 
damage; hold-up, inside or out; merchandise carried 
by salesmen; registered mail and sealed Railway 


Express Shipments. 


Call our agent or broker today! 


ST. PAUL FIRE AND MARINE 
INSURANCE COMPANY 


SAINT PAUL 1, MINNESOTA 





EASTERN DEPT. HOME OFFICE PACIFIC DEPT. 
75 Maiden Lane 111 W. Fifth St. Mills Building 
New York 7, N.Y. St. Paul 2, Minn. San Francisco 4 
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| Can You Help Me? 




















My Display Problem I, 
by VIRGINIA DIXON 


Readers’ questions about window and inside-store display wilj 


be answered in this department each month by Miss Virginia 


Dixon, one of America’s topnotch display experts whose talents 
have been brought to a focus on the jewelry field. Miss Dixon rm 
already well known to JC-K readers as the author of many 


stand-out articles on jewelry store display. 





ey 
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T is rather difficult to give definite sources for all the 
display materials shown in the lovely Christmas wip. 
dows on pp. 184-5, since many items were made to order 
or were made up in the store’s own shop. The following 
list, however, will give you sources for similar materials. 


Spun Glass—This particularly glamourous display 


| material is now available in a number of forms including 
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| the original “Angel's Hair” for cloud-like effects and 


several types of woven glass fibers. The largest selection 
of these materials is at Radiant Glass Fibers Company, 1] 


West 29th Street, New York. 


Background Papers—-If you want a quality paper 
for covering a window background, display case or wall. 
see the Timbertone papers at your local display supply 
house or send for their Christmas catalog from Timber- 
tone Decorative Company, 324 Lafayette Street, New 


York 12. N. Y. 


Candles —The giant Christmas candles shown are not 
readily available in stock, but it would be simple to make 
them from the peppermint stripe cardboard tubes avail- 
able from the Mutual Display Manufacturing Company, 
1101 Power Ave., Cleveland 14, Ohio. These tubes come 
in 3 to 12-foot lengths and 1, 2 , 3, 4, 6 and 8-inch diam- 
eters, and are gaily striped in Christmas red and white. 
A twist of metallic paper in the top to simulate the flame 
would convert them to candles in a jiffy! This company 
also offers peppermint striped canes from 21% to 10 feet 
in length, same diameters as the tubes. 


Santa Claus Masks—as listed last month—these 
are available in papier mache from Old King Cole Dis- 
plays, Canton, Ohio; Vernon T. Carlock, Greenville, 
Ohio, and Rip Studios, 15 East 22nd Street, New York. 
Also in paper sculpture from Rip Studio. 


Santa Claus Figures—The pixie Santa Claus shown 


came from L. A. Darling Company of Bronson, Michigan. 


Their New York office is 47 West 34th Street—Chicago. 
222 W. Adams Street and their materials are distributed 
by many display supply houses. 


Angels—Chelix, Inc., 361 West 58th Street, New York 
19, N. Y., have an attractive thirty-inch high Christmas 
angel in papier mache as well as a host of other cheerful 
Christmas items in both papier mache and wire. 


Fireplaces—-I can’t tell you where to get the quilted 
satin fireplace, although you can probably get quilted 
satin in your local department store and make your own, 
but from Doerr and Associates, Portsmouth, Ohio, you 
can order a miniature red cork brick unit, 20 in. x 10 in. 
x 8 in. or 36 in. x 19 in. x 14 in., complete with white 
mantel and hearth and tiny gilt andirons! This firm also 
features a chimney unit made of the red cork brick with 
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roof section and chimney top in white flocking. This 
comes 14 in. X 10 in. x 9 in. or 24 in. x 16 in. x 18 in. 


Sleighs—Santa and sleigh and six tiny reindeer which 
can be suspended from the window ceiling are offered 
by Everetts Fredericksen Soper Company, 1621 Main 
Street, Kansas City 8, Mo. 


Snow—Artificial snow is available in large easily cut 
blocks, in fist size chunks, in flakes and in fine powder 
from Frostee Sno Company, Antioch, Ill. From Glo- 
Brite Products, Inc., 6415 N. California Ave., Chicago 45, 
Il, you can get snow panels up to 8 feet high by 20 
inches wide, 1-6 inches thick and also plastic snow flakes 
in bushel containers. 


Christmas Tree Ornaments— The old - fashioned 
Christmas tree ornaments of metallic glass that really 
sparkle and twinkle may be ordered from Art R. Cohen 
Company, 810 Penn Ave., Pittsburgh 22, Pa., from Balti- 
more Display Industries. 106 West Baltimore Street, Balti- 
more. Md., and from Tri-Allied Creative Displays, 200- 
902 No. Pearl Street. Baltimore. Md. 


Foliage—Natural and Preserved—If you can't get 
your Christmas wreaths, roping and trees locally, write 
to the Greenwich Nursery Company, 2 West Broadway, 
New York 7, N. Y., or Arts and Flowers, 43 West 56th 


Street, New York 19, N. Y. Both firms also carry Christ- 


mas tree ornaments and miscellaneous novelty decora- 


tions. 


Fabrics—There is a full line of tinsel and jewel cloths 
in silver, gold and colors at Associated Fabrics Company, 


tongue for appeal. 











1600 Broadway, New York 19, N. Y. Maharam Fabric 
Corporation, 130 West 46th Street, New York, offer two 
new Christmas fabrics—Metalnet, silver or gold metallic 
open mesh, 45 in. wide and Sparkletex, a nonwoven cot- 
ton display material with generous application of tarnish 
proof silver glass flitter, 36” wide and flameproof. 


Illuminated Plastic Decorations —Stars, bells, balls. 
crosses and wreaths of translucent red or white plastic 
equipped with light sockets and cords for illuminating in 
sizes from 6 in. to 48 in. in height for both outdoor and 
indoor decoration are from General Plastic Corp.. 


Marion. Ind. 





RINGS ALWAYS BEST SELLERS HERE 
(From page 188) 


to study what people want. They have definite likes and 
dislikes and a good turnover is based on buying what 
they like. A jeweler may have a good ring stock but 
may not have the rings people in his area like. 

“For one thing people look for artistic creations. 
They may not always be able to explain this quality but 
they know what looks pleasing to the eye and what does 
not. Just now I have in mind a snake design because 
we have snake ring which sells well at $32. Let us look 
at the difference in snake designs. One has sold very 
slowly. It had unpleasing lines, poor design and lacked 
color. The good seller had a pleasing design, with two 
tiny colored stones for color and snap, and a small 
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“They like wide stones and are very partial to elon- 
gated ring styles with stones cut higher for better 
appearance.” 

To illustrate the latter statement, Mr. Linder showed 
two rings. Both were for men, with ruby stones, one 
retailing at $50, the other for $35. The higher priced 
ring sells well while the less expensive one is a slow 
item. The difference lies in the cut and set of the stone. 
The higher priced ring has a stone that has a higher 
face cut which gives it more sparkle and more depth. 
The lower cut stone is too flat, has little sparkle and has 
less color. In a case like this, Mr. Linder finds that 
people will gladly pay the higher price. 





USE TURKEY IN THANKSGIVING WINDOWS 
(From page 190) 


floor another pattern was shown, also at $22.50 for a 
single place setting. On the wall was a framed picture of 
the Pilgrims. 

Proctors, Fresno, Calif., had three tables extending 
down the middle of the store. The first, which could be 
seen from the outside featured plated flatware; the second, 
sterling; and the third, silver holloware. Bronze and gold 
cards, suggesting silver for the Thanksgiving table, were 
placed in the cabinets. One window featured sterling. At 
one end were several chests of flatware and several pieces 
of hollowware. In the lobby was a case of silver, raised 
on a pedestal to eye height. Taking time by the forelock, 
in all of their windows was a card showing a holiday 
wrapped package, with the suggestion “For gifts worthy 


of pride and assurance—give jewelry—and get it at 
Proctors. 





TIPS FOR BOOSTING CHRISTMAS VOLUME 


(From page 196) 


had leased the local movie house, we offered three dif. 
ferent first run pictures, all ‘A’ jobs, absolutely free. 
There was nothing to buy, no coupon to show, no strings 
of any kind attached. We just invited the public—both 
the town residents and the farm population of the syr. 
rounding trade territory—to enjoy three different movies 
on us. Of course the advertising made it plain who was 
sponsoring the dramatic business, and it made plain too 
that we had a first class assortment of Christmas gifts at 
all prices. 

“The result was that we were swamped with business, 
We had to hire three extra clerks—in this small store— 
to handle the rush of business that came through the 
doors. The advertising pulled a big turnout of town folks, 
and it brought the farmers and their wives and their 
children into town from as far as a hundred miles away, 
The success of the promotion I’d attribute to three fac. 
tors: First is the sheer drama of the idea. And I’m not 
making a pun when | say it. Second, the location of the 
movie, so close to the doors of the store, made it natural 
for the customers to drop in while they were passing by. 
Third, the timing was just right. We hit ’em at the peak 
of the Christmas spending season, when everybody was in 
a Yuletide mood. Maybe I ought to add a fourth factor 
—strong advertising. 








ANNOUNCING... 


The New York Jewelry Trades School is the only 
jewelry school in the United States where young 
men may learn to make hand-made diamond jew- 
elry. This school, which excels the famous Euro- 
pean Jewelry Apprentice Schools, will soon gradu- 
ate men who have been intensively trained in every 
phase of hand work on platinum and gold jewelry. 
These graduates will be available for positions with 
various firms. 


The beauty of their work may be seen in the 
rings, cocktail jewelry, brooches, pendants and 
flexible watch bracelets which are on display here 
at the school. We use no casting or stamping 
machines. 


Why not visit us and see the men at work? See 


First Graduation 


The New York JEWELRY TRADES SCHOOL, 
September 28, 1948 


for yourself what they are creating by hand from 
raw material. You will, as have many "Old-timers’, 
be amazed at the skill of these men. Come early 
and get the pick of our best students! Try their skill 
on your new designs and special orders. 


The New York Jewelry Trades School is 
also graduating watchmakers who have 
completed an equally intensive course in 
watch repairing. 


Out-of-town jewelers please contact us. Our 
students, most of whom are veterans, are willing 
to go anywhere in the country. 

School Hours 8:00 A.M. to 10:30 P.M. 
Open Saturdays A.M. 


THE NEW YORK JEWELRY TRADES SCHOOL, Inc. 
560 Melrose Avenue, Bronx 55, New York 
| At 149th Street & 3rd Avenue, Telephone: MElrose 5-5759 
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“Anyway, it worked. We did the biggest Christmas 


volume that has ever been done in this community by a 


jewelry store.” | | 
That is the way two smart jewelers promoted their 


Christmas stock. It’s an idea that would work for jewelers 
-; almost any town, small or large. The two partners 
proved that when you go out and skillfully build Christmas 
business, you ll do a volume many times larger than the 
jeweler who merely sits back and waits for Santa Claus 
to dump some Christmas dollars into his lap. 

There are many way in which you can successfully 
focus the attention of that fickle gent, Mr. Public, upon 
your jewelry store as a main center for Christmas buying. 
One of the ways to do it is to make Christmas shopping 
as painless as possible, and let Mr. Public know what 
vou have done to simplify his Christmas buying. That is 
what one jeweler did with marked success in the one way 
that truly counts :—increased sales. 


CHRISTMAS GIFT SHOW 


He got the idea from the fashion shows held by de- 
partment stores. Why not, he reasoned, a Christmas gift 
show of all kinds of merchandise suitable for gift-giving? 

So three weeks before Christmas, a big show was held 
in the store. It had been heralded in advance by heavy 
advertising. As a result, the attendance was strong. Cus- 
tomers sat comfortably in chairs while salesgirls cir- 
culated among them. 

Each carried a single item of gift merchandise. She 
walked from chair to chair showing it to the customers. 
The customer could buy it on the spot, with the sale 
chalked up right at her chair by the salesgirl, or she 
could—if she liked the merchandise—note it on a Christ- 
mas list provided by the store, marking it down with a 
pencil also provided by the management for her con- 
venience. The Christmas lists that these customers made 
up in the store that day proved a powerful selling weapon. 
Each included only the merchandise of the store that had 
put on the show; hence, a good volume of sales were 
made after the show as well as during it. 

After she had passed all around the ring of customers 
with her merchandise, the salesgirl retired. Another 
came on, carrying a different item. She, too, circulated 
from chair to chair, taking orders, showing off the mer- 
chandise, and helping the customers by answering ques- 
tions as to quality, price, etc. Then she, too, retired and 
was succeeded by another girl. Every employee “went 
the rounds” two or three times. 

To keep the customers from being bored and to keep 
their interest on the show, soft drinks were served. and 
a running conversational commentary was given by the 
store owner. 

Visits of Santa Claus are an old gimmick, used largely 
by department stores, and made familiar by decades of 
promotion. What can the jeweler who has neither the 
money nor the floor space to hire and show off a Santa 
Claus, do along this line? 

In New Orleans, there is a small neighborhood busi- 
ness district located far uptown, more than six miles from 
the main Canal Street commercial area. It is called Car- 
rollton. Most of its stores and other business houses are 
centered on Oak Street. 

The merchants of Oak Street—including three jewelry 
store owners—hit upon a plan by which each could offer 
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the public, and particularly the public’s kids, a real, live 
Santa Claus last Christmas. They chipped in and, for 
a surprisingly small individual contribution, hired a very 
fancy Saint Nick. He patrolled Oak Street and the rest 
of the Carrollton business area, dropping into jewelry 
stores and other stores to greet the children, listen to what 
they wanted for Christmas, and make the usual soothing 
half-promises. 

Thus, at a very low cost per store, these three jewelers 
were able to advertise an invitation to customers to bring 
their children in for a chat with “their” Santa Claus. 
“Santa Claus,” said one, “is a sure volume-puller every 
year. It’s hard for the individual jeweler to offer a Saint 
Nick of his own, but there is no reason why he shouldn i 
offer Pop Christmas as a cooperative gag. It worked 
for us.” 

Another gimmick found successful in the past is to 
offer a prize for the first child born on Christmas day. 
Here is how one store did it: 

Expectant mothers were urged through the store's 
regular advertising to register their yet-unborn children 
before Christmas. If there was any chance the baby 
would be born on Christmas Day, there was a big prize 
waiting for him. 

As a result scores of mothers-to-be went into the store 
to register before Christmas. “Once they were in,” the 
jeweler reports, “it was up to us to make them buy some- 
thing before they left. If we didn’t, it was poor sales- 
manship. Because, the way I figure it, once someone has 
entered our door, he is a customer. If he doesn’t buy, 
it’s because we missed selling him. 


“Besides immediate sales, we garnered a big harvest 
of public good will through the promotion, and a tre. 
mendous amount of free newspaper publicity through 
exploitation of the ‘first Yuletide baby’ in the news 
columns.” 

Another jeweler out west invites children to write 1, 
Santa, care of his store. The letters begin to arrive shortly 
after Thanksgiving. Each one is kept and filed away, 
Then, a short ten days before the big day, he reprints 
the letters in a mailing piece which he sends to the 
parents of every child who has written. In adddition 4, 
carrying the news of what their child and other childrey 
want for Christmas, the folder offers these customers , 
variety of specific holiday suggestions, and plugs hard a 
pointing out the ease of doing a great deal of Christmas 
shopping in the store. 

An old gimmick, but one that never fails to pull in 
the dollars, is to invite your regular customers to pre. 
view the Christmas selections you are offering this year, 
You can send the invitations out by direct mail in the 
form of letters, folders or even post cards, to the list of 
your best customers—your charge account list. People 
are always flattered at being shown that they are pre. 
ferred customers. This is a solid, resultful way to do it, 
timed to an event when they are all buying heavily. 

All through your Christmas selling, try to sell more 
than the customer originally asked you for. Sell her 
related lines and extra gifts. That is the way to make the 
Yuletide figures stack up high on your bank deposit slip, 
after you have brought the customers into your store 
through alert merchandising gimmicks. 
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DECORATIONS WITH AN ORIGINAL TWIST 


(From page 200) 


There must, we felt, be something there to express 


fied. 
erace and poise. And what could be 


or represent beauty. 3 
more eye-appealing or graceful than an ostrich plume 
‘fountain’ ? Still using the color scheme of pure white 
against a brilliant splash of red. we erected our ‘fountain 

of white ostrich plumes, added a large white candle in 
either corner and for merchandise showed a silver coffee 
and tea service, vases, flatware, etc.” Stars, similar to 
those showing merchandise in the snowman window. were 
also used to unify the two displays. 

With the two windows cared for, Orenduff’s could now 
pay some attention to the store interior. Still anxious to 
preserve a “Christmassy” atmosphere and, at the same 
time, have something which could be seen from the front 
door, it was decided to install a pair of white reindeer 
and a sleigh that sparkled with snow. These items were 
secured from the same display firm that provided the 
snow, and made an extremely effective decoration in their 
own right. 

Other Yuletide decorations inside the store included 
tall white candles above display cases, a_beautifully- 
appointed Christmas table for December brides, fruit and 
nuts on a centrally-located coffee table, a large display of 
Christmas greeting cards, and huge blocks of “snow” 
arranged along rear counters. 

As a result of its windows and store-wide Christmas 
display, the Orenduff firm was awarded the first prize 
plaque in the window competition. This meant much 
free publicity for the firm in the form of front-page news- 
paper stories, radio broadcasts, et-. 

However, the primary result of the decoration would 
have been accomplished even if Orenduff’s had not won 
the prize and gained the resulting publicity. The displays 
made people stop and examine the merchandise being 
shown, and in many cases actually accounted for their 
decision to enter the store and look around. 

Winning the award did one thing for the firm that 
nothing else could have done, however. According to Mr. 
Orenduff, “We were all better salesmen this year because 
we had a new incentive. We had won the coveted ‘Oscar’.” 





CLASSIC LINES FEATURE STARS' JEWELRY 


(From page 202) 


thread is even being woven through sport fabrics this 
year for fall, having long been in evidence in the dressier 
fabrics. Possessing the rare quality of being able to 
tone up or tone down a costume, gold has proven to be 
ideal for wear at any time of the day or night—and with 
practically any color. However, what is even more im- 
portant—the women like it! They like it in shoes and 
bags and, naturally, such accessories necessitate gold 
jewelry for good coordination. 

Gale Storm, screen actress who is currently appearing 
in Allied Artists Productions, Inc., “The Dude Goes 
West,” models a 14-karat gold bracelet, necklace, ear 
clips, and ring, all featuring a corrugated treatment. She 
wears this set with a simple dress and a wide gold beli. 
The unique feature of the ensemble is that the bracelets 
can be fastened together to form a necklace. Double 
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duty jewelry like this promises to become an important 
trend—one which is certain to please the patron. 

Star settings used primarily on wide gold rings are 
also well worth watching and displaying, especially when 
attractively shown with beautiful gold pieces and _ per- 
haps a series of designs in one colored precious stone. 
Such windows can present striking and dramatic coordi- 
nated displays, particularly if the jewel pieces are keyed 
to stylewise comments and clearly point out the benefit 
of wearing gems to heighten a woman’s costume and en- 
hance her beauty. And passer-by window interest can 
be quickly transformed into sales. 

The amethyst with its lovely coloring can also do much 
to brighten windows. It seems to have the proper affinity 
for the graceful, old-fashioned gentility of the styles to- 
day, thus assuming a new appeal of late. Depending upon 
the way it is displayed, the amethyst can be either dra- 
matic and expressive or demure looking with a quiet 
charm. Amethysts also blend well with the soft luster 
of pearls, which is being seen more and more in brooches 
and matching ear clips, while gold is especially good 
with the sparkling stone. Then, too, amethysts react 
beautifully to the rich muted tones that are so important 
for autumn and fall fashions this year. Against gray. 
black, honey-beige, light spice brown, or taupe back- 
grounds, the high-colored, warm stone offers startling 
and effective contrast. 

The heart-shaped amethyst pendant which Miss Storm 
is pictured wearing is hung from a slender gold snake 
choker. The rich dark stone is lovely when worn with 
a low-cut gown. The a wenenenets ring is set 
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with 14 karat gold and also has several diamonds in the 
setting. This jewelry is indicative of a strong trend jo, 
more order in gem pieces. 

The stunning amethyst necklace with a detachable 
cross features stones that are all perfectly matched, Se 
into 14-karat gold bezels, there are thirty-four cushion 
antique stones. With this Miss Storm wears an oyal 


amethyst ring set with gold. 





PRESCRIPTION FOR MODERNIZATION 
(From page 208) 


of the store above the wall display cases, creating q 
“built-in” effect. Many of the wall and floor display cases 
from Swindell’s former location were used in the re-con. 
verted drug store and others, in matching red gum with a 
natural finish. were added. Panelling, on the walls. 
matches the display fixtures. 

Wall and floor displays line either wall of the store and. 
in the center of the sales floor is a single desk-high. 
knee:hole type display cabinet and, behind this, a round 
table used for tableware displays. 

The ceiling in the new Swindell store is finished with 
12 in. by 12 in. acoustically treated panels, and side walls 
have been painted a light shade of blue. 

Recessed incandescent lighting is employed in the ceil- 
ing directly over the floor cases and incandescent fixtures 
have been installed over the diamond cases. Flush fluor. 
escent fixtures are installed, at right angles to the store’s 
axis. down the center of the ceiling. Flush swivel-head 
socket incandescent — are used in the display win- 





radition ——y 


SEMI-MOUNTED 
RINGS 


WEDDING 
RINGS 


LADIES' PLATINUM 
RING MOUNTINGS 





K\, 


YN 
LAWN 


¢ | HH 


©) 
& it f\{e 


I! « NN 





A 
\\ 








246 


THE JEWELERS’ CIRCULAR-KEYSTONE 








dows, permitting mobility and highlighting of specific 


merchandise. | | 
In the rear of the Swindell store at the left is a com- 


pletely-equipped watch repair shop with panelied walls. 
On the right, in the rear, 1s an office, also panelled, and 
adjoining this is a special private ofhce and diamond 
consultation room. 

Customer and employee comfort was uppermost in 
Swindell’s mind when the new store was designed and, 
consequently, both air-conditioned heat for winter, and 
air-conditioning for summer, were installed. 





LAY-AWAYS STRESSED IN ALL ADVERTISING 
(From page 210) 


they give to various organizations, they usually take ads 
in the small magazines and programs put out by them on 
occasion. 

“Maybe those small church or club papers don’t bring 
in much actual business in return for the amount of 
money we put in the ad, but good will means a lot, too!” 
remarks Howard, “and we usually regard that as a 
donation anyway. 

By far the biggest advertising project—when it comes 
to size—is the use of many billboards which Steller’s 
puts up around the roads which lead to Milwaukee. Thus 
travelers and newcomers are greeted by those large signs 
when they drive into town, and they get to recognize 
the name of the store. 

The layaway theme is stressed in all of Steller’s ad- 
vertising. “Especially now,” says Howard, “when ready 
money is getting scarce and people think twice before 
making a big purchase. You’ve got to hammer away at 
your prospective customers and impress them with the 
fact that you can give them terms to suit their pocket- 
books. That’s the main theme behind all our advertising 
plans.” 

The two display windows on either side of the store’s 
entrance further carry out this theme. Both show a little 
of everything, so that passersby can see what the store 
has to offer them. The window to the north featured its 
Christmas Layaway last year from the beginning of 
October. 

Facing the corner of this window so that all passing 
shoppers could not help but see it, was a little squirrel 
wearing a red Santa’s cap and pointing to a hollow in a 
tree trunk. Inside this hollow, on acorns made of green 
placques, were a brooch, a pin, a bracelet, while before 
the trunk were two more, displaying a man’s wrist watch 
and a woman’s lapel watch. 

The natural tie-in with the squirrel who caches things 
away for a future special occasion, was a pointed one, and 
got the idea across well. 

The streetcar ads which Stellers use are twelve inches 
by thirty-six inches and stress layaway for Christmas gifts. 
Although this firm uses these ads occasionally during the 
year, it is most generally at the holidays, or starting from 
early November, that they appear daily. 

As Howard Steller says, “When people are on a bus or 
streetcar they unconsciously let their eyes roam over the 
car ads, so whether they actually read them or not, they 
still see them. Then at some later date they may want to 
buy some piece of jewelry and immediately the name of 
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Nativity Sets 
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Stellers may pop back into their minds, although if they 
were asked, they might not remember just where they 
saw it. Subconscious advertising, | guess you could call 
it—but whatever it is. it works!” 

The catalogs go out every November, too, and are the 
most effective of all in bringing in business, the Stellers 
feel. 

“Our customers like to be reminded of us with books 
that they can glance through at their leisure,” agree Leroy 
and Howard, “and it gives them something handy to refer 
to when the need for a gift arises. Our most popular lay- 
away gifts are wrist watches and rings, for most people 
can’t afford to walk into a jewelry store and lay down the 
complete amount. And yet they want something nice for 
a loved one. That’s why, like I say, the catalog comes in 
handy. They can browse through it at their leisure and 
then come in for what they want.” 

The two Stellers smile when asked what is the best kind 
of advertising for them. “Why, word of mouth, of course! 
That'll beat any other form-of advertising when you come 
right down to it, and it’s free! But that’s what we built 
this business on. Our father founded his business in this 
very vicinity, and in the fifty-four years since, we have 
moved only twice, but always within the same block! So 
when you can stay that long in business in one neighbor. 
hood, it’s because you are making good! 

“Our customers tell each other when they get something 
here. If they are satisfied, they boost our sales; if they are 
satisfied, they help build our business that way. But, on 
the other hand, if they aren’t satisfied, they would natu- 
rally knock our store. And yet the fact that we have ex- 
panded all this time proves that we must have had a 
majority of boosts. I’m sure if there were any knocks 
and they had been brought to our attention, we could have 
smoothed them out and eventually turned them to boosts, 
too! 

“Yes, we ve found that it takes all kinds of advertising 
to build a store’s reputation, and the smaller neighbor- 
hood, family-trade jewelry store can make just as good 
use of all those media as any larger firm!” 


—— — —___——» 


PROMOTION BUILDS DIAMOND SALES 


(From page 212) 


pleted by listeners. For each of the two best completed 
jingles, Cerel’s gave a diamond ring valued at $100. Re- 
sponse was very good. While the first week produced 50 
entries, this number increased as the broadcast became 
better known until about 350 were received weekly. The 
series ran for 13 weeks, from the last week in September 
to Christmas, thus covering the entire holiday season. 

Winners were judged by Mr. Cerel and the store’s ad- 
vertising agency. Winners were notified by letter and 
were asked to visit the store for their rings. The first two 
winners were photographed with Mr. Cerel, as he made 
the presentation, and this picture was used as a news story 
in the local newspaper. 

A representative radio commercial in this series ran as 
follows: “Cerel Jewelers. Main and Broad Streets, Paw- 
tucket, present ‘Songs of Love’ . . . a recorded serenade to 
the one you love . . . from Cerel’s . . . home of Registered 
diamond engagement rings . . . flawless in color . . . cut 
... and brilliance. 
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“Discover how easy it is for you to win an exquisite 
3100 diamond ring from Cerel’s of Pawtucket. Join 
Cerel’s easy jingle contest! Just have paper and pencil 
handy, and we'll tell you more about this easy jingle con- 
rest in a moment. Later in the program, we'll announce 
the names of the winners of last week’s contest. But, first, 
here's... (Music). 

“Now. here’s the way to win a lovely $100 diamond 
ring from Cerel’s of Pawtucket. Enter Cerel Jewelers easy 
jingle contest. You have two chances each week . . . for 
each week Cerel’s give two $100 diamond rings as prizes. 
All you have to do is fill in the last line of a simple jingle 
which we'll give you in a moment. If yours is judged 
one of the best last lines, Cerel’s of Pawiucket will present 
you with a gorgeous $100 didamond ring . . . absolutely 
free! Now here’s this week’s jingle. Ready ? 

Diamonds that are lovely 
Easy payments, too 
Cerel’s of Pawtucket 





“There it is! Each week you have two chances to win. 
for each week, Cerel’s of Pawtucket gives away two beauti- 
ful $100 diamond rings. In case you missed it. here’s 
this week’s jingle again . . . And, be sure to mail your 
entry by midnight next Wednesdady to this station . . . 
WFCI. Judges’ decision final. Duplicate prizes will be 
awarded in case of tie. (Music) 

“In case you missed this week’s jingle in Cerel Jewelers 
$100 diamond ring contest, we'll repeat it in a moment 
... have paper and pencil ready. In the meantime... 


here are the winners of last week’s contest! (Names and 
addresses of winners given) (Current week’s jingle re- 
peated). 

“Cerel Jewelers, Main and Broad Streets, Pawtucket, 
home of registered diamond engagement rings, have pre- 
sented ‘Songs of Love,’ a recorded serenade. For a dia- 
mond ring... flawless in cut . . . color and brilliance . . . 
visit Cerel’s in Pawtucket. Discover the convenience of 
Cerel’s easy payment plan at no extra charge. Next week 
... Same time... same station . . . Cerel’s of Pawtucket 
will again present ‘Songs of Love.’ Be sure to listen.” 

The entire series was devoted exclusively to diamond 
rings although it served as an institutional builder for the 
new store. Throughout the series, and ever since, the 
store devotes one front window to diamond rings. 

The store is advertised at least three times a week in the 
local newspaper and via six mailings a year, the latter in- 
cluding post cards, circulars and a booklet prior to the 


Christmas season. In all copy. diamonds are given an 


important place. 


MOVIE TIE-INS ALWAYS SURE FIRE 
(From page 214) 





proudly announced in a 12-inch, 4-column advertising 
space with a full face photo of the fair English actress, 
so bedecked, that “If Cleopatra lived in Washington, she 
would buy her jewelry at Swope’s.” Then the ad told 
that replicas of these jewels were obtainable at the 
store from one to twenty dollars—and gave the time 
and theater where the film was to be shown. 
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Or it may have been “The Bride Goes Wild” with a 
photo of June Allyson in bridal trousseau being carried 
in the arms of Van Johnson. The copy broadcast that 
“the bride goes wild” when she learns the availability of 
sterling silverware and gave the most popular items and 
their price. 

For “Arch of Triumph,” the peg was “Graduation Is 
Their Arch of Triumph,” aimed at the June graduate. 
The advertising message was: “Congratulate the Grad- 
uate with an Omega Watch.” Illustrations were a replica 
of the famous Parisian arch with a head-shot of Ingrid 
Bergman, co-star of the picture. 


TIMING IMPORTANT 


Getting such a campaign under way entails careful 
planning—it’s not a haphazard, catch-as-catch-can ven- 
ture. First it is necessary to arrange the window display 
a few days before the opening of the picture in order 
to whip up attention for it. The spark, or original im- 
pulse, originates with the theater manager who advises 
the jeweler that he has a picture coming around with 
which a suitable tie-in can be made. Then stills are ob- 
tained from the theater and the display built around it. 

Second, the store’s ads are timed for publication about 
a week before the picture arrives. Thus readers are made 
aware of what to expect. In writing your copy it is 
essential to use illustrations or sketches which will famil- 
iarize the reader instantly with the film. A local adver- 
tising agency with its facilities for art and production 
is helpful. Swope has profitably used such a professional 
collaborator who specializes in jewelry accounts. 


Third, arrange your lobby display in the theater dur. 
ing the period in which the film is showing. Usually it 
is a locked display case with a simple placard advising 
the name and location of the store and sometimes indicat. 
ing who is wearing the displayed jewelry in the picture 
playing inside. It is not necessary to have a store atten. 
dant present. 

Finally, take advantage of any dealer aids sent in by 
manufacturers such as counter displays or photographic 
stills of jewelry worn in a motion picture which the 
manufacturer is anxious to exploit. These promotional 
stimulants are most effective when they are displayed 
shortly before and during the time the picture is play. 
ing at the local theater. They are a valuable supplement 
to the ingenuity of the store operator in taking advantage 
of every possible opportunity to gain the public’s atten. 
tion while it is directed to a current motion picture hit. 

Also helping to build up good will is the jeweler’s 
practice of giving away autographed photographs of the 
stars appearing in the film. These pictures have been 
obtainable in generous supply from the theater gratis, in 
this instance, Jack Fox, publicity manager for the Loew 
theaters in Washington. They are especially popular with 
the fans of the stars who feel an obligation to the jeweler 
for his gift. 

What are the results in building patronage? Highly 
satisfactory, according to Mr. Proper. He has found 
that after a theater lobby display from 10 to 12 persons 
come into the store the next day to inquire about the 
jewels shown in the theater lobby. Sales have risen 
appreciably also after a newspaper campaign. Good will 





No matter how large or small your display case 
is we can solve your problem. Special sections 
to show Dinner Plate, Stemware, etc. 


PLACE SETTING DISPLAY PADS for Your 
Window, Counter or Wall Case as Low as 
$2.50 ea. 


Webbeam Kon F Cx 


17-21 ELM ST. BUFFALO 3, N. Y. 





PLAGE SETTINGS ... . hept in Place 
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COMPLETE 


SILVERWARE CASE—SS-730 


Illustrated place setting holds 
4 or 6 piece servings. Recessed 
individually on raised platforms. Easy to 
lift out and show your customer. Consists 
of 6 sections, each section can be removed and placed in 
your show window, wall case or display table. Priced to fit 
the average 6’ case. Only the finest velvet covering. Made 
to fit your case. Delivery 2 weeks. 





Another example of how you can offer place 
setting (STERLING or PLATED). Each lift 
out tray is recessed into the floor base. Easy to 
show. Covered in high grade silk moire benga- 
line. All velvet trays $10.00 additional. 


$75 00 


COMPLETE 
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i; engendered all around between the store and the pub- 
lic, the store and the theater, and the theater and the 
public. All of this promotion contributes, intangibly 
perhaps, toward increased store prestige and ultimately 
brings in sales which would not have materialized other- 
wise. 

Mr. Proper’s advertising ability comes from a long 
background in the newspaper and advertising fields as 
well as intimate retail jewelry experience. He was for- 
merly on the staff of a Baltimore newspaper and man- 
aged a jewelry store in that city before coming to Wash- 
ington. Now he operates a unit located in the heart of 
the: National Capitol’s business area which is building 
up a mounting volume of well-rounded jewelry merchan- 
dise—silverware, watches, diamonds and accessories— 
much of which is handled on a credit basis. 





FROM MILITARY TO CIVILIAN SERVICE 

(From page 216) , 

little-known brands | wouldn’t stand a chance of suc- 

ceeding,’ he said, “and explained that frankly wherever 
I went on buying trips.” 

The upshot of several calls was Ponn’s securing more 
than 20 nationally-advertised jewelry lines, including 
three leading watch lines which are featured by the coun- 
try’s best known jewelry stores. Suddenly he found him- 
self in an excellent position for attracting watch cus- 
tomers, and was so pleased with the lines coming into the 
store that he has permanently honored each with a novel 
sign to the left of the store front. This, the first of the 


Presenting 
The Newest Attractions 


clever merchandising stunts which have brought him suc- 
cess, is angled into a projecting wall of an adjacent build- 
ing, and shows a facsimile of an enlarged, engraved white 
card with the lettering “Ponn’s Jewelers Invites You to 
Come In and Look Around.” Painted at various angles 
over the surface of the sign are 15 famous brand names 
to be found in the store, such as Longines, Community, 
Holmes & Edwards, 1847 Rogers, Waltham, Bulova, 
Gruen, Waterman’s, Sheaffer’s, Telechron, Elgin, and 
many others. Passersby on Flagler Street, Miami's busi- 
est, never fail to note these famous names, and many 
people have been brought in as a result of reading the 
message of the sign. 

Ponn opened with a $15,000 inventory which has 
tripled in two years’ time. To attract repair volume 
which, in turn, bringS sales, he has always featured 48- 
hour repair service on jewelry and watches, doing all of 
this work himself while Mrs. Ponn handles bookkeeping 
and sales in the store. He regularly blankets sections of 
the city with direct mail, again listing the national brands 
in stock, watchmaking and other repair services, with an 
invitation to homeowners in the area to drop in. One of 
his most effective new-business promotions was a Christ- 
mas check, for the first holiday season, which was mailed 
to selected families in the surrounding residential area, 
good for $5 on the purchase of a long line of gifts offered 
by the store. Ponn found this idea so productive that 
he plans to repeat it every year, attaching to the merchan- 
dise check certificate a folder with chosen Christmas 
gift suggestions. 


To dramatize a store’s distinction; 
to quicken the interest of the most 
desirable patronage, four added 
designs offer, in new conceptions, 
the aristocratic heauty and dis- 
tinguished features of Herschede 


Chiming Floor Clocks. 


Write for catalog illustrating the 


full selection. 
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Well aware of the pitfalls of overexpansion of inyep. 
tory, Ponn has wisely adhered to straight jewelry lines 
gold, silver, watches and diamonds. The only eXCeption 
is small appliances, which he added because there was 
strong demand for better class table appliances as gifts 
The store sells a tremendous volume of the latter—all 
better-priced, nationally advertised appliances which are 
offered in gift wrappings. With his instrument shop ex. 
perience behind him, the Miami jeweler repairs a lot of 
fine old chime clocks, electric models, etc., bringing = 
erateful customers who have found no such repair ser. 
vice available elsewhere. This. naturally, led to a ney 
clock department, and the store carries a large agsoyt. 
ment of decorative clocks priced up to $100 or more. 

In merchandising clocks, sterling and plated hollow. 
ware, etc., in the window, Ponn hit upon an eye-catch. 
ing idea for the store front. With hundreds of children 
in the area, he put in a large stock of infant silver gifts 
and to “get them down where the youngsters could see 
them” designed a window 3 feet long by 12 inches high 
and 15 inches deep, which appears below the regulation 
height main windows. There are four of these “sub-win. 
dows” in the store front, lined with either satin cloth or 
a washable marbleized paper which Ponn has found 
appears attractive. It is not unusual to see adults bend 
over to examine merchandise in the low windows, while 
they catch the attention of children walking along the 
street with parents. “Children wear wristwatches, too,” 
Ponn pointed out, “and a lot of sales have originated 
from a little girl or boy seeing a display in a window at 
the right height for their eyes, and clamoring for it. The 
sub windows are used for many other lines in addition 
to children’s jewelry, of course, including clocks, small 
appliances, sterling flatware, or other small items which 
can easily be shown there. The backs of the windows can 
be removed in a single motion and, since the floor, sides 
and back come out as a unit, they can be placed on the 
counter for trimming and, afterward, replaced. 


DEPARTMENTIZATION MAKES SERVICE EASIER 


Carefully departmentalizing the store, Mr. and Mrs. 
Ponn operate each section from the watchmaker’s bench, 
at which point Ponn is usually found, keeping up with 
the steady flow of watch and jewelry repairs. Stock is 
arranged so that fast-moving merchandise is nearest the 
watchmaking bench. Mrs. Ponn is responsible for the 
sift and sterling hollowware departments on the opposite 
side. 

From the outset, Ponn has attempted to give cus- 
tomers “big store atmosphere and service.” A_ typical 
example of his thinking is a 24-record automatic record- 
player phonograph installed just inside the front door of 
the store. Unable to obtain remote control wired music, 
which is a “must” in the Miami area, Ponn spent more 
than $200 for the phonograph. which provides soft 
strains of music throughout the selling day. Ponn chooses 
the same type of classical, entertaining music without 
vocalization which the commercial wired music services 
offer, and few people notice that the phonograph is the 
real source of the music. 

A friendly, personal approach to customers, in the 
“neighborly” fashion which creates much goodwill, is al- 
ways maintained in the Ponn store. The ex-GI estimates 
that watch repairs, which keep him at the bench long 
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hours each day, bring in about six new people daily. all 
of whom are taken on “tour” of the store, with its na- 
tionally-advertised lines, modern bleached wood show- 
cases, etc. “People are usually surprised to find that we 
have so many brands which they usually associate with 
the large downtown jeweler. Therefore it’s very much 
to our advantage to make certain that every customer 
sees every brand we have.” 

Surprisingly, Ponn has experienced little or no need 
for credit or time-payment plans. He gives 30-day credit 
where fellow businessmen along the Flagler shopping 
street ask for it, but hasn’t found it necessary to extend 
any other offers. “I think this is because we have heavily 
emphasized the layaway system of buying” he said. 
“Whenever the customer can’t afford to pay the full price. 
we're quick to explain the layaway system, with the pur- 
chase put away in the safe, and help the customer figure 
how rapicly he can pay for it at so much a week. Most 
of our customers are working people who must budget 
their expenses, and helping them to figure a layaway pur- 
chase which won’t strain them financially has met what 
otherwise might demand credit selling. Prior te Christ- 
mas, 1947,” he said, “we had so much merchandise laid 
away that we had to build a separate room, with triple 
lock door, in order to keep it all straight.” 





LAMPS ADD BEAUTY, SELL THEMSELVES 
(From page 218) 


ing, touch. Lamps make effective props, and, not infre- 
quently a window-shopper is attracted to one in the win- 
dow and is prompted to visit the inside of our store for 
the first time as a result of the come-on quality of this 
merchandise.” 

Lamp-selling technique at Newton’s includes ready ad- 
vice to prospects on the type of lamps needed to make 
for harmony and lighting efficiency in homes. The kind 
of lamp required for end tables, beds, hallways, etc., with 
either large or small outlays, is information readily dis- 
pensed by the store’s sales personnel. 

Ordinarily, however, according to Mr. Newton, the 
lamp purchaser has a definite idea of what he or she likes 
in the way of lamps before visiting the store and if you 
stock what they have in mind a sale is swiftly closed. 

Then, too, there is a fair segment of “price-no-object” 
customers among the lamp trade who buy a lamp for its 
style and ability to provide adequate lighting. 

“Lamps are not among best-selling items with gift 
shoppers,” says Mr. Newton, “because tastes vary too 
much with the individual and it is too difficult to please 
anyone else. The average lamp buyer is seeking orna- 
mentation, and lighting, for his own home.” 

The Fort Smith store is a modern, streamlined build- 
ing, designed so that the store itself acts as a show win- 
dow to the heavy traffic which passes in front on busy 
Garrison Avenue. 

Credited with creating a tremendous amount of in- 
terest in the store among passersby is a unique neon 
sign which revolves, flashes on and off, and runs almost 
the height of the building. The vertical letters identify the 
store name on one face, and mentions diamonds and 
watches on the other two sides. 


FOR OCTOBER, 1948 











RIGHT JIN 
STYLE/AND TIME 


PHASE W AITTCH CORP. 
NEW YORK CITY 








THERE IS NO FINER WORKMANSHIP 
NO RICHER DESIGN THAN 


Wha on VI} ast erp Leces 





— Mason best-sellers 
have wholly captured parent buy- 
ing appeal. Perfectly crafted for 
home or office use, these treasured 
keepsakes are bringing cherished 


memories to millions. 


Superlative in quality, distinctive in 
design and popular in price, Mason 
Masterpieces are being featured 
prominently in most leading stores 


from coast to coast. 


SELL PARENTS THE BEST 


Mothers have their baby's shoes 
bronzed only once, and they natur- 
ally want the very best. Your store 
should give them the best at no 
extra cost. Millions of parents 
agree that Mason Bronzed Baby 
Shoes are the last word in perfect 
workmanship and design. 


NO INVESTMENT! NO STOCK! 

You just take orders from your 
sample display of Mason Master- 
pieces. No inventory needed. Make 
the most of your selling space. 
Reap big profits with this fast- 
selling line! 


START CHRISTMAS ORDERS 

; S37 ——s ROLLING NOW! 

a Parents’ thoughts of cherished 
er i keepsakes have made Mason Mas- 
terpieces the gift of gifts. Start 
early to cash in on this strong 
parent buying appeal. Mason Mas- 

terpieces can give you a banner 

Christmas business. 


Write for our full color circular 
describing the complete line of 
Mason Masterpieces. Free adver- 
tising and merchandising aids. 


Agencies still available in some 
cities. 
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THE AD-VISER 
(From page 222) 


cism dominates his thoughts. It is up to your copy to 
subtly reassure him that he is getting the truth and noth. 
ing but the truth. You can, for example, tell him aboy 
the satisfied users or customers. You might use the names 
of well known brands. You can offer money back guar- 
antees. Whatever you do, your message must sound cred. 
ible to him if you expect to see him in your store. 


CHECK SALES APPEAL 


Advertising must sell. If it fails to sell, your money js 
being wasted. The only justification for spending promo. 
tion money is increased volume. Check the appeal in 
your ad. Is it selling? Will it bring customers into your 
store? 

In order to sell a product, the advertiser must tell the 
reader what it is, how it works, what it can do. The ad. 
vertiser must tell the potential customer what it will cost. 
Remember. however, that price means nothing unless 
benefits from use are included. Sales response is possible 
only when you can establish in the readers’ mind the true 
value of the price. This holds especially true in a “sale” 
advertisement. A bargain is the sale of merchandise of 
known quality at lower than usual price. A person will act 
only if he believes that you are offering quality merchan- 
dise at economy prices. 





Window Features Stone of the Month 


In November people are already shopping around for 
Christmas. so a display of November birthstones at this 
time suggests the purchase of a ring or necklace either as 
a birthday or a Christmas gift to the November born. 
J. Herbert Hall, the Pasadena, Calif., jeweler who consis- 
tently features birthstones every month in the year called 





Birthstone window of the month is featured at the 
J. Herbert Hall Co., Pasadena, California. This 


one was devoted to Topaz, birthstone for November. 


attention to the topaz in his window. On a mound covered 
with rose silk crepe was a card in a blue frame: “The 
November Birthstone.” Topaz rings for both men and 
women were shown, as well as a topaz link necklace. A 
little folder “Birthstone Gems”—giving the gems for each 
month, with a few interesting facts in connection with 
each—was fastened to a black panel. This folder was 
given to all who requested it, and was responsible for 
many extra sales. 
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LOCATION WAS FIRST CONSIDERATION 
(From page 226) 


cases have a display space at the top and sliding door 
storage beneath. Three of these cases have “clipped” 
corners which give a streamlined appearance to the store 
and at the same time add to the convenience of getting 
around. 

Both wall cases and floor cases are provided with a 
beautiful aqua blue cloth paper for the base of the 
displays. it 

The principal lighting fixture in the store is nine feet 
from the floor and four feet from the ceiling. It is oblong 
in shape and of ribbed glass behind which are four sets 
of white cold cathode tubes. In addition, incandescent 
lamps located in recesses flush with the ribbed glass are 
set at an angle, with two individual spots shining on each 
floor case. There is no lighting in the cases themselves 
so that no one can cast a shadow on the merchandise. 

In addition to the white cathode tubes, there are three 
cold cathode tubes extending around the top of the fix- 
ture—one each of red, white and blue. They are so 
arranged that any of these colors can be shown plain or 
any combination of the three, so that six shades are avail- 
able. These tubes light the ceiling. The colors and shades 
can be instantly changed by turning a switch. The ar- 
rangement permits having a different colored ceiling 
each day of the week and breaks the monotony of the 


usual one-colored ceiling. 


turning lathe, a cleaning machine and other items of 
equipment required for rendering prompt and efficient 
service. The shop and office are lighted with cold cathode 
tubes for general lighting and adjustable fluorescent 
lamps over each bench. 

There are two locations for the store’s safes, both of 
which are concealed. Coulter himself designed the set-up 
for the safes, as well as the layout of the store. 

The customer policy followed by the Coulter firm is 
expressed in the slogan, “You'll never be urged to buy.” 
The owner and his three experienced assistants are always 
pleased to show merchandise whether to “just lookers” or 
actual purchasers. 

Several promotional methods are used by the Coulter 
firm, the main one being newspaper advertising. The 
announcement of the store’s formal opening was made in 
a %4-page ad and since then a regular schedule of in- 
sertions has been used. As the repair business is one of 
the best sources of sales, this is advertised in a display 
ad every Thursday and Sunday. Coulter has two reasons 
for promoting the repair business extensively: first, he 
had already built up a repair business in his former loca- 
tion amounting to $700 to $900 a month, and this has 
since been considerably increased; second, people who 
come into the store for repair business must do so twice— 
once when bringing in the work and again when calling 
for it. Every one of these repair customers is con- 
sidered a potential prospect for the sale of other mer- 
chandise. 

One of the most beautiful and effective of Coulter’s 
promotional efforts was a booth at the Peoria Home Show 
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in April—the only jewelry store represented in the show. 
This display occupied considerable space in an advan- 
tageous location and was devoted to dirilyte table and 
hollowware. It attracted much attention and has already 
produced considerable business with promise of much 
more. 

Radio announcements are also used by the Coulter firm. 
These are one-minute spot announcements six days a week 
over WMMJ, one announcement being given each day. 
It is given for a solid month at the same time and then 
changed, the following month, to a different hour. Thus, 
each month a different listening group is reached. 

Previous to last Christmas, Coulter, together with nine 
other local jewelers, sponsored a half-hour program once 
a week for 15 weeks over WMBD. This was a live talent 
program, the theme of which was “Buy from a depend- 
able qualified jeweler.” During the program three com- 
mercials were given. 

Direct mail is also extensively used by the Coulter firm 
for various occasions, such as graduations, Christmas, 
Valentine’s Day, etc. 





MUST HOLLOWWARE BE A "STEPCHILD"? 
(From page 228) 


lished firm, hand-tooled, etc., we emphasize the points. 
Eventually, every one of my salespeople will know as 
much about their sterling inventory as I do. 

Such “classes” may require as much as an hour each, 
but we feel that they are intensely valuable. When I see 


one of my salespeople enthusiastically sell a handsome 
candelabra or tea set | feel well rewarded. 

Next, we make it a point to impress people with the 
completeness of our inventory by means of mass display, 
Unlike jewelers who believe that a few austere samples 
of sterling hollowware show the best sales results, [’m 
inclined to think that the mere presence of showy, com. 
plete displays brings us to mind whenever sterling js dis. 
cussed. We have one 8S-foot window at the side of the 
store which always shows at least 48 pieces, plus three 
wallcases and a counter case in the store interior. While 
it is true that the individuality of a particular compote. 
fruit bowl, carafe, etc., may be lost among the whole, we 
feel that our salespeople’s intimate knowledge of each 
item more than compensates for this. Mass display has 
given us a reputation for fine hollowware which we can 
depend upon to bring us many new customers every 
year. | 

However, mass display, or any display of sterling hol- 
lowware is wasted unless the merchandise is kept gleam- 
ingly polished and individually attractive. Therefore, 
I have set up a systematic polishing schedule under which 
every piece is polished at least once a week. We have a 
girl who does just that one job, but to make sure that the 
schedule will be maintained, my salespeople and myself 
also help with the work during odd minutes _ between 
customers and the slack mid-afternoon hours. 

We use gentle silver creams and plenty of polishing 
cloth in the process. I discovered many years ago that 
the secret of maintaining a sales-attracting lustre on 
sterling is to rub in one direction only around the piece, 
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doing the complete job without cross-rubbing. With four 
ne esular polishing girl devoting their 
plus the regular polishing g : 

to this work, we naturally keep the stock in peak 
eye-appeal condition the year around. | 

, We never lose sight of the value of our exclusive or 
franchised lines and at:empt to impress upon all new 
r _— hewn 
terling customers that. we have been licensed dealers 
. - , . . . 3 
for famous national manufacturers from the beginning. 
O . a . 
We have found that this carries extra weight and helps 
to overcome the price competition that is always 


people, 
efforts 


s 
ieding up here and there. . a States 

Since we do a large bridal business each year, we have 
extended much effort toward securing sterling hollow- 
ware lines which are patterned to harmonize with popu- 
lar flatware styles. | feel that many manufacturers are 
overlooking an important market through their failure 
to “match up” their hollowware patterns with their flat- 
ware. A large part of our inventory is such that we can 
offer the bride tea sets, service plates, centerpieces, serv- 
ing bowls, soup tureens, etc.. that will harmonize with her 
flatware, and we thus increase the range of gifts which 
we can offer her friends when wedding time comes 
around. Thus sterling and flatware help to sell each other. 
When a wedding guest who wants to buy “something 
especially nice’ appears, we are always prepared to offer 
beautiful hollowware gifts properly matching the bride’s 
pattern choice. 

When we have sold our first piece of sterling to a cus- 
tomer, we don’t let the sale “die at that point.” We keep 
complete records on every sale, follow up by means of 
direct mail at least once a year to keep the customer 
sterling-hollowware conscious. There are many people 
who have only a pair of candelabra or a single sterling 
bowl who plan to add more later on and our program is 
likely to catch them at a time when they feel they can 
afford it. 

We use handsome cuts drawn from the actual item 
in our newspaper advertising, and/or make it a point to 
show only items that we actually have in stock. We always 
show the same pieces in a window display at the time 
the ad is run. When customers are dubious as to what 
gift to give a friend or relative, we always suggest fine 
hollowware. Keeping a check on customer’s comments. 
we have determined that less than two of every five cus- 
tomers are buying for their own use. This shows a heavy 
predominance of purchasing for gift purposes. and con- 
sequently our advertising and suggestions are always 
slanted in that direction. Sterling hollowware may pos- 
sibly “sell itself’—but far more can be accomplished by 
placing special effort on its promotion. 





ADS LITERALLY "ALL OVER TOWN" 
(From page 232) 


store gets a lot of passing traffic. For this reason, Alfred, 
Jr., highlights his windows which he changes over com- 
pletely every ten days. He keeps the lights on until 
eleven o’clock every night to give passersby a chance to 
examine his merchandise while they go window shopping. 

Erwin is the optometrist on the staff, but he also does 
selling. His little waiting room off the side of the store’s 
back wall is used by the staff to wait on people who want 
to take their time about choosing their purchases. 
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OSCAR TRILSCH COMPANY 


150-25 18th AVENUE, WHITESTONE, N. Y., TELEPHONE FL 9-2365 


SALES OFFICE: 366 FIFTH AVENUE. N. Y 
REPRESENTATIVES: Los Angeles, Cal.: A. J 
Vandike 4200 e Denver. Colo.: 


1, N. Y., TEL. LO 4-3328 


. Luckman, 448 S. Hill Se. 
Mullen & Johnson, 407 Mercantile Bldg. 
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“That holds especially true of brides,” remarks ithe 
elder Mr. Fuchs. “A girl planning her wedding likes to 
relax and feel she is being waited on hand and foot. So 
while she is thinking over her silver pattern we invite her 
to sit down in our waiting room and then bring the 
merchandise to her. It’s a matter of psychology, but 
women love it. After all. a bride knows she will never be 
so coddled nor catered to again in her lifetime as she is 
‘1 those days just before her wedding! So by catering to 
her comfort and her desire for privacy with lots of per- 
sonal attention, we insure our store her continued patron- 


ace through her future married years!” 


FIRM BELIEF IN TRAFFIC BUILDERS 

“Appliances have long been part of many jewelers 
stock.” Alfred, Junior, said, “especially during those war 
vears when it was very difficult to get merchandise to sell: 
but we've found that cameras are even better traffic build- 
ers as they are ‘naturals’ for tie-in sales to bridal couples. 
Who doesn’t want picture mementoes of a honeymoon 
and wedding trip? But what busy bride or bridegroom 
has time to think of getting a new camera in the hurry and 
scurry of wedding planning? So when they come in to 
buy their wedding rings and bridal attendant gifts, then 
that’s the perfect time to suggest a new camera! 

“We make a point of doing that here. Every time we 
sell a wedding ring, we tie-in the cameras. If the bride 
is a little too starry-eyed to notice what we point out, | 
put one camera right on the counter beside her while she 
is fitting on her rings. Right now we have our camera 
display stand near our front door and right next to our 
diamond display case. This makes use of the value of 
proximity in boosting sales since we don’t have to go clear 
across the floor to get what we want. We carry the more 
popular brands in prices ranging from $9.95 to $90 only. 
for we realize that regular professional photographers 
would ordinarily buy from a photographic store. But ours 
are suggested for hobby use or for attendants’ gifts!” 

The store’s interior is a conservative type now, although 
a complete remodeling is planned for some time in the 
near future. The layout right now has a row of glass dis- 
play cases running down the center of this long building. 
Glass fronted cases along both walls hold more merchan- 
dise, while the watch repairer’s table and a pen case are 
set in the rear of the store. 

Since most of the people served by this store are in the 
average income bracket, the store’s policy is to adapt its 
payments to their ability to pay. Therefore, they offer 
time payments, layaway service, budget plans, or a 30-day 
charge account. 

They also offer their customers an increased value 
exchange plan. This gives their customers the right to 
turn in a diamond for a larger one at a future time. A 
diamond mounting service is offered here, too, so that 
women can choose the type and size of stone they want 
and the setting. Then the increased value exchange plan 
insures their being able to get a larger one at some future 
date when their means have increased. Thus they are 
kept tied to this store by this subtle plan. Every customer 
gets a warranty by mail after the purchase of a diamond 
so that she knows she is getting the most value for her 
money. 
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JADE 


... Direct from China... 


Chinese 
Goddess 
of 
Mercy 





MOUNTED INTO OUR OWN 
DISTINCT STYLING OF JEWELRY 


In 14 Kt Gold 


BROOCHES 
CHOKERS 


RINGS 
BRACELETS 


EARRINGS 
PENDANTS 


To Retail from $20 to $2000 


Also a complete line of 
other gem stone jewelry 


Prompt Attention Given to Memo Cails 


ART-CRAFT JEWELRY CO. 


1 WEST 47th STREET 
NEW YORK 19, N. Y. 
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EASTERN STAR RING 









= SYNTHETIC STONES 


CUT WITH PRECISION & CRAFTSMANSHIP | sa SA Gane 
PROMPT AND EFFICIENT SERVICE | 
IS THE METROPOLITAN GEM POLICY £713 
ALL SIZES . FACETS . BUFF TOPS . CABOCHONS | 
| Ruby Cushions | 
Garnet Octagons | 
Kunzite Ovals 
Alexandrite Antiques 
Blue Sapphire Rounds 
Rose Zircon Pear shapes 


Golden Sapphire Navettes 
W hite Sapphire Barrels 





Blue Spinel Shields 

Peridot Hexagons 

Aquamarine Triangles Flush star raised emblems, black en- 
Zircon Fan shapes | amel flowers, letters O E S raised on 
Erinite Ruby Rods | both sides. 

Tourmaline | 


Keystone $32.00 


Also available with stone point star 


WEFFERLING BERRY & Go. 


BA ROSE ST. NEWARK 8, N. J. 


j\ ay) | ee | MEMBER 
‘E | | AMERICAN 


GEM STONE DRILLING-————— 
Stones cut by Metropolitan reflect 
! modern manufacturing methods 
| that mean more profits for you. 


















ETROPOLITAN 
GEM CORPORATION 


12 JOHN STREET * NEW YORK 7, N.Y. 
Digby 9-1523 
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KASSOY Makes No Compromise uith 2Lualily 








KASSOY 
MASTERKRAFT KASES 


THE KASSOY 
“KOMET" 


An _ original 
wall case de- 
sign by Mr. I. 
Kassoy.De- 
signed specifi- 
cally for the 


EXCEL THE COLORS OF THE RAINBOW 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 
































1. KASSOY, INC. ! 


7W. 45thSt.,N.Y.19, N.Y.U.S.A. © LU 2-3260 | 
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A line of the . ENCRUSTING SETTING a 
finest qual- ® ° 
it how 
5 pi the : To Serve You Better : 
lowest ® In the Pacific Northwest ys 
prices in the e With Precious, Semi-Precious 
U.S.A. @ and Imitation Stones ) 
A delight to the eye! A ne SEE | % & 
like setting for your finest OWROOM @ ry 
merchandise! Backed by the in- > SAMPLE e GRANDT STONE HOUSE & LAPIDARY . 
ternationally famous Kassoy e e 
> guarantee of quality! W rite Dept. K-10 e FITEL BLDG. SEATTLE 1, WASH. e 
@ 1507 - 2nd AVE. PHONE: SENECA 7110 @ 
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icture of Perfection — 


Originators of the New 
"Embraset™ 


“The Two That Become One” 


“Extensive line of W 


Gold and Platinum 
Matched Sets, Two a 
Threestone Rings, 1 
Type and individ ’ 
Wedding Rings. 





HESE lovely Lockets and 

Crosses are just a few of the 
many fine designs in the “Hall of 
Providence’ line. 


The Lockets are available in 1/20- 
12K Gold Filled, Sterling, and Gold 
Plated Metal. Crosses are 1/20-12K 
Gold Filled, Engraved, Embossed, and 
Plain. 


Locket styles include large, medium 
and baby hearts and rounds as well 
as large books, and artfully combine 
hand engraving, embossing, and en- 
gine turning with mother-of-pearl, 
eenuine diamonds, crosses, cloisonne, 
and 3-tone coloring in an unlimited 
choice. 

RETAIL PRICES RANGE FROM 69% TO $5.95 


Ask your wholesaler to show you the Hall line 

which also includes .. . 

¢ WATCH BRACELETS e HOOP EARRINGS 

» MATCHED BRACELET AND LOCKET SETS 
FOR LADIES 

¢ “DOLLY-DEB” SETS FOR CHILDREN 


SOLD THRU WHOLESALERS ONLY 


J. M. : ' 
. | yntings 
PROV IDENCE turers of Distinctive - 
fan fac 
— — wholesole Trade 


. douweler Sin e ‘ 
ng Ws ce 7, RHODE ISLAND angeles 12, Calif 
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More Space= 


More Silver 


weet reshuffling of departments, and re- 
modeling an adjacent shop to provide 20 per cent 
more space at the rear of the store have resulted in a 
highly unusual sterling silver department at Selle Jewelry 
Co., 8th and Olive, St. Louis, Mo. 

Introduction of the silver department marks a sig- 
nificant change in the firm’s merchandising policy, ac- 
cording to a spokesman for the Selle organization. “While 
we have always carried the basic jewelry lines of dia- 
monds, watches, and fine jewelry,” he says, “space has 
always prevented us from giving sterling silver the dis- 
play promotion it justifies. The store has become well 
known for fine diamonds which have been our advertised 
specialty for many years, and we have attracted many 
out-of-town customers. Both out-of-towners and _ local 
patrons have frequently been surprised to learn that we 
did not maintain a full-scale silver department to match 
—and so, rectifying the lack has been our major post- 
war objective.” 
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One corner of the 
greatly expanded 
silver department 
at Selle Jewelry 
Co., St. Louis, Mo. 
(Below) One wall of 
department is win- 
dow facing arcade. 
Silver is thus seen 
both inside and out. 





The Selle store was remodeled in late 1947, when it 
became possible to lease an adjoining shop at the rear of 
the jewelry store which faced out into the “shopping 
arcade” of St. Louis’ famous Arcade Building. (Instead 
of the customary elevator foyer, the Arcade Building has 
a 50-foot wide extended lobby which runs from Olive 5t. 
to Pine St. and which is lined with specialty shops, a 
busy ticket office, and on the left side, the Selle store.) 
Selle’s windows, therefore, face both on the outside street 
and on busy arcade—a fact which has had a lot to do 
with the novel “two-way display” design which was 





worked out. 

The basic operation required in expanding the Selle 
store and making room for the new silver department in- 
volved moving the firm’s offices to a mezzanine balcony. 
This left the entire rear of the store open for sterling and 
plated ware. 

The new silver department is U-shaped, enclosing the 
entire rear of the store. Walls and ceiling are of light 
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“Wy “Top Sterling Pattern” 
“Se Easy to Sell” 
“Givee Us Constant WMatch-up Sates” 


These are some of the comments jewelers and sales 
people continually make. They mean just this — 


MODERN VICTORIAN assures top sales volume with a mini- 
mum of sales effort. And this volume is continually increasing 
through match-up sales. 


WHY IS MODERN VICTORIAN SO READILY ACCEPTABLE? 


Because it is backed by powerful and appealing national advertising, 
year after year. Because it has thousands of admirers...owners and 
prospective owners. Because it has the right combination of those 
things that make a pattern of ‘exceptional feminine appeal’. 


WHY IS MODERN VICTORIAN SO EASY TO SELL? 


Because it has those certain qualities of design that appeal to so 
many women, it presents a number of strong “selling or TALKING 
POINTS”. Here are just a few of the proven TALKING POINTS 
that continually close sales ofp MODERN VICTORIAN: 


/, Each piece is so beautifully proportioned within a grace- 
ful, smoothly curving outline. How important this is in 
one’s ability to “read” the design instantly. 


2. The knife is particularly attractive. Note how effective is 
the long handle. As you hold this piece you instantly sense 
how “right” it feels, how it seems to fit your hand. Ordi- 
narily one of the least graceful pieces, it has been made a 
work of art. 


3, Although the ornament has been held to the simplest motifs, 
see how crisp and sharp it is. Each tiny flower, each scroll 
stands out in such sparkling relief. 


4, The pattern is so entirely original. It is smartly modern, 
yet created from sound traditional design. It will always be 
correct and in good taste. 


J. Note how the same design has been repeated at the lower 
end of the knife handle. The same continuity of design has 
been carried out in every piece. 


6. The length of the rounding fork tines, their generous width, 
offers utility as well as gracefulness of design. 


Show &... Display ct... and gouk sll... 
MODERN VICTORIAN 


GREENFIELD * MASSACHU ETTS 
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An arresting display at Selle's 
features hollowware items shown 
on platforms. One piece is high- 
lighted in a ‘picture frame’ set- 
ting placed high above the rest. 


Dozens of spoons, displayed 
against a dark background, 
made an effective sterling 
window for the Selle firm. 


gray plaster, highlighted by brilliant fluorescent display 
fixtures with egg-crate louvres. which have been found 
to provide the best highlights and sparkle for polished 
silver on display. The seven cases which make up the 
U-shaped enclosure are likewise trimmed in gray plaster. 
with stainless steel beveled “cowling” forming eye-pleas- 
ing arches over each case. 

A row of three cases on the wall toward the arcade are 
arranged for “two-way display,” with duplicate shelves 
built back-to-back so that one faces out into the busy 

—_essaaneenstee CIGD arcade and the other to the interior of the store. Both 
aa are five-tier displays with ample space provided between 
shelves so that passersby outside can see into the rest of 
the silver department. 

In each corner of the silver department curved glass 
combines with the semi-Gothic arches for a delicate dis- 
play effect. Layout of the cases, with both sterling and 
plated silverware included, begins with sterling trays, 
salvers, bowls, etc., in the first two cases, and compotes, 
candy dishes, salt and peppers, sugar and creamers, etc., 
on the left rear. 

In the center is one of Selle’s most striking innova- 
tions—a “stage” lined with black velvet, and combining 


| both incandescent and fluorescent light. Outstanding hol- 
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> 
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lowware items from the cases surrounding are shown 
here daily, contrasting sharply against the black velvet. 








— Groen, sean iene | Suspended in the top center of the stage is a gray velvet- 
‘ I Pre ys 4 : 5 use ane enjoy: e ° . 
A 32 ; — li covered box, in which smaller items, such as teapots, 
s . c 2”, " Ss. o's new = iluet “ . 7 
ig ett, enna | seo  iseateiath sugar and creamers, salt and pepper gift suggestions, etc., 
wy cy? ne aepepeepiay ee nd 2 or ° — - 
we cons as Om ete are raised well above eye-level. Frequent changing of 

— “ _, oer inate these “stage displays,” it is felt, will do away with the 
siiverware or a iong ime Of ne satiny silver oie 30)" 66 39 o™ e ; P 
becouse of space timitetions, saps sameness’ which is so often a feature of sterling silver 
the Selle firm began adver- Qelle = departments. 
tising it extensively when fe Gearing surest ste ; : ; 
aanbilinn austin eupee- Sven one Cases continue around the right side of the department 
sion of silver department. Coy ee conto enne 
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OF SALES APPEAL 


The dominant mood of today . . . in fashion, 
in mode of living, in choice of silverware... 
reflects a revival of elegance, a return to a more 
gracious way of life. The importance of this 
trend makes Reed & Barton’s exquisite sterling 
masterpiece, French Renaissance, more desirable 
than ever. 

The unusually extensive advertising campaign 
featuring Reed & Barton Sterling provides an 
excellent opportunity for local promotions. 
Reed & Barton advertisements are appearing 
regularly in such leading national magazines as 
Ladies’ Home Journal, Good Housekeeping, Charm, 
Glamour, Mademoiselle, Bride’s Magazine, Bride’s 
Reference Book, Vogue, Harper’s Bazaar, House 
Beautiful, House & Garden, and Town & Country. 


French 


Renaissance Reed & Barlon 
Herling Silver 


REED &® BARTON, SILVERSMITHS, TAUNTON, MASS., SINCE 1824 
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Sterling-Conscious “Teen Agers 


by ROGER LONG 


Even very young girls visit 
the Herz store to choose a 
sterling pattern. This is 
then recorded in a file in- 
dex. Although it may be a 
few years before the girl 
is actually married, 80 per 
cent of the youngsters are 
silver purchasers later on. 





Guarantee Tomorrow's Market 


Ag}Ke* policy of educating junior high school 
and high school girls to the niceties of sterling 
flatware and sterling hollowware patterns has paid ex- 
cellent dividends for the R. Herz & Brother jewelry store 
in Reno, Nevada. 

Established since 1885 when Richard and C. E. Herz. 
father and uncle respectively of the present owner Fred 
Herz, opened up in the then mine-camp town of Reno. 
R. Herz & Brother has always been closely identified 
with sterling silver. 

“This is a silver community,” Mr. Herz said, “and it 
is only logical that we would give far more attention to 
silver in all ¥ts forms than the average jewelry store.” 

That the store has succeeded in making sterling silver 
its principal forte is shown by the fact that sterling flat- 
ware and hollowware sales rank No. 1 in the store’s 
volume, far ahead of even diamonds or watches. 

As shown in the accompanying photographs, more 
than 80 per cent of the total wall and case space in the 
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Exterior of the R. Herz & Bro. jewelry store in Reno, 
Nevada, sterling headquarters for many ‘teen agers. 
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WAMONDS INC. 
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ERE’S a practical, profitable tie-in 
H that puts Watson’s national adver- 
tising right behind your counters— 
working to increase your sterling sales. 


Check—now—the dates the remain- 
ing Watson ads run. Then, use one of 
these Watson dealer mats in your local 
paper when the national ads appear to 
tell people in your community that 
you carry this beautiful sterling silver. 


You can make this tie-in still more 
effective by using reprints of Watson 
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ads as counter displays, and by show- 
ing Watson Sterling in your windows 
and on your counters. 

Remember, Watson’s big national 
advertising campaign in LIFE, BRIDE'S 
MAGAZINE, SEVENTEEN and THE CHRIS- 
TIAN SCIENCE MONITOR is helping build 
business for every Watson jeweler. Use 
this tie-in to increase your share. If you 
don’t already have the full set of 24 
Watson dealer mats, write for yours 
today. The Watson Company, 8108 
Watson Park, Attleboro, Mass. 


Nationally Known As 


Va 


MODERN SILVER WITH THE BEAUTY OF OLD MASTERPIECES 
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Vcneck THE DATES 
THE REMAINING WATSON ADS RUN! 


In LIFE: half pages Oct. 4 and Nov. 8. 
In BRIDE’S MAGAZINE: two-color page Nov. 15. 


In CHRISTIAN SCIENCE MONITOR: ads Oct. 2 
and 23, and Nov. 20. 


In SEVENTEEN: half pages in October and 
November, 
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large Herz store is given over to sterling in one form 
or another. Six cases on the left side of the store are 
devoted to plated flatware and hollowware, which sur- 
prisingly, commands a heavy sales volume in the Reno 
area, while the entire right section of the store is devoted 
to sterling flatware and hollowware. The cases, inci- 
dentally, which have been in use continuously for more 
than half a century, are of rich-brown mahogany with 
the old-fashioned vertically-sliding plateglass front. 
Through the years. R. Herz & Brother has stubbornly 
resisted the “urge to remodel” on the theory that the 
store is a maa landmark to thousands of local 
residents, and that it is quite easily possible to “remodel 
yourself right out of business” as Jack Allen, an execu- 
tive of the company, indicated. 

“We have attempted to keep the store outwardly the 
same, while installing the last word in accounting, credit. 
and management systems,” he said. “Whenever we put 
up the question to customers as to whether we should 
remodel and install streamlined, fluorescently-lighted 
cases, the answer is an emphatic ‘No.’ 

With almost the entire state of Nevada as its territory. 
and with a population which counts 300 millionaires 
among the 71,000 population in the trading area, R. Herz 
& Brother carries one of the widest price lines in plate 
and sterling flatware in the country. Every nationally- 
advertised sterling line is carried in stock, totaling almost 
60 patterns in flatware and an equally wide choice in 
hollowware. Many of the famous brands represented 
have been franchised since they first came on the market. 
and the store enjoys the unique experience of selling 
side-by-side the products of manufacturers who are 
highly competitive in other cities. 

Before the war, R. Herz & Brother did an excellent 
job of matching up hollowware and flatware in identical 
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Sterling hollowware is promi- 
nently displayed in the Herz 
store, contrasting vividly 
with the half-century old, 
rich brown mahogany cases, 
(Below) A typical Herz ad- 
vertisement is devoted to 
silverware which has come 
to rank first in volume. 
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patterns, which resulted in some of the largest individual 
sterling silver service sales ever made in the Reno area. 
“So close a pattern harmony is difficult to duplicate 
nowadays,” Mr. Allen said, “due to the fact that manu- 
facturers have not adhered so closely to flatware patterns 
in their hollowware production. However, we have 
managed to open-stock most of our lines, and are still 
filling in sales which were made as long as 20 years ago.” 
Gedalnadle, the most cogent factor in the Herz store’s 
silver supremacy is “getting them started young” in the 
matter of selecting patterns and familiarization with 


(Please turn to page 286) 
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MANCHESTER SILVER COMPANY _ provivence + RHODE ISLANE 


PIERCED HANDLE FANCY SERVING PIECES 


A selected line of Sterling (Solid) Silver Pieces exceptionally priced for Special Sales — Illustrations 2 size 
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OLIVE FORK 
A166 






BUTTER PICK 
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Medium Weight Bright Finish Only Packed in Fancy Display Boxes 











Clock Your Gift Sales 


Wake up to the profit potentials in 


wide-awake, year-round clock promotion 


HE top 75 percent of jewelry store volume is in 

jewelry store basics: diamonds (26 percent) ; watches 
and clocks (20 percent); jewelry (17 percent); silver- 
ware (12 percent). The other 25 percent is in a wide 
variety of miscellaneous goods and services. 

This would seem to suggest that a jeweler seeking 
additional volume should first study his present merchan- 
dising of basic items before going in search of outside 
lines. 

Too often we are intrigued by the green pastures in 
other fields, while acres of diamonds lie right in our 
present stock and store. 

An example of an often overlooked opportunity is the 
tremendous gift potential of clocks. If there is any such 
thing as a universal gift, a clock is it. 

Every person needs a clock. Most people want more or 
newer clocks. Anyone seeking a gift can find here a wide 
variety of choice, for, clocks have no set limitations and 
their appeal is ageless. Whether the recipient is a man or 
woman, young or old, there is a suitable gift clock that 
would be appealing and useful. 
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by J. T. AGATE 


In view of these truths and the fact that clocks are 
traditional jewelry store items, it is difficult to understand 
why they are not more aggressively merchandised by 
jewelers. Why have jewelers allowed the bulk of this 
business to be taken over by other outlets? 

A survey made recently by Crowell-Collier Publishing 
Co. shows that 80 percent of the people who definitely 
plan to buy clocks, intend to buy them in other than 
jewelry stores. (More women expect to buy clocks in 
jewelry than in department stores but almost 25 percent 
more men intend to purchase clocks in department stores. ) 
Why let this volume of business go elsewhere? Especially 
in view of the fact that another survey, made by McCall’s 
shows that every middle-class home has at least three 
clocks; upper-middle and high-income homes usually 
have six or more; and almost every family wants at 
least one other. Replacement of clocks is a constant affair, 


(Please turn to page 288) 
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FEATURE 


Stevtin Y and € ton, y 
WITH Cr ystal 
“é 


* 


Stores everywhere are experiencing spec- 
tacular sales by featuring these two outstanding 
gift sets. Sterling and Ebony, combined with hand- 
blown Crystal is a proven quick-seller...guaran- 
teeing rapid turnover and mass sales. Stock it! Make: 
Reida your holiday sales leader. Catalog on request. 
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Bookkeeping Simplified 


Second in a series of articles outlining simple yet effective 


procedures which jewelers may use to Keep a finger on the pulse 


of their businesses. This instalment coneerns eredit sales 


RE you making money on charge and term credit 

sales? How many “slow” accounts are there on 

your books? How much is owed to you, and is it a healthy 

or an unhealthy percentage of your total sales? How much 

can any given customer carry? How much credit can your 

store profitably carry, and are you undercutting it, hitting 
it on the nose, or exceeding it? 

Many jewelry merchants have failed because they car- 
ried too much credit. An accurate record would have 
warned these bankrupt jewelers that trouble was coming 
and would have told them, moreover, where the trouble 
was. In this second article of a series on simple jewelry 
store bookkeeping, lets look at how credit records can be 
kept with minimum trouble and maximum accuracy. 

Three main factors govern successful credit selling, and 
when they are out of kilter the records flash a red warning. 
These three are the amount of capital the merchant has, 
the time period for which credit has been extended, and 
the fulfilment of credit obligations by customers. Any of 
the three can cause failure if it is not right. 

The amount of capital on hand is important because it 
governs the dollar volume of credit that can profitably be 
extended. Credit selling is no more than money lending. 
For example, if the jewelry store’s operating capital is 
$5000, and its accounts payable (the customers who owe 
money on charge or other credit accounts) totals $3000, 
this means that the inventory has been decreased by 
$3000, and that there is only $2000 with which to replace 
the stock sold. Over a period of time, this would deplete 
the store shelves to a dangerous point. Lower inventories 
mean fewer opportunities for future sales. 

To illustrate point two, say again, that while $3000 
credit has been extended to customers, the jeweler has a 
credit of that size with his wholesalers so that he can im- 
mediately replace the merchandise sold on charge account 
by using his own accounts with distributors and jobbers. 

Usually, a merchant’s credit with wholesalers is for 
thirty days. That means that the credit extended to con- 
sumers must be for no longer than a month, and prefer- 
ably for a shorter period—for example, a week—to allow 
for the time taken to remit. 
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The average jewelry store can afford to carry very few 
“slow pay” customer accounts. Consequently, the records 
must show the complete status of each customer’s account 
so that accurate controls can be kept on his credit buying. 

Often, large department stores limit a customer’s credit 
to so many dollars. When his account has passed the limit 
sum, his credit is stopped until he has reduced it below the 
maximum. This insures that sufficient amounts from the 
credit customers will be forthcoming so that inventories 
are not reduced to the danger point. 

If charge sales during the week amount to more than 
collections—as shown immediately by the one-book con- 
trol sheet—-an effective stop light warning has _ been 
flashed. It is time to watch the next week, and the one 
after. If the trend of credit selling is fewer collections 
than dollar credit sales, it is time to take steps to put 
the credit ledgers on a more healthy basis. 

Credit records are simple to keep. Insistence on proper 
marking of charge slips, and bearing down on seeing that 
the totals are promptly and accurately entered first on the 
customer ledger, second on the master control sheet. The 
ledger insures that credit purchases will be billed promptly 
and properly; the control sheet tells the jeweler the status 
of his credit selling business at any given time. 

At the end of the day’s business, the charge sales slips 
should be totaled and entered on this control sheet imme- 
diately. Then, they may be entered on the billing ledger 
(which can be a plain ten cent store notebook) immedi- 
ately, or else filed away and entered on the last day of the 
month. Many jewelers have found it simpler to enter 
them daily, thus lessening the normally difficult end-of- 
month routine. 

Sales slips should be filed away and kept for at least one 
year. Many jewelers simply put them in alphabetical files 
in an ordinary 5 x 8 inch cabinet. 

The ledger on which figures from the sales slips are 
entered should indicate (1) date of purchase; (2) either 


(Please turn to page 290) 
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DIMENSIONS 


ICE VAULT—No. 80! 
Height: 8%" 

Weight: 2% Ibs. 
Diameter Top: 7'/," 
Contents: 2'/ Fi. Ors. 
Silver on Copper 


ICE TONGS—No. 810 


Length: 6!" 
Weight: 2 ozs. 
Silver on Copper 


Indixsidualls 
packed in corru- 
gated cartons. 


00 with Ice Tongs $10.33 


Also available in Chrome, 
Same Prices (No Fed. Tax) 





DEALER’S PRICE ° 


It out-performs any Ice Bucket on the market today, 
regardless of price because 


—It is non-breakable...No glass to break or replace! 


— lt has a vacuum-sealed, insulated metal liner which 
holds cubes for hours and hours! 


—It can be used for chilling beverages, or as a service 
for hot foods and liquids! 


—It is heavily-plated, super-fine silver on nickle- 
plated copper base! 


—Its material and workmanship are backed with a 
Lifetime Service Guarantee to your customers! 
nS on y 7 MAIL COUPON TODAY! 
Each piece is stamped “Silver on Copper’, with OL LL — 





the K/S trademark. | Knight Silversmiths, 
It is priced to give you a handson ‘ofit! J enmartnimnenaanenstion 
Pp . give y < some pront. Please send me name of nearest KNIGHT jobber, 


CONTACT YOUR JOBBER TODAY FOR PROMPT SHIPMENT! | 2n¢ copy of your full line folder. 


Or write us for nearest distributor. | My Name. 
SOLD THRU LEADING WHOLESALERS _— ! 
dj < | 4 Street.......... Ee eae en ner oe 
Nig { tloersmiths City......00. ce Zone...... State | 
SALES ASSOCIATES — Sole Representatives Fifth Ave. — New York Wihelesalaw’s Namne.................ccccccee cccsciccccccececeess | 
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Selling Watches Today 


Competition from other fields is cutting in on the wateh 


business and now is the time for the alert jeweler to set about 


offsetting it. Four suggestions are given in this article 


ODAY, when the memory of the war years is still 

fresh in all minds, we do not need the “Watch 
Parade” to remind us that jeweled watches are one of 
the mainstays of the retail jeweler’s business. Nonethe- 
less, it is clear that we have seen the end of the heyday 
of the watch market, when a rapidly expanding national 
income confronted an acute shortage of goods—par- 
ticularly desirable “luxury” goods—in virtually all 
fields save jeweled watches. 

Now there are signs of a leveling off in the watch busi- 
ness. This, of course, is to be expected. In most all fields. 
save automobiles, merchandise is now more or less readi- 
ly available. Partly, no doubt, as a consequence of this 
and of the return to watch production of the American 
manufacturers after four years of war work, from 1946 
to 1947 total imports of jeweled watch movements (ex- 
cluding those of only one jewel) fell from 9,037,000 in 
the previous year to 7,357,000 in 1947. The period also 
saw a further reduction of the number of importing firms, 
although the current total remains substantially above 
that of before the war boom. 

It is certainly too early to foresee what the normal post- 
war level of watch sales will be. Given the characteristic 
“bunching-up” of sales toward the end of the year, it is 
even impossible to estimate what the total volume will 
be in 1948. In fact, we hear reports of heavy inventories 
in certain lines—not widespread, perhaps, but consider- 
able enough to have some dealers worried. A sudden 
economic reversal can affect this year’s situation con- 
siderably. 

The volume of retail watch sales in this country de- 
pends, fundamentally, upon population and national in- 
come and, secondarily, upon such factors as the relative 
price of jeweled watches as against other “luxury” goods; 
the cost of their repair and maintenance, and the length 
of the useful life left in the watches now in the process 
of being worn. 

On all counts jeweled watches stand in a favorable 
position today. Of national income little need be said— 
1947 was a 190 billion dollar year and 1948 is running 


274 


by J. M. EICHELBERGER 


American Watch Institute 


at the rate of 210 billion. Population is expanding also. 
Every year an ever-increasing number of young people 
come of secondary school age (when they need their first 
jeweled watch). In terms of population there is another 
fact which should not be overlooked. That is that fully one 
third of the families of the U. S. are only six years old 
or less. This has created a new gift-giving relationship, 
the results of which should be felt for a long time. 

As far as price goes, jeweled watches enjoy a position 
highly favorable to large sales volume. Statistics giving 
an exact comparison of pre-war and post-war price levels 
in watches are not available, but even a casual look at 
the facts will reveal that many models sell today for only 
moderately more than did identical, or similar, models 
before the war. True, the requirements of the current 
market have necessitated seme extra emphasis on the 
part of U. S. manufacturers on lines of higher quality 
(hence higher priced) models. For instance, only one 
U.S. manufacturer now makes a 15-jewel watch. Another 
very significant fact is that many of the cheaper pre-war 
models with imported movements are not being offered 
on the market at all, or in limited quantities only. None- 
theless, a customer wanting a medium to high grade 
jeweled watch can get one for relatively little more than 
he would have had to pay before the war. This is con- 
spicuously not the case in other lines of goods. 

We have said, however. that there will be a leveling off. 
It is, in fact, going on now. What is most important is 
that the leveling off is not, and will not be uniform among 
all jewelers and retailers of watches. The volume of every 
dealer is not going to drop in the same proportion. Smart 
merchants are going to retain very high sales levels by re- 
viving and revitalizing what during the last few years has 
almost become a lost art in America. That is salesman- 
ship. From now on watches have got to be sold. 

To get one’s fair share of the new level of the jeweled 
watch business—a solid share of profit with a minimum 

(Please turn to page 290) 
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Briddell CARVEL HALL 


4 Stk Ki. ce. 


MEAN QUICK SALES... 
GOOD PROFITS FOR YOU 









—— HIS VERSATILE little knife is a 
let must have for any housewife. The 
an .  ———.. handsome lines of the Carvel Hall Steak 
Me Knife put it right “at home” with her 
ee JS ree ~—_—ifinest silver. Its keen, hand-finished blade 
a - makes meat courses a joy. Carvel Hall 
at ili ae ~ Steak Knives are a good bet for you from 
four angles .. . quality of product . . . popu- 
ig. « onl | ilar appeal... national advertising ... 
| ane — — vee, # profitable dealer set-up. 
ty Sets of six or eight Briddell Carvel Hall 
Steak Knives are attractively packaged in 
plastic cases. The full case fits conveniently 
into our colorful counter or window display. 


Briddell’s new Carvel Hall Steak Knives 
are fully hollow-ground, fine chrome- 





NATIONALLY ADVERTISED IN 


Good Housekeeping and Better Homes 


§ Gardens; over 14,000,000 women vanadium steel. Glamorous Lustrex handles 
read about the Briddell household with chrome safety bolster and ferrule 
line.* Other profitable Briddell items withstand scalding water. 


include the handy mirror-finished 
household Cleavers and Cleaverettes, HERE'S PROOF THAT THEY SELL... 


and the Briddell line of Ice Picks A medium sized women’s wear store in a 
and Ice Chippers. Some of these are town of 20,000 ran a test in their gift depart- 
shown below. ment on Carvel Hall Steak Knives. Their only 
promotion consisted of showing the knives in 
their consumer house-organ, billing stuffers, 
one dealer mat ad in the daily paper and store 
displays. They sold $1690 worth of Briddell 
Carvell Hall Steak Knives... and at 40% 
that’s $676.00 profit. You can do the same in 
your store . . . turn a small item into volume 
sales. Ask to see the Briddell Carvel Hall Steak 
Knives today. 


Briddell 


INCORPORATED 
ro “Vn ean CRISFIELD, MARYLAND 


ant >> 
* Guaranteed by ~ 
Good Housekeeping 


14s snancra wit en a Ytne Dunle ly “Cullery 


newspaper material upon request, 
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How to Sell Quality 





To the Price-Minded Customer 





It’s the quality sales, not the ‘leaders’, that pay the best profit. 


Here are some tips on selling the better merchandise to the 


eustomer who comes into your store with price uppermost in mind 


y N a medium-sized Southern city, there are two jewelers 
whose stores are within a stone’s throw of each 
other. Both are believers in advertising and advertise 
heavily. Both push low-priced specials in their ads in 
order to bring in plenty of prospects. In most outward 
respects, the selling policies of these two firms are nearly 
identical, yet, one does a volume that is 50 per cent larger 
than that ot the other and—in this larger volume— 
realizes a profit percentage nearly double the other 
jeweler’s. 

What built this larger volume and vastly greater profit 
was a follow-through on the volume advertising that 
both did in almost exactly the same amounts. Where 
one jeweler was content to sell the lower-priced jewelry 
he advertised, the second and more prosperous followed 
through by selling quality to the customers who came in 
with price on their minds. 

You do not have to be a “leader” merchandiser in 
order to understand the extra profits that selling quality 
can mean to you. In all stores, a small percentage of the 
jobs produce the greatest percentage of profit. These 
are the “quality” sales. 

All of us want to buy as cheaply as possible. Many 
jewelers capitalize on this desire by selling low priced. 
low mark-up merchandise and depending upon the vol- 
ume to bring them profits. Others have learned how to 
sell the importance of quality to the customer who de- 
sires price. Their sales, nine times out of ten, yield higher 
profits to the company than the low-priced merchandise 
of stores that rely on volume in order to make money. 

How can you sell quality to the customer who wants 
price? In the accumulated experience of jewelers who 
have been highly successful in selling quality to the cus- 
tomer who wants price, several tricks, facts, angles and 
ideas stand out. Here are some of them. You can use 
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these proven methods to sell quality to your own cus- 
tomers. 

1. Most quality sellers have found that a successful 
appeal to sell quality, especially over a price objection, 
must be aimed at the customer’s emotions. When you're 
selling the low price of an item, you show the custom- 
er’s reasoning mind how much money he will save by 
purchasing what you offer. But when you are selling 
quality, the most successful appeal will usually be to his 
emotions. 

For example, you sell something whose principal point 
is that it is cheap by demonstrating in logical fashion 
the inexpensiveness. You reason with the customer by 
citing the low cost and the fact that he is unable to beat 
the price you’ve quoted. 

If you want to sell a higher priced item of greater 
quality to the same customer. different tactics must be 
employed. You appeal to his pride of ownership, to his 
vanity. You appeal to his self-love. 

If you do these things and try other approaches to his 
pocketbook that go through his heart rather than his 
reasoning mind, you will sell him the importance of 
quality work in more effective fashion than you would 
by appealing to his logical, thinking mind. 

2. Tell what the added quality will do for the cus- 
tomer. If the extra-good item you want to sell offers Mr. 
Customer added advantages, tell about these advantages 
rather than telling about the quality or the fine reputation 
of the maker. The customer won’t care greatly about 
the impersonal quality of the higher-priced item. But 
he will care for the extra comfort and convenience he 
receives. 


(Please turn to page 298) 
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Follow 
the 





Leader... 


(your customers do) 
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... there’s money in it for you 


when they ask for 


\\! 





Underwood Portables... 


Made by “The Typewriter Leader of the World” 


This year Underwood Portables are more 
popular than ever! 

Full page advertising in a group of national 
magazines, in addition to school and college 
publications, continues to tell and sell the 
Underwood Portable story to millions of 
prospects everywhere. 

And, what a selling story it is! 

Two great Portables! The Universal .. . 
priced right for promotion; the Champion 
... for “step-up” sales that bring extra 
profits. 

Look over the outstanding Underwood 
Portable selling features shown at right. 

Appearance helps you sell Underwood 
Portables, too. They’re smart, streamlined. 
The Champion is finished in soft, Under- 
wood Gray . . . trimmed in gleaming chro- 
mium. Each equipped with a neat, conven- 
ient carrying case. 

Here indeed are handsome Portable ma.- 
chines you'll be proud to promote . . . ma- 
chines that bring you handsome profits, too. 


Underwood Corporation 


Portable Typewriter Division 
One Park Avenue New York 16, N. Y. 


© 1948 
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DEMONSTRATE THESE FEATURES OF PORTABLE LEADERSHIP 


DUAL TOUCH TUNING. This Under- 
wood feature permits tuning the touch 
of all keys, or changing single keys to 
suit any individual. It helps make pos- 
sible the finest quality of work for the 


longest period of time. 


FINGER FORM KEYBOARD. Scien- 

tifically designed concave Finger-Form 

keys center the fingers for fast, ac- 

curate stroking. Pleasant to the touch 
. . no rings or sharp prongs. 


RIGHT AND LEFT MARGIN RELEASE. 
Conveniently located just above the 
keyboard, a push button release en- 
ables an operator to write outside 
either margin. Returns automatically 


to original setting. 


VARIABLE LINE SPACER. Pull out the 
left-hand knob for variable line spac- 


ing. Push it in to re-engage normal 
spacing. Positive, accurate, one-hand 


operation. 


CARRIAGE CENTRALIZING LOCK. 
Carriage locks securely to prevent 
jarring while carrying. A special pro- 
tection which means longer, trouble- 
free service from Underwood Portables. 


STANDARD RIBBON. Underwood Port- 
ables use the same size ribbon as the 
famous Underwood office machines. 
No confusion. For sale everywhere. 
Spools are reversible, too, for longer 
wear... greater economy. 


PRECISION CONSTRUCTION. Observe 
the Underwood Portable construction. 
It’s precision built for accuracy and 
top performance with the care and 
pride of master craftsmanship. 
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|. New Remington "Contour 6" features three "Blue Streak’ 
contour shaving heads mounted on a contour plate, designed 
to keep hair openings in contact with beard on every type 
of face. Remington Rand Shaver Division, Bridgeport, Conn. 


2. Holmes & Edwards’ "Lovely Lady’ pattern is now avail- 
able in miniature size for kiddies, either with a gay por- 
celain dish (as shown) or gift-boxed alone. Set with dish 
priced at $2.25; fork and spoon alone, $1.75, no tax. 


3. New Kirsten corn holders feature handles of hand-pol- 
ished duraluminum, prongs of stainless steel. Packed in 
attractive gift box holding eight corn holders, ensemble 
retails for $10. Made by Kirsten Pipe Co., Seattle, Wash. 


4. Campaign-year feature is this sterling ring having 
"Dewey" in relief, retailing for $3.95. Another sterling 
ring features Dewey's face on front, elephant on one side, 
and "1948" on the other, retails for $4.95. Both made by 
Schrager of California, 312 So. Broadway, Los Angeles 13. 


5. The "Write Lite," new combination flashlight and ball 
point pen, is priced at only $I, retail. Made by Brownie 
Manufacturing Company, 195 William Street, New York 7. 


6. Knife-file, with removable extension pencil, is made in 
14K gold and is priced to retail for $74. Manufactured 
by Louis Tamis & Son, 36 W. 47th St., New York 19, N. Y. 
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‘Talisman’ Pearls by Deltah. 


men's or » 





3 stat 5 
economy BOx for 
ladies’ wotches or any kind 
of jewelry. Transparent hinged 
cover with opaque base. 
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Pearl Box for Deltah. French Oval Watch Box. 7. 
SS 
ore Can also be used for any 4 rn nouepainamnenchenatiiitsetee e 
. : . Nat aria oe enon 
jewelry except pearls. a nl =e 
’ 
Jewelry Jars, suitable ; 
for any type of jewelry. — . o ~_ 





Stor Razor Slide Box 
for.American Safety Razor Co. 
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as : Harvel box for men's 
porn or ladies’ watthes. 





Cosmetic Jar in pink . 
and knob. 414%," diameter. Cosmetic cases for 
Harriet Hubbard Ayer. 







Transparent cosmetic 


containers for Helena Rubinstein. Transparent shirt tray 
t a 


Red Bell, 6 and 8” 
diameters, suitable for 
eleld dole llsle Moti h Amit B 
Becomes a permanent 
Christmas tree ornament. 
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But You Must 


Sell Luggage? Yes! 


Have 








The luggage department at Perel & Lowenstein is 
really huge, containing not only a large number 
of items but, also, a widely diversified stock 


Aeceording to Perel & Lowenstein, Memphis. Tenn... jewelers, fine 


luggage, being a popular gift item, belongs in a jewelry store. 


But you must have space in which to show a wide variety of lines 


AKING a “realistic attitude” toward merchandising 

of luggage in the jewelry store, and incorporating 
all of the advantages of the exclusive luggage and leather- 
goods store, has increased the size of the luggage depart- 
ment of Perel & Lowenstein, Memphis, Tenn., more than 
ten times. 

Like many other jewelry stores who have “dabbled” 
in luggage selling, Perel & Lowenstein was guilty of de- 
voting insufficient space, insufficient knowledge and sell- 
ing techniques to the luggage department until shortly 
after the war, according to Herbert F. Tate, buyer. 

“We were agreeably surprised to find that luggage 
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sold well in the jewelry store when the department was 
first installed,” Mr. Tate said, “and it was not long before 
we realized that the department could be made vastly 
more profitable by allocating sufficient space, personnel, 
and promotion to it to justify the line. Luggage, we have 
found, fits tightly into the jewelry store scheme of selling, 
inasmuch as from 65 to 75 per cent of our luggage sales 
go out of the store as gifts for someone other than the 
buyer, and because through specializing in top-quality, 
nationally-advertised lines, fine luggage has much the 
same intrinsic appeal as jewelry itself.” 

To make a real success of merchandising luggage, Mr. 
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Tate urges. the jewelry store must observe many funda- 
mental requirements of this form of selling, including 
sufficient space, carefully-trained separate personnel, 
plenty of window display space, promotions, and plain, 
ordinary merchandising “know-how. ” | | 

“Although luggage profit spread today is not what it 
was before the war, a balanced inventory with a turnover 
of two or three times a year is well worth consideration,” 
he said. “The high markups which were possible at one 
time will probably never occur again. Nevertheless, better 
priced luggage, well sold, is a steady source of revenue 
which cannot be discounted.” 

Operation of the luggage department at Perel & Lowen- 
stein is based on a series of points, all of which Mr. Tate 
feels are absolutely essential to good merchandising. 


They are: 


1. Nationally-advertised lines. Too many _ jewelry 


stores. Mr. Tate has observed, make the mistake of carry- 





ing little-known lines, depeending upon brilliant colors, 
handsome design, etc., to do the selling. The public, he 
pointed out, is now extremely brand-conscious in_ all 
merchandise, and luggage is no exception. With some of 
the top-known lines, it is possible to capitalize on national 
advertising, tie-in window display posters and manne- 
quins, and such potent selling forces as vacation maga- 
zines, travel folders, etc. The Perel & Lowenstein store 
does not carry a single line of luggage which has not an 
instantly recognizable brand. 

2. A flexible inventory which may be sold either from 
ensembles or single pieces. Looking for large unit sales. 
Mr. Tate has found, many jewelers have set up expensive 
ensembles, running up to as much as $150 to $250, and 
refuse to sell unless the entire ensemble is purchased at 
one time. Naturally, he averred, this is a desirable type 
of sale, but it does not fit in with today’s tightened purse- 
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strings. The wisest inventory policy, Mr. Tate believes, 
is a stock made up of ensembles which can be broken up 
to sell single wardrobes, overnighters, two-suiters, valet 
packs, etc., as the customer wishes. Naturally, this re- 
quires painstaking attention to buying, and ironclad com- 
mitments with manufacturers. The fact that it can be 
worked out is shown clearly in Lowenstein’s own luggage 
inventory where almost everything shown may be en- 
sembled with other bags, but is displayed for “individual 
piece’ selling. 

3. Appeal to the masculine side of the family. One of 
the greatest and most unsuspected markets for fine lug- 
gage is offering varieties which appeal to men, to be 
purchased by women, according to Mr. Tate. There are 
constantly women coming into the store who are dubious 
about what to give a man as a gift, and for which a fine 
top-grain leather bag proves the perfect solution. It is a 
mistake, according to Mr. Tate, to carry too much 


by ROBERT LATIMER 


Herbert F. Tate, buyer 
and manager of Perel & 
Lowenstein's luggage de- 
partment, is of the firm 
conviction that selling 
luggage is a man's job 


women’s luggage in ensemble form, or in individual 
pieces. The store’s experience has shown that it is actu- 
ally easier to sell men’s luggage to women on a gift basis. 
Therefore, the department carries an unusually large 
percentage of its stock in aniline-dyed leathers, cordovan, 
rawhide, and other natural-finished leathers. Light- 
weight metal aircraft luggage, heavy-duty, “rough and 
tough” varieties for the traveling salesmen, etc., have all 
shown a potent appeal to women. Therefore, Mr. Tate 
advises “don’t overslant the luggage department toward 
the feminine market.” 

4. The next most important consideration, according 
to Mr. Tate, is “open stocking” every line of luggage 
carried as far as possible. This is something the cus- 
tomer who can afford only the purchase of a single bag 
at a time really appreciates. Eventually, Mr. Tate pointed 


(Please turn to page 301) 
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MORE SPACE — MORE SILVER 
(From page 264) 


where the two-way windows take over. In these are 
shown a variety of items, both sterling and plated ware. 
“We are able to display either plate or sterling with equal 
facility,” said the spokesman. “At the front of the store 
there is a separate all-plate department, which is more 
convenient when the customer is pressed for time, and 
asks for gift suggestions. Here, we sell many wedding 
gifts, occasional gifts, etc. The idea of combining plate 
and sterling in this way is that it will give the department 
democratic price lines.” 

Instead of devoting a section of counter space to the 
63 sterling patterns which are carried in stock, two un- 
usual “knee-hole fixtures” have been constructed. As 
shown, these are of polished walnut, consisting of desk- 
like cases, with a shallow glass top beneath which are 
eight black, velvet-lined trays, each accommodating four 
patterns of sterling or plated flatware, as the case may 
be, “staggered” in opposite corners. Each knife, fork 
and spoon is snapped into place with simple plastic clips 
which do away with much waste time in rearranging and 
handling of the trays. Salespeople stand between the 
two cases, facing outward, while the customer is seated at 
the front on any of four comfortable chairs. 

At the rear of each of the flatware cases are 28 drawers 
which accommodate 32 patterns each. All fill-in pieces 
(butter spreaders, soup spoons, tablespoons, etc.) are 
within convenient reach, so that the customer who wants 





to make up a complete place setting and accessories may 
be served quickly. Also in the rear of the fixtures are 
inset bins large enough to accommodate chests of plated 
silver, out of sight, but ready to be brought out where 
the customer shows a decided tendency toward solvino 
her flatware problems by a single purchase. ‘ 

Selle’s silverware promotion program has been tied jy, 
with the firm’s general merchandising set-up in several 
different ways, viz: 

(1) Store personnel are active participants in local 
civic and business organizations. thereby obtaining favor. 
able local word-of-mouth advertising for the store. This 
is essentially a good public relations program. 

(2) Normal advertising appropriations, with emphasis, 
in the case of silver, on newspapers as a medium. 

(3) Window displays, changed frequently, which tie 
in with current shopping ideas, special events, seasonal 
promotions, etc. 

(4) Point of sale techniques among sales personnel. 
Salespeople always reflect the store's friendly attitude and 
this tends to bring customers back again when other 
jewelry purchases are contemplated. 

Selle’s advertising appropriations are not heavy but 
are designed to tie in with the public relations program oj 
the store. Double column newspaper advertisements 
scheduled about twice a week in the leading papers focus 
attention on the variety of jewelry that Selle handles, and 
recently special emphasis has been placed on the new 
silver department and the items that may be seen there. 

Selle’s direct mail program is designed to keep their 
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satisfied customers throughout the midwest informed of 
their activities and their offerings from time to time. In 
order to maintain interest in their mailings the firm has 
found it advisable to change techniques: sometimes a 
card is sent, and sometimes a special letter. These are 
sent at infrequent intervals throughout the year. 

Special attention is given, also, to the backgrounds of 
the window displays that face on Olive Street. This is 
necessary since the window frontage is small and the atten. 
tion of passing traffic must be gained quickly. Effort is 
concentrated on maintaining the interest and variety that 
these windows offer, and each display specializes on some 
phase of the jewelry trade, such as diamonds, silverware. 
jewelry, etc. 


Suggestive Selling For Luggage Volume 


Practical operation of a luggage department in the 
jewelry store is determined entirely by whether the 
jeweler exercises the same type of promotional methods 
as he does with fine costume jewelry, diamonds, watches, 
etc., or not, according to Frank E. Overholt, Sr., mana- 
ser of Duval Jewelry Company, Miami, Florida. 

The beautiful new Duval store. which attracts tour- 
ists from all over the country, has made a prominent 
issue of its luggage department, located opposite the gen- 
eral office at the right rear of the store. Handsome blonde- 
wood display bins, neatly bracketed along the wall, raise 
popular luggage styles to eye-level, where they are bound 
to attract the most attention. 
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OLD MINERS 


Through our secondhand sources, we are 
able to maintain stocks of Old Miners in 
a range of qualities, and in sizes up to 
half carats. You will also find us an excel- 
lent source for larger sizes in Old Miners, 
and for stones recut from Old Miners — 


all advantageously priced. 


Paul de Vries. me. 


DIAMOND CUTTERS & IMPORTERS 
535 FIFTH AVENUE 
NEW YORK 17, N. Y. 


ANTIQUE JEWELRY RE-PURCHASED JEWELRY 


Location of the luggage department here was the first 
step in Mr. Overholt’s merchandising program. Because 
many customers must wait to pay bills, wait for change. 
wrapping, etc., near the service office, it is natural for 
them to examine the luggage closely, lift down a bag or 
two to examine it closely. Whatever salesperson is wait- 
ing upon the customer is then asked to step forward, 
suggest the right type of luggage for the customer’s own 
circumstances, and devote as much time as the customer 
wishes. 

Next, Duval Jewelry Company attempts to stay in the 
better price lines, which will not be found in competing 
stores in the immediate area. Thus, almost every two- 
suiter, fortnighter, pullman case, etc., displayed is “a 
luggage gem” as Mr. Overholt put it. “There is no 
use in displaying merchandise which may be bought with 
ease at any other type of store,” Mr. Overholt pointed 
out. “Therefore, we attempt to keep the luggage stock 
as exclusive and as intrinsically desirable as possible.” 

Not the least important step in making a luggage de- 
partment profit-productive is close attention to “open 
stock” inventory methods, according to Duval’s. Well 
aware of the fact that the sale of one piece of luggage 
may eventually result in the sale of four or five more of 
the same pattern. Duval’s through careful buying, open 
stocks its entire line, so that it will always be possible 
to match up another bag with the original one pur- 
chased. By carrying nothing which cannot be “pat- 
terned” a continuous volume of repeat business has been 
built up. 
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Aggressive Promotion Builds Men's Ring Sales 


A specialized jewelry merchandising operation which 
will respond readily to aggressive promotion is the men’s 
ring department, according to Robert J. Brandon, head 
of Stanley Rhodes, distinctive jewelry, Reno, Nev. 

Mr. Brandon, who opened a handsome new all-marble 
jewelry store in the new Mapes Hotel in Reno last 
November, devotes an entire all-glass display case to 
men’s massive rings, in gold, silver, with stone settings, 
fraternity, association and lodge rings, instead of the 
usual small amount of space which the average jewelry 
customer expects. More than 75 examples of fine solid 
gold rings, for example, are always available a few 
inches below the glass of the case, with a commensurate 
amount of sterling silver, platinum, and novelty styles 
below. 

The fact that the jewelry store is located in the free- 
spending community of Reno has little or nothing to do 
with the success of the men’s-ring merchandising pro- 
gram, according to Mr. Brandon—who has been a jeweler 
in many countries, and speaks more than half a dozen 
languages. “My experience has been that American men 
are the last to adopt the habit of wearing jewelry,” Mr. 
Brandon smiled. “But like European gentlemen, they 
will gradually swing around to it if the proper type of 
suggestion is given.” 

There are two elements in the ring merchandising pro- 
gram at Stanley Rhodes, distinctive jewelry. First, Mr. 
Brandon maintains a constant “mass display” which is 
so large that no entering customer can fail to notice it— 
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whether men or women. Second, there is very practical, 
constant suggestion program in effect which covers every 
man or woman who enters the store. 

The store personnel keeps a sharp eye out for the type 
of wealthy rancher, stockman, business executive, etc,. 
who is most likely to be a prospect for expensive rings. 
No matter what such customers come in for, whether jt 
be merely watch repair, to buy a gift for their wives, etc.. 
Mr. Brandon’s two salespeople at some point in the cop. 
versation manage to point out to the customer that while 
his wife may be bedecked in beautiful jewelry, the cus. 
tomer himself is not showing his prosperity or affluence 
if he is not wearing a ring of some sort. That’s one ap. 
proach. Or, if the customer is a local resident, store sales. 
people inquire whether he is a member of lodges or fra- 
ternities. such as the Masons, Knights of Columbus, Odd 
Fellows, etc., which naturally lead to pointing out the 
ring tray, and a follow-up. Next, store salespeople make 
a point of watching for stickpins, watch chains, wrist 
watch bands, or anything which indicates that the male 
customer has a flair for jewelry, and pointing out that 
the store can “match up that watch chain, etc., with a 
massive ring. 

‘Women are far easier to sell on the subject of men’s 
rings than are men themselves,” Mr. Brandon confessed. 
“Whenever we have a married-woman customer, we like- 
wise make a point of showing the rings, pointing out 
how heavily constructed. and masculine they are, and 
asking whether she had ever considered giving him one 
for a gift, or making the husband buy himself one. A 
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lot of women act upon this suggestion, pasticunasty if the 
ring appeals to her own aesthetic taste. We have found 
that most women are impressed with blocky, 2avy- 
styles of men’s rings, and enjoy visualizing them on their 
husband’s hands. Perhaps she will not buy the ring as 
a gilt herself—but constant urging from a wife for the 
husband to buy himself a ring quite frequently is all that 


is required.” 

The ring stock at the Stanley Rhodes’ store ranges in 
price all the way from $35 to several hundred dollars, in- 
cluding not only solid gold and silver rings, but those set 
with rubies, aquamarines, star sapphires, and other 
precious and semi-precious stones. Mr. Brandon, who 
has a sharp eye for masculinity in such things, buys 
every ring with the emphasis on heavy construction and 
solid appearance—because most western men insist upon 
a certain “ruggedness” in personal jewelry, as well as in 
everything else. 

A typical example of this type of selling came recently 
when a tall, Stetson-wearing man came in to buy a set 
of hand-made sterling-silver earrings for his wife. Noting 
that the customer wore extremely expensive clothing. and 
was unconcerned about the price of the jewelry he was 
purchasing for his wife, Mr. Brandon’s head saleslady 
invited the customer to step over to the men’s ring case. 
and showed him a heavy solid-gold ring set with a single 
ruby stone. The saleslady jollied the customer about 
not setting off his appearance with a handsome ring. 
and was rewarded with the sale of not only the ruby ring. 
but a solid gold fraternity ring as well—several hundred 
dollars or so involved in addition to the earring sale. 


The store gives plenty of window space regularly to 
heavy men’s rings, and spots a newspaper ad at monthly 
intervals on the same subject. 





Fixtures Make Small Space Go a Long Way 


The rich elegance of the new Pike and Kramer Jewelry 
Store, in the swank salon space of the Mercantile Bank 
Building, Dallas, Texas, is provided by the specially de- 
signed diamond cases. These glass-top. desk-type tables. 
provided for the individual customer and salesman, make 
a little bit of floor space go a long way. They are placed 
diagonally along the wall of the 25 by 50 foot room, to 
face the entrance in the left-hand corner of the store front. 
Kach table has a chair for customer and clerk. to afford 
freedom and comfort for a leisurely transacticn. The 
chairs are upholstered in rich-looking raspberry fabric 
to harmonize with the blue-gray of the woodwork and 
walls. 


Above the tables are three built-in shadow-boxes with 
glass shelves. These are fluorescent lighted and are used 
to display mountings and karat gold jewelry. The shadow- 
box idea is also carried out in the store’s window dis- 
plays. Although the new store is small, it has window 
display space on three sides with three large shadow-box 
windows facing the bank building lobby on the north 
and east side of the store. 


Other space-saving arrangements in the store are the 
diamond safes concealed behind sliding doors, and the 
circular diamond parlor built out into the sales floor. 
The parlor is only big enough for a small table and two 
chairs. 
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'TEEN-AGERS GUARANTEE STERLING SALES 
(From page 268) 


china, crystal, and sterling flatware. Unlike many jewelry 


stores who begin promotion of sterling flatware to brides 
after the latter’s engagement is announced, the R. Herz 
& Brother store has for more than two decades concen- 
trated on inducing young girls to come in and select 
patterns in all three at the tender age of 15 or 16 years 
old. It is nothing unusual to see as many as a dozen 
high school girls in the Herz store simultaneously, all 
enthusiastically registering their pattern choices, going 
over crystal and china displays, and thus tieing them- 
selves in closely with the store several years in advance 
of the time when they will become brides. 

“We follow the standard system of notifying prospec- 
tive brides that we are ready to serve them with pattern 
registrations and the bride book system,” Mr. Herz said. 
“However, due to our long established position, we have 
not found it necessary to send out invitational cards, or 
utilize any direct mail methods whatsoever. We do. 
however, circularize the high schools, young girls clubs, 
etc., inviting them to come in and learn everything they 
need to know about sterling flatware, china and crystal. 
Starting with high-school girls has had the advantage 
that almost every girl sends in one or two friends to the 
point that we have had in some years pattern registra- 
tions from almost every girl in the graduating class of 
our local high school.” 

There are many methods of attracting the teen-age 
girl into the store, according to Mr. Herz. A large watch 


department, costume jewelry, sterling charms, etc., are 
all logical merchandise to bring the youngsters in, and 
once a young girl has made any contact whatsoever with 
the store, she is urged to look into the matter of future 
pattern selections. 

The whole system is explained at lengih to the young 
girls, pointing out that if they wish to, the store will 
gladly spend as much time as is needed to familiarize 
them with sterling flatware patterns, the history of ster- 
ling and its importance to the bride, and give ihe same 
attention to china and glass. Frequently, young girls 
make their decision during the first visit, and a “Brides 
Book” file card, listing the number of pieces they wish 
in each item, is made out on the spot. It may be several 
vears before any of these file cards are of practical use. 
and quite frequently, of course, the youngster moves 
away, but the chances are that more than 80 per cent of 
them will prove “pay dirt” later on. 

Such service to young girls has created so much atten- 
tion that the Reno jewelry store draws high school girls 
from the entire trading area, including a large section 
of eastern California, and 17 counties in Nevada. The 
store absolutely guarantees to make good on any of the 
pattern selections made at present, whenever the bride 
is to be married, and points to its long record of service. 

Every young girl who calls in the store is given a 
Brides Book, plus manufacturers’ literature on sterling. 
the antecedence of particular patterns, silver craftsman- 
ship, ete. 

“We do everything possible to make certain that the 
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very young girl enjoys her visit to the store, does not 
feel embarrassed, and is not timid about any point. 
Mr. Herz said. “In this way, they can be encouraged 
to send their young friends around, and allow us to 
duplicate the process with the latter.” 

Incidentally, R, Herz & Brother constantly makes a 
pint of the fact that there are listed in the company 
“dead files’ Bride Book cards for the mothers of 
daughters who are now eoing through the same process 
, 1948. The store keeps extremely close records on all 
of its sterling silver sales, and quite frequently fills in 
extra pieces for a set w hich has been sold 20 years or 
more back. 

“Silver is Reno’s life blood,” Mr. Herz said, “and 
most of our local new brides can scarcely think of 
setting along without a complete service. Therefore. 
most of the wedding gifts in this category are bought 
up swiftly before the wedding.” 


PROFUSELY DISPLAYED 

Sterling flatware is displayed in two long “kneehole 
desk” cases on the right side of the store, extending 
more than 20 feet. Here, with four patterns to a tray. 
50 patterns may be easily accommodated, with each tray 
containing the basic four pieces of a place setting. 
Behind, beneath the level of the wallcases, are 50 more 
drawers. in which one complete table setting of each 
pattern is available, for the “mass display” effect. From 
time to time, the store devotes a large table in the center 
aisle to ornate banquet, wedding supper, and seasonal 
types of table settings. in which one pattern at a time 
is demonstrated each day. During these “silver shows.” 
it is not unusual for Reno residents to visit everyday to 
exclaim over glistening flatware and hollowware com- 
hined with crystal and china into beautiful tables. 
Similarly, the two front display windows. which are 
largely devoted to sterling at all times. display typical 
table settings. 

“Perhaps we actually give too much space to sterling 
display.” Mr. Herz said, “but since silver is our best- 
known line, and because of the large number of transient 
customers who pass the store dailv. we have alwavs 
featured it heavily.” | : 

The store. incidentally. is across the street from 
Harold’s Club. famous gambling center which draws as 
manv as 10,000 new people into the citv per month. 
Wealthy sportsmen visiting the most notorious clubs up 
and down Reno’s famous Virginia Street quite frequently 
take home complete sterling teasets. hollowware. etc.. as 
gifts for their families. and thus the Herz store’s windows 
are extremely valuable. 

Even though long established prestige and a reputation 
for “everything in fine sterling silver” was outwardly 
enough to bring in all the customers the store can handle. 
Mr. Herz religiously uses beautifully-executed displav 
newspaper advertising. both in city newspapers and in 
“county papers” which cover the sparsely-populated 
ranching, mining and agricultural districts of northern 
Nevada. Even a Danish paper. which goes to a large 
settlement of Danes, regularly carries display advertising 
by the R. Herz & Brother store. As shown, colorful 
“white space” is used for the most part, with only a 
few patterns shown at a time. Quite frequently, ads are 
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limited to only 50 or so words of copy, with the repro. 
duction of the sterling flatware itself carrying the main 
selling force. Every ad is chiefly “white space” which 
makes a sharp contrast with typical advertising in the 
“wide open” Reno area, a policy which the store pursues 
unchangingly. 

In addition to standard manufacturer’s lines of sterling 
flatware and hollowware, the store displays many custom 
pieces which are made by Reno silversmiths. While these 
attract chiefly the tourist trade, they are often photo. 
eraphed, appear in social functions, etc., with a small 
card identifying R. Herz & Brother as the source. 





CLOCK YOUR GIFT SALES 


(From page 270) 


soing on at all times, all year round, in all parts of the 
country. 

Clocks, as you know, have had quite a face-lifting 
during recent years. It used to be that you had at one 
extreme the cheap, strictly utilitarian alarm clock; at the 
other extreme the fancy-priced “period piece”; and in 
between the two, practically nothing. But not any more! 
Today there are clocks for every purpose, for every room 
in the liouse, and for every budget. They’re well-designed 
—made to fit in with all kinds of decorating schemes, 
from the traditional to the ultra-modern. They’re well- 
made, too—with technical improvements that assure the 
maximum of accurate service. 

But best of all (as far as you, the retail jeweler, is 
concerned )—today’s clocks make perfect gifts. For sea- 
sonal selling like Christmas, Mother’s Day, and Father’s 
Day. For all-year-round selling, like birthdays, showers, 
weddings, anniversaries, housewarmings. For travelers. 
For children going to school. There’s not a gift occasion 
on the calendar where a clock of some kind isn’t the 
ideal gift! 


GOOD RETURNS FROM SMALL STOCK 


Don’t let this profitable business slip through your 
fingers when a moderate stock of attractive clocks, smart 
merchandising and well-timed promotion can bring such 
soods returns. 

First, educate your salespeople! See that they realize the 
sales possibilities of clocks just as well as you do. See 
that they know their stock—types, sizes, prices, finishes. 
And above all, see that they think of clocks in terms of 
gifts, and are prepared to sell every customer on this basis! 

Second, show your clock stock! Customers who can't 
see your attractive clocks can’t be expected to buy them. 
Have representative examples on display all the time, 
and change them often. And don’t stop with the clock 
and watch department. Don’t even stop with the gift 
department. Remember a clock is often a reminder item 
—and many a sale can come from a tie-in display in your 
silverware, leather goods or men’s jewelry departments. 
In fact, because clocks have universal appeal, they fit into 
any department of your store. 

Third, use your windows! Have you ever given over 4 
whole window to a really comprehensive clock display? 
Including many kinds and prices, and display cards 
suggesting various clocks for various occasions? The 
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profit possibilties from a display like this are tremendous! 
It makes your customers clock-conscious; makes them 
realize that when it comes to clocks, your store has 
the goods! 

Finally, use special promotions! There isn’t a month 
in the year when you can’t pick up some nice clock busi- 
ness with a well-timed newspaper-and-direct-mail cam- 
paign. Devote some of your radio commercials to clocks, 
too. Remember, people are very conscious of the time 
when listening to the radio. And don’t limit this effort 
to Christmas time. Try it at those times which are sup- 
posed to be “off” seasons. Right after Christmas is a good 
period, for people are indoors and home-improvement 
conscious at the time. 

Your ads need not be large but make them exclusively 
on clocks and featuring a specific gift purpose. For mail- 
ings, use the descriptive folders supplied by the clock 
makers—plus a short personal letter on your own letter- 
head. Or include these folders in your statements or other 
routine mailings—and time your newspaper insertions 
accordingly. Remember it’s always someone’s birthday 
or anniversary. Someone’s always getting married, or 
furnishing a home, or leaving on a trip. And all this can 
add up to plenty of sales for you—when you catch gift- 
minded buyers with your ads and tell them you have 
clocks for every gift purpose. 

The “clock market” isn’t just a figure of speech, or a 
statistic on a chart. You don’t have to “create” it—you 
don’t even have to go out and look for it. It’s right there, 
ready made; among the people you know and see every 
day. It’s traditionally your market. Recognize its possi- 


bilities to the full. Reach out and you can pull in a steady 
flow of profit-building volume from year-round promotion 
of an item that rightfully belongs in your store. 





New Method to Color Gemstones 


It is well known in the jewelry trade that the color of 
some stones can be intensified or changed by heat treat- 
ment, radium and X-rays. 

Another method is now being employed and is being 
called to the attention of the trade at this time because in 
recent weeks some gemstones so treated, have been brought 
to Gem Trade Laboratory for analysis. The process used: 
consists of depositing a thin film of fluoride on the sur- 
face of a stone. This film, which measures only one- 
fourth of a wave length of light in thickness can impart 
color to a colorless stone, intensify existing color in a 
stone or even slightly increase its brilliance. Applica- 
tion of the film is similar to that used in coating photo- 
graphic lenses. The film appears to be inert to most 
acids and bases and furthermore is capable of withstand- 
ing temperatures of several hundred degrees Fahrenheit. 
In short, to remove the coating, the services of a lapidary 
would be necessary. 

It has been found on some stones tested to date, that 
no refractive index could be obtained because of the 
presence of this film. 

Tests on gems so processed in Europe were made by 
B. W. Anderson, Dr. E. J. Gubelin and Dr. A. E. Alex- 
ander in Dr. Gubelin’s laboratory, Lucerne, this summer. 

The film is easy to detect for, if a suspected gem is 


carefully rotated in either strong daylight or bright 
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artificial illumination, the coating is soon revealed to the 
eye as a dull, iridescent film. 

Further studies on this technique are planned, for jt 
opens up an entirely new field in the “art” of “doctoring” 
stones. 





Old Bean Guessing Contest Pays Off 


It’s one of the oldest business-building promotions in 
the world—the bean guessing contest—but it still packs 
plenty of power. 

The proprietors of Huston’s Jewelry store in Custer, 
S. D., wanted to celebrate the store’s second anniversary, 
Business had been good; the residents of the community 
had supported the store from the start. The store’s own. 
ers wanted to do something to show their appreciation. 

And after wracking their brains for several weeks, they 
finally decided that the old bean guessing game was the 
best. 

They alloted $300 for merchandise prizes—three prizes 
each for men and women—and they advertised the con- 
test in their local Custer paper and in the rural weekly 
newspapers throughout the Black Hills area which the 
store serves. 

The jar of beans was displayed inside the store. After 
all, the main idea was to get the potential customer inside 
the establishment. 

The winners were announced on the evening of the 
store’s second anniversary—April 29. More than 1000 
persons attended the affair. 





BOOKKEEPING SIMPLIFIED 
(From page 272) 


the department or departments in which the purchase was 
made or the names of the merchandise bought; (3) the 
total to date; and (4) credits, so that a complete statement 
is available at all times. If a limit has been placed on a 
customer’s charge purchases, the ledger sheet should have 
a space for this at the top, so that a quick glance at the 
balance-to-date and the limit figures enables the manager 
to decide instantly when a customer is using too much 
credit. 

Credits to customers’ accounts, like charge sales, should 
be entered at the end of the day on the master sheet. An 
easy way to do this is to issue receipts in duplicate, keep- 


ing the carbons with sales slips. 
(To be continued) 


SELLING WATCHES TODAY 
(From page 274) 





of returns and free service headaches—there are just 
four rules. There is not a new idea in the lot of them. 
They are as old as the hills (the ones with gold in ’em). 
Ride them for all they are worth, not only during the 
“Watch Parade,” but from now on. Here they are: 

Have carefully chosen lines of goods: 

Now is the time to have fresh, new, carefully assorted 
trays of watches, in various price ranges, styles, etc. In 
selecting these lines it might be well to keep in mind the 
following significant facts drawn from a survey recently 
conducted for the American Watch Institute. Some 3000 
U. S. families in all income groups were asked, among 
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other things, to name the factors they considered most 
important when buying a watch. Of the cross section 
surveyed, 81.2 per cent listed Accuracy; 79.7 per cent 
listed Reputation of Manufacturer; 43.8 per cent men- 
tioned Price; while Style and Design were listed by 40.7 
per cent. Other factors, such as Recommendation of 
Friend, were listed by less than 10 per cent. It is also 
important to note that Accuracy and Reputation of Manu- 
facturer, because of the near identity of 81.2 per cent and 
79.7 per cent, seem to mean pretty much the same thing 
to most people. 

Have advertising backing: 

Advertising sells watches. The experience of most 
jewelers nowadays indicates that a very high percentage 
of their watch customers know in advance what watch 
they want to buy. They not only know the manufacturer’s 
name, but in many cases the model as well. It would be 
too easy to attribute this entirely to radio, magazine and 
newspaper advertising. There are other factors—word 
of mouth advertising, past experience, etc.—but the fact 
remains that advertising backing for your products is a 
powerful force. Many people are sold watches by adver- 
tising, and all they need to know to get them into your 
store is that you have that watch for sale. This leads to 
the third point— 

Display your goods to advantage: 

Display means, above all, merchandising your win- 
dows. A watch is a thing of beauty. Like all beautiful 
objects—a fine picture, for instance—it needs to be seen 
in a suitable frame, against an appropriate background. 
In short, it should stand out in the scene. Give the watches 


in your window a break and they will “sell” hard for you. 

Have well trained sales personnel: 

Today we have jeweled watches coming on the market 
in a volume which is twice the pre-war level. This out- 
put is merchandised under hundreds of brand names and 
the consumer has a choice of many different watches 
within his price range. He can pick and choose. So 
far as “normal” times are concerned this must be con- 
sidered a relatively untried situation in the watch busi- 
ness, and to the consumer it must present no little element 
of confusion. 

The great antidote to confusion on the market is sales- 
manship, the art of producing consumer choice. It is 
through consumer choice that the present confusion in 
the watch market will be resolved. 

This means that it is time to start re-educating your 
sales staff. It has been quite a few years since clerks 
have been in the habit of selling—really selling. Today 
they need new information and understanding of time- 
keeping instruments. They need a vital viewpoint toward 
their jobs. 

This vital viewpoint can be summed up in three in- 


“junctions which all persons showing and selling jeweled 


watches to the customer should take to heart. These are: 

(1) Know the merchandise. This is perhaps the most 
important thing. It is based not only on the recognition 
of a basic principle of salesmanship, but upon this cardi- 
nal fact: there is something in particular to be said about 
each individual brand of jeweled watch. Jeweled watches 
are far from alike when you remove them from their 
cases. Each watch has its strong points. The salesman 
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should not just recite slogans; when a watch has a strong 
point horologically, the salesman should make the mogt 
of it. An explanation will tend to make a satisfied cyg. 
tomer; it will build confidence in your store. And above 
all, salespeople should understand thoroughly the care 
required by a fine jeweled watch and should explain this 
most important matter to the customer. Not to do this 
is the unforgiveable sin. 

(2) Sell up to quality. Watches, like all merchandise, 
come in three grades: good, better and best. So do 
profits. It’s a general rule in selling to start with “better” 
whenever you can; then suggest “best.” And go down 
to “good” only when you have to. 

(3) Sell related items. When selling a watch intended 
for a gift, it ought to be considered a sin not to try to 
sell a new band for the watch the customer is wearing 
—and an expensive sin at that! 





"Repair Schedule" Aids In Promising Delivery 


A simple idea which has gone a long way toward pre- 
venting ill-will over the failure to keep delivery promises 
has been developed by Jaccard Jewelry Company, Kansas 
City, Mo.—in the form of a mimeographed “repair sched- 
ule’ posted daily in the repair department. 

Jaccard’s jewelry and watch repair department, which 
did over $100,000 per year prior to the war, has found 
that the piling up of more and more repair work has 
made predicting deliveries an extremely hazardous under- 
taking. Personnel on the repair counter have frequently 
promised return of a much-wanted piece of jewelry, 
watch, etc., on a particular date, only to discover later 
that an extra three weeks or even as much as two months 
would be required before it could be turned over to the 
owner. Such occasions, of course, inevitably bring a 
great deal of ill-will, and if the customer is particularly 
disappointed, the chances are that she will take her 
jewelry repair business elsewhere in the future. 

Solving the problem is a mimeographed “repair sched- 
ule” which is actually an analysis of the amount of work 
on hand against the capabilities of shop mechanics, and 
which gives accurate information which every salesper- 
son on the jewelry repair counter may check before pre- 
dicting a delivery date for a customer. 

The sheet is divided into two columns, with 28 entries 
in the left-hand column, under the heading “Kind of 
repair.” The opposite column is headed merely “Time” 
and in this space is written each morning approximately 
how much time it will take the firm to make a wanted re- 
pair, and get it back to the customer. Such items as 
bronzing of baby shoes, bead restringing, dial refinish. 
ing on clocks and watches, gold-plating, diamond setting, 
silver plating, special-order work, stone cutting, watch 
crystals, etc., are all listed. 

Each morning the store makes a study of the amount 
of work on hand, estimates the number of hours involved 
as against the number of mechanics who will be avail- 
able, their individual productive capacity, etc., and from 
this arrives at a “mean” from which it is possible to 
calculate delivery dates on incoming work for that day. 
Thus, if there are 189 watches on hand, with eight men 
available to repair them, and each man can average two 
watches an hour, it is simple to determine that the 190th 
watch taken in will be delivered within 11 days, etc. 
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All personnel may now check the time required for 
any type of repair work against the schedule and give an 
authoritative, confidence-building answer to customers 
who want to know “When can I get it back?” There 
have been very few mistakes since the system went into 
effect, andthe store is holding the good-will of all its re- 


pair customers. 





"Postcard Contest” Sparks Interest 


A lot of people in Miami, Florida, tried their hand at 
microscopic lettering as a result of a novel contest staged 
by Albert’s Jewelers. 251 East Flagler Avenue. 

It all came about when Arnold Phillips, owner of the 
business, felt his jewelry store, sandwiched between a 
theatre and a large women’s apparel shop, was not get- 
ting enough attention from the public. The first step he 
took to familiarize the Miami public with its location 
was a radio quiz contest, entitled “The Quickie Quiz,” 
which is broadcast daily from the sidewalk in front of 
the store, with a grab-bag out on the sidewalk into which 
customers who answer questions correctly may reach for 
their prizes. Prizes covered almost every line in the 
jewelry store, all the way from inexpensive cigarette 
cases up to a $100 diamond ring. This promotion caught 
much interest from the outset, according to Mr. Phillips, 
and was directly responsible for his “penny postcard” 
contest which followed. 

For a three weeks period during March, Albert’s Jew- 
elers offered handsome prizes for penny postcards, on 
which a contestant had written the most number of times 
the words “Albert’s Jewelers, 215 E. Flagler.” The con- 
test was announced over radio station WINZ, given fre- 
quent mention on the “Quickie Quiz,” and further pro- 
moted by means of a display window in one side of the 
entranceway to the store. In this window, Mr. Phillips 
showed copies of the rules, and the first prizes, which 
included a 21-jewel Bulova wristwatch, two Emerson 
radios for second and third prizes, and three Parker 51 
pen and pencil sets for the fourth, fifth and sixth prizes. 
As “consolation prizes” and to forestall possible ill-will 
from unsuccessful contestants, the store also offered 10 
more prizes of $5 merchandise certificates, good for 
purchases of any item in the store. 

Rules of the contest were simple. Contestants were 
merely required to use the standard 1 cent government 
postal card, and to write the words “Albert’s Jewelers, 
251 E. Flagler” as many times as possible on the blank 
card. With the radio station and the jewelry store’s ad- 
vertising agency acting as judges, the usual require- 
ments for neatness and legibility were set. Each con- 
testant was further required to place name, address and 
telephone number, if any, on the same side of the card 
as the stamp, as a return address—since winners were 
notified only by mail or telephone. “We did not limit 
contestants to sending in only one card,” Mr. Phillips 
smiled. “But from the looks of the first 25 we received, 
I doubt that anyone would send in more than one. We 
discovered right away that there were more expert micro- 
scopic penmen in the Miami area than we had suspected.” 

Unveiling of the contest revealed some surprising re- 
sults. Several of the cards received bore hundreds of 
words, neatly lettered in with steel-pointed artist pens, 
or even with draftsman’s equipment, while others were 
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filled out in ordinary-sized handscript. Some contestants 
resorted to unusual ideas, such as writing in the. words 
in circular style, or spiralling them out from a Single 
point in the center of the card. 

“We feel that the contest did us a lot of good inasmuch 
as nearly everyone who saw the window, or listened to 
a radio broadcast at least mentally visualized himself 
trying his hand at writing the name a thousand times 
on a penny postcard,” Mr. Phillips smiled. “And it jg 
a rock-bottom cinch that anyone who penned out the 
name as frequently as did most contestants, will. never 
forget the store name or its address.” 

“Its gotten to the point that the jeweler can no longer 
stand and wait for business to come in the front door,” 
Mr. Phillips summed up, “and therefore, we feel that 
this stunt promotion has been valuable if for no other 
reason than to let the public know our location.” 





Sterling Designed, Made “On The Spot" 


Custom-manufactured sterling silver jewelry—all de- 
signed “on the spot” and fabricated to the customer’s 
wish, is a profitable specialty enterprise at Stanley 
Rhodes, distinctive jewelry, outstanding new jewelry 
store in Reno, Nev. 

Robert J. Brandon, head of the store, opened up last 
November, in the Mapes Hotel, after long experience 
with jewelry retailing in Los Angeles, middle California, 
and in Europe. Moving to Reno, he was astonished to 
discover that despite the “silver atmosphere” of the 
famous silver-mining town, there was no such thing as 
custom-crafting of sterling silver jewelry available any- 
where in the city. Therefore, his first step upon acquir- 
ing a lease in the Mapes Hotel was to set up a thor- 
oughly-equipped silver-smithing shop, in which the Stan- 
ley Rhodes’ store turns out brooches, bracelets, belt 
buckles, novelty earrings, clips, barrettes, ornamental 
plaques, rings, etc., plus many specialties such as hand- 
hammered sterling silver cigarette cases, medallions, etc. 

Surprisingly enough, the master-craftsman silversmith 
in the store is J. S. Silver—a coincidence which is al- 
ways good for a laugh or smile when Mr. Silver is intro- 
duced to some of his “silver customers.” With two 
helpers, Mr. Silver is an expert at designing jewelry on 
the spot, ranging anywhere from $2 to $1,000, and 
sketched out “while the customer waits.” 

For the sketching, sheets of parchment paper, capable 
of withstanding many erasures and changes are utilized, 
and many wealthy tourists, as well as local residents, 
enjoy working with Mr. Silver in designing the jewelry 
they will ultimately wear. 

One full case is devoted to the silversmith’s shop out- 
put, including some 60 pieces. Whenever anyone in the 
store develops a new idea, such as a miniature pair of 
sterling silver dice earrings, the shop immediately turns 
them out, and the item is “tested” in the display case. 
Those which do not sell rapidly are discarded—and thus, 
through a simple trial-and-error method, the Stanley 
Rhodes’ store has developed a long list of silver jewelry 
specialties which command a steady turnover. 

Among the most popular items are ornate sterling silver 
belt buckles for men and women, sterling silver belts 
composed of heavy links decorated with western figures, 
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cigarette cases, etc. “We also do a greai deal of pro- 
duction work in solid gold jewelry,” Mr. Brandon said, 
“nasmuch as wealthier customers frequently ask for the 
same items which we have already produced in sterling 
to be handcrafted out in gold. It is not unusual for us 
to receive orders up to $800 and $900 for a single piece.” 





Novel System Keeps Repairs Profitable 


Extracting maximum profit from a $25,000-per-year 
jewelry and watch repair volume is achieved by use of a 
simple file card and penny-postcard notification system 
which has been developed at Sam Small Jewelry Com- 
pany, 220 6th Avenue, Nashville, Tenn. 

Like many other jewelry stores, the Small organization 
discovered several years ago that holding undelivered 
repair work for many months is a serious “profit leak.” 
“If the finished work cabinet is full of completed repairs, 
which are, however, undelivered, our profit margin is 
shrinking,” Jerome Small, one of two brothers who Op- 
erate the store points out. “Therefore, we do everything 
possible to make certain that repair work is kept turning 
rapidly, and delivered as soon as possible after actual 
completion.” 

How this is achieved is simple. As soon as any watch, 
ring for remodeling, or any other repair work is brought 
in, a file card is made out, with the name of the cus- 
wimer, address and a complete description of the item 
written upon it. To this file card is paper-clipped an 
ordinary penny-postcard, rubber stamped with the mes- 
sage “Your which was brought in for 





repairs is ready for you. Please call at your earliest con- 
venience—Sam Small Jewelry Company. 

As soon as the repair work is completed, the watch, 
ring, braclet, etc., is placed in a small envelope, which 
is then paper-clipped to the original file card, while the 
penny-postcard is removed, addressed, and dropped into 
the mail. It is automatic for the penny postcard to 
always be mailed at the moment the envelope is attached 
to the card—one thus replacing the other, according 
to Mr. Small. 

Thereafter, the clipped-together envelopes and file 
cards are gone through every 30 days to see whether there 
are any which have not been called for. In the event 
that a repair job in an envelope with file card attached 
shows that there has been no response to a card mailed 
30 days ago, a second card goes out. The envelope is 
returned to the file until called for. “In the event the 
customer lets another 30 days go by without picking up 
his repair work, we then get on the telephone, and find 
out why,” Mr. Small said. “In other words, we mail two 
postcards and make one telephone call to notify the cus- 
tomer to come in.” 

In addition to the file card, the repair department keeps 
a “date book” by which all repairs are entered by date, 
type, the work done, and the cost. This also includes 
when the item was delivered, etc. A diagonal mark is 
drawn through each item when it is delivered, so that 
any entry without a diagonal mark represents undelivered 
merchandise. Under this system, all of the items repre- 
sented in the $25,000 annual repair volume are delivered 
in jig time. 
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Wardrobe Idea Boosts Watchband Sales 


“Buttonholing” customers who are extremely accessory. 
conscious in their dress, and demonstrating the variety 
of effects possible with frequent changes of watch bands, 
has proven a sound merchandising program at Reno 
Jewelry Company, Reno, Nev. 

The Reno store has for the past five years scored g 
point with both men and women customers through point. 
ing out that perhaps no other item of personal appearance 
receives as little attention. Most men, it was observed, 
will wear the same wrist watch band for long periods, giy. 
ing it no thought of replacement unless the band be. 
comes badly worn or soiled. Even women who change 
their jewelry completely with every dress or ensemble are 
likely to continue to wear the same band. 

“This provides an excellent suggestion-selling oppor. 
tunity” it was pointed out by a store spokesman. “When 
ever we note that a customer has paid a lot of attention 
to the small details of his appearance, it is routine prac. 
tice for whichever salesperson is waiting upon them to 
wangle the customer over to the wrist watch band dis. 
play, show one or more of the newest varieties in stock, 
and use this as an opening wedge to sales.” 

Reno Jewelry Company, located near the Nevada enter. 
tainment center’s busy night clubs and casinos, has a 
preponderantly masculine clientele, and because of this, 
devotes an entire display case, on the left side of the 
store, to men’s bands. A second level shows an almost 
equally large choice of women’s bands, more than 25 
choices of each on display at all times. The case is large 
enough to command “mass display” attention, and as 
such, is not incorporated in the watch repair department 
as in other stores. This leaves selling of watch bands 
open to all salespeople in the store, rather than the re- 
sponsibility of watchmakers. 

The men’s wrist watch band inventory runs all the 
way from $1 plastic novelty types for summer weather, 
sports, etc., up to sterling silver and gold expansion, 
mesh and link types, at $50 or more. The management 
makes a policy of ordering sample stocks of all new types 
of watch bands as they come on the market, and because 
of this, can keep window displays and the counter case 
constantly interesting. No watch displays are set up in 
the store windows without something “brand new on the 
market” in watch bands accompanying. For example, 
when the flattened coil spring type of expansion band 
came on the horizon in early 1947, Reno Jewelry Com- 
pany had sold more than six dozen of them by the time 
other stores in the area began to show this variety. Many 
highly original designs, such as heavy block-link brace- 
let types, similar to identification bracelets worn by ser- 
vicemen during the war, are used to spark up the display, 
and create the “something different” atmosphere which 
will urge a customer to change his band. Needless to say, 
with the tourist traffic constantly flooding busy Virginia 
Street, the store has a heavy percentage of hand-tooled, 
silver-mounted, western-style leather bands in its in- 
ventory. 

As soon as a new development in wrist watch bands is 
received, samples are demonstrated to all salespeople, 
with suggestions on the selling points which can be easily 
passed along. Typically, white bands for summer wear, 
rough-rugged heavy models for the “outdocr man” type 


THE JEWELERS’ CIRCULAR-KEYSTONE 








in sports, dressy silver and gold link models for the 
evening, and sporty tooled leather varieties for wear with 
western outfits are suggested. 

“One of the best means of obtaining prospect interest 
is to glance at the customer’s wrist, during the warm 
weather period, and note whether his metal band is dis- 
coloring his wrist” it was said. “Invariably there are 
several such per day, whose skin is acid enough to cause 
a green or rusty stain on the wrist. This, naturally, is 
an excellent opportunity to inierest him in a plastic or 

- cloth band, snap on stainless steel or chromium model 
which will not stain in any way. We seldom fail to make 
replacement sales in this way during the summer months, 
no matter what the customer came in to buy.” 

“Next, as pointed out above, we closely observe 
whether the customer is precise about such jewelry points 
in his appearance as cuff links, stick pin, polished belt 
buckle, rings, etc. If he is neat about these, but his watch 
band is not in keeping, the ideal sales approach is to 
demonstrate how many opportunities for a different wrist 
appearance are available. Most men are curious about 
new varieties, vain about their watches,and are willing to 
spend some moments looking over the display. Actually 
taking the band out of the tray, wrapping it around his 
wrist to complement his watch, etc., is the most potent 
type of sales tool. Once the customer has agreed that he 
can work out eye-appealing combinations, we never hesi- 
tate to suggest a watch band wardrobe which will last 
over long periods, and which will ‘dress up his watch’ 
according to the season or events. Most men and almost 
all women think that changing bands is a difficult opera- 
tion. Therefore, we demonstrate how easily the ferrule 
which holds it in place can be removed and snapped 
back in, as well as telling the prospective buyer that our 
watch repair department will be happy to make the 
change whenever requested.” 

Steady repetition of this type of suggestion has had a 
surprisingly good effect on watch band sales. For one 
thing, Reno Jewelry Company is known to local residents 
as a store which always has something new to offer in 
this merchandise, as well as watches themselves. For 
another, the store has sold as many as five and six watch 
bands in all price ranges to the same customer—entirely 
the result of implanting the idea of a “watchband ward- 
robe.” 





Banking Is A Business 


Keep in mind that a bank is a business, just as your 
store is a business. The stockholders have put their 
money into it to get a profit on their investment, and 
officers are hired to see that a profit is made. If you will 
remember this, many sleepless nights and a lot of loose 
talk damning bank policies will be avoided. 

You decide to get a loan. You need it to purchase 
some merchandise on which you can make a profit. 
But are you warranted in going to the bank and asking 
for it? 

Think about the three following questions before hot- 
footing it over to the First National to see Joe Doakes 
about a little financial aid. 

I. Do you carry a reasonable balance in the bank so 
that your checks can be paid on presentation? Or does 
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EUREKA ROLLS AND 
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the bank have to ’phone you to make up a deficit so tha 
they can pay it? 

2. If you have had a previous loan, was it taken care 
of properly, either paid in full, or reduced at its due date 
with a payment satisfactory to the bank, who extended 
the balance? 

3. Is your business prosperous and forging ahead? 
(Remember that a bank is not interested in a moribund 
or failing business.) 

If you can answer these three questions satisfactorily, 
then you are ready to see the bank about a loan to make - 
that new purchase. Show them what the purchase of 
new merchandise will mean to your business by explain. 
ing that it is “in-demand” goods, and readily saleable, 
Explain, too, that by buying now, you can get a special 
rate or discount that will add to your profits. Show 
them, also, that by normal sales procedure you should be 
able to dispose of this new merchandise within a time 
limit you set, and within a time that will permit you to 
pay off the loan. 

Answer the bank official’s questions freely and fully. 
He is not trying to trap you with them. He has your 
interest at heart, for, after all, the bank makes money 
by loaning money to energetic business men. 

But, remember when you are negotiating a loan that 
the bank is not a partner in your business. It will not 
furnish you with permanent capital in the shape of a 
frozen loan. If you will take this into consideration, and 
can meet the above three requirements, you need never 
think of a bank as a miser, unwilling to loan the money 
you need, or a Shylock, who is unjust in his demands. 





Mirror Reminds Employees of Appearance 


A neat, pleasing appearance of employees is becoming 
increasingly essential as the competition for customers 
grows stronger, according to the Wallace-Johnston Com- 
pany, 220 6th Ave., Nashville, Tenn. 

In order to remind salespeople, stock clerks, and in 
fact all employees of the store to maintain an immacu- 
lately neat appearance, a 6 foot x 3 foot pier-glass mirror 
has been installed near the entrance to lavatories at the 
rear of the store. Over the mirror a sign reads “How is 
your appearance today’”—reminding employees to check 
their appearance whenever they see their reflection. 
Store esprit-de-corps went up immediately—reflected in 
better sales. 





QUALITY TO THE PRICE-MINDED CUSTOMER 
(From page 276) 


3. Pick out some one outstanding advantage that this 
higher-priced line offers and that no competitor can 
match. Look over your offer to see exactly how many 
things fit this definition. Then list them and study the 
list carefully. 

Take a good, long look at these “exclusives” of the 
quality job. They are the hinges on which your most 
important selling appeal will turn. Walk around them. 
Bat them back and forth in conversations with your 
salesmen. Learn everything there is to know about these 
very important exclusives. 

After you’ve studied them, be sure you have broken 
down the customer’s viewpoint, digested it, and made 


THE JEWELERS’ CIRCULAR-KEYSTONE 








it a part of your selling talk. Because the customer cares 
no more for an impersonal exclusive than he does for 
any other impersonal selling argument that is based upon 
the seller’s viewpoint rather than the buyer s. 

Finally, pick out the one most important of the exclu- 
sives. Be sure it is not one that looks important from 
the standpoint of the seller, but rather one that will mean 
the most to your customer. 

Offer this exclusive as a clinching proof that the quality 
line you want the customer to buy will do things for 
him, and bring him satisfaction that no other can offer. 
Feature the one big argument rather than pointing out 
a dozen exclusives. A single reason-for-buying is easier 
to grasp than a dozen, and is more quickly retained in 


the prospect’s mind. 


WON'T WORK WITH EVERY CUSTOMER 


The same clincher won’t work with every customer. 
In your preliminary chat, you'll have gathered a pretty 
good thumbnail impression of what will work. Of this 
impression, you can pick the exclusive that is most likely 
to go over with smashing effect. 

4. Make the customer dissatisfied with lower-priced 
merchandise. You can do this without making the bad 
error of knocking your competition or your own cheaper 
line. One western jeweler instructed his salesmen to do 
it this way: 

First, he told them to ask the customers, “Do you 
want to have this? Do you want to have that?” Do 
you want to have a third advantage? And a fourth? 

Every pointer of the higher-priced, quality line was 
enumerated, including several that seem obvious to the 
salesmen because they were so familiar with them. This 
introductory questioning of the customer served two 
purposes. First, it got the customer in a “yes” frame of 
mind, a frame of mind important to every experienced 
salesman. Second, it put the customer on record as de- 
siring certain things. 

Then the salesmen elaborated on each pointer, taking 
them up one at a time and showing the customer the 
importance of each thing he had already put himself 
on record as desiring. This served to intensify his desire 
for the things that were only offered by the quality mer- 
chandise selling for a higher price. 

Finally, the salesmen paraded out his entire selling 
speil. When he got around to the price, he was ready 
to meet the customer’s price objections, if any cropped 
up in spite of the selling job he had done, by showing 
the customer that only the quality merchandise he wanted 
to sell offered the advantages the customer wanted. 

Thus by skillful inference, the salesmen were able to 
make the customer dissatisfied with cheap merchandise 
because it did not have the advantages they had gone on 
record as wanting. In the process, the salesmen did not 
knock their competitors’ work, nor did they necessarily 
low-rate cheaper merchandise that the store sold. 

>. Bring in the price as a last factor. A mistake many 
salesmen of quality goods make is quoting the price 
too soon. Until the customer is sold on the advantages 
that quality can bring to him, he is not ready to hear 
the price of the quality jewelry. After he has been made 
to desire all the advantages, he is an easy mark for a 
price quotation. Before that point, it is suicidal to the 
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sale to quote a price on quality, especially if you know 
that the customer wants his jewelry at a low price. 

6. A final trick is to compare your price for quality 
merchandise to the price an automobile dealer charges 
for a Buick and the price another dealer charges for g 
Chevrolet. Both are good cars. Yet there is a difference 
in the quality of the two automobiles, and consequently 
in the satisfaction each will give to its owner, that makes 
the added cost of a Buick well worthwhile to the man 
able to afford a finer automobile. 

Such a selling simile need not be tied around auto- 
mobile prices. You can tie it to anything—the difference 
between building a home with brick and building jt 
out of wood. Or the difference between spending ten 
cents to see a “B” Western movie and spending $2.00 
to see a road show of the picture of the year. It is a 
good idea if you’re using a selling simile to choose one 
that will be within the experience of your customer. If 
you know that he drives a Buick, then the automobile 
simile is excellent. If he lives in an expensive home, 
compare house-building prices. Comparisons can be 
found in almost any field of human experience. Try 
to pick one that fits your customer’s experience and you 
will drive home your point with more dispatch. 

These are six tricks and angles that jewelers all over 
the country have found to be effective quality sellers, 
Others may suggest themselves to you. If you use these 
and supplement them with ideas that your own experience 
brings to the front, you'll find that you are able to close 
many more quality sales. 

Selling quality to the customer who wants price means 
that your volume jumps without you making any more 
sales. And more important, quality work puts bigger 
profits in your pocket. It also makes an enduring cus- 
tomer friend, because the customer who is dissatisfied 
with the inexpensive jewelry soon forgets that he him- 
self demanded a low price. He only remembers that you 
sold bad merchandise (in his opinion). The quality 
customer also forgets the price; but he remembers the 
enduring satisfaction that you gave him. He is likely 
to be a permanent booster thereafter. 





Shaver Service Keeps Sales Heavy 


“Glamorizing” top nationally-advertised lines of elec- 
tric shavers, and backing them up with a thoroughgoing 
repair department has created an unusual specialty at 
Ben E. Wilson, Jeweler, Miami, Florida. 

Whereas many jewelers are inclined to regard electric 
shavers as a gift item to be sold in the men’s jewelry 
department, or merely a good seller around Christmas- 
t'me, the Wilson store features them consistently every 
day in the year, devoting half of the store space to an 
“electric shaver counter” which always features the new- 
est innovations on the market, including such accessories 
as shave sticks, new cords, new cutting heads, concave- 
ground mirrors, etc. 

Two glass countercases are utilized for the purpose, 
showing some 50 popular accessories which help electric 
shaving for the average man. In addition, the front win- 
dow of the store, on the sidewalk, is divided into four 
tiers, the upper two showing brushes for cleaning the 
shaving head of electric razors, and converters, miniature 
electric transformers encased in a white plastic case, 
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which will convert alternate current to direct current. The 
lower two shelves are devoted to the nationally-advertised 
ines of electric shavers carried by the store, with hand- 
some moisture-proof travel boxes to match. 

Back of the electric shaver counter, on the right side 
of the store is the “automatic shaver repair department” 
presided over by I. A. Andreis, who has been actively 
promoting and repairing them for more than 14 years. A 
sign on a table in the center of the department reads: 
“Listen, skeptics and diehards (old-fashioned razor 
users). Throw away the cutting, scraping blades, elimi- 
nate ingrowing hairs, and nicked face.” Columns in the 
center of the sign point out: “It’s easy to shave with an 
electric razor if you only get the right shaver for your 
beard—handy, convenient and stops spending—no water 
or preshave—get 120 shaves for lc.” 

Mr. Andries has found that most people who have been 
disappointed in the use of an electric shaver are those 
who have bought an off-brand model, or not the proper 
shaver for their particular type of beard. Therefore, the 
store advertises regularly, inviting Miamians to come in 
and try the three best nationally-advertised models, with 
improved cutters, self-cleaning, etc., and learn how to use 
them for a quick, close shave. The store repairs as many 
as 50 electric shavers per month, ranging anywhere from 
replacement of a broken connection to new motors, in- 
stallation of new cutting heads, etc., and the combination 
of the unusual displays mentioned above, plus high-speed 
repair service has brought a heavy volume of electric 
razor sales. 





SELLING LUGGAGE 
(From page 281) 


out, almost every luggage purchaser would like to own a» 


completely matched set, with all of the essential pieces 
for short trips, long trips, business calls, storage, etc. 
Therefore, if the store can tell him with authority that 
the bag he is just purchasing may be added to later on 
without any risk of having to purchase an “almost like 
it” variety, a powerful sales feature is advanced. Ex- 
treme care must be exercised in making up an inventory 
in this way, however, Mr. Tate emphasized. 

“Perhaps the manufacturer may order a 60,000 square 
yard allotment of a particular color and texture of 
leather,” he pointed out. “So long as that particular 
output can be obtained by the store, it is easy to main- 
tain the open stock feature. However, if the manufac- 
turer runs short, and switches to something else, the 
chances are that the customer will be irritated later on. 
The jewelry-store luggage department cannot afford to 
cross up the customer in this way, or lose his goodwill. 
Therefore, it will be necessary to go to the luggage 
market frequently, make’a close study with manufacturers 
of what their output will be, and to choose lines from 
those which may be open stocked with the most certain 
degree of faithful reproduction.” 

Mr. Tate himself never lets a week go by without 
checking religiously on the open stocks which back up 
the merchandise which he has on the floor, and to date, 
the Perel & Lowenstein store has never disappointed a 
customer who wanted to “add to his set.” 

o. Almost equally important a consideration with 
ample size is the fact that specialty salesmen must be 
used throughout, according to Mr. Tate. Luggage selling, 
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he points out, requires good men, who know every selling 
feature of every piece of luggage carried, and able to 
present high-price merchandise on the type of footing 
which builds confidence in the customer. 

“Most jewelry salespeople are well enough trained jn 
presenting high-unit-price merchandise to be able to step 
in and help out,” he said. “However, our contention js 
that the department should be staffed by specialty lug. 
gage men, who can put across their points with substan. 
tial conviction.” 

6. Going after “the big sale” is highly recommended. 
The Perel & Lowenstein store has frequently made lug- 
gage sales amounting to $500 and $600 per purchase by 
following up customers who became interested in a par: 
ticular variety, by telephone, personal calls, and good 
presentation. One man, for example, recently made a 
$900 sale, which came merely from pointing out to the 
customer that the beautiful leather luggage he had se. 
lected would lest for a lifetime, carries with it much 
prestige, a good impression in traveling, etc. 

7. “Keeping abreast of the market” has already been 
mentioned, but should be mentioned again on the basis 
that style trends and popularity of luggage wax and 
wane from time to time, according to Mr. Tate. For 
example, during the war, there was a definite rebirth of 
popularity of large size steamer and travel trunks—no 
doubt brought about through the fact that railroads 
begged the public to co-operate in using one large piece 
of luggage, rather than many small pieces. The taxi- 
trunks, for many years almost forgotten, came back into 
their own during the closing stages of the war, and have 
remained popular ever since, Mr. Tate pointed out. 

“From time to time, there will be strategic changes in 
‘the luggage market which must be observed,” he said. 
“If the store is up-to-the-minute with the presentation of 
a new type of bag, it is bound to build up an excellent 
reputation.” 

8. Finally, Mr. Tate urges, the jewelry store which is 
successfully merchandising luggage must back it up with 
a repair department, large enough to repair hardware, 
panel in scuffed or torn leather, replace locks, make keys, 


“do monogramming, patch-up and appearance renovation 


services. Perel & Lowenstein has been contemplating a 
considerable enlargement for this purpose, inasmuch as 
almost all leather-goods sold in the store is mono- 
grammed, and many customers bring it back in for re- 
pairs after a hard trip or damage. 

Perel & Lowenstein has accomplished a steady turn- 
over between 214 and 3 times a year ever since the lug- 
gage department was given a prominent, large area in 
the right-front corner of the store. Strong promotional 
newspaper advertising, emphasizing one famous brand at 
a time, and utilizing photographic cuts to reproduce the 
actual bag in the ad, have proved the most potent “selling 
tool.” 

“We advertise luggage both incorporated into jewelry- 
store ads, or in separate ads,” Mr. Tate said. “The 
chances are that the separate ads, which play up the gift 
appeal of luggage, have the most effect.” 

In all customer contacts, Perel & Lowenstein salesmen 
point out that buying cheap luggage is at best temporary 
panacea. “Good luggage should be presented exactly like 
good jewelry,” Mr. Tate said, “because, after all, the 
same ultimate values are involved.” 
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|. For Christmas—wreath in verdi-green wrought-iron |1!/2" 
in diameter; underwriter-approved wiring. Boxed individu- 
ally and equipped with three bulbs, it may retail for $4. 
From Rubel & Co. Decorative Accessories, 225 5th Ave., N.Y. 


2. Three-piece mayonnaise set with hand-blown crystal bowl 
and plate and sterling silver and ebony handle. Immediate 
delivery from Relda Sterling Products Co., Burbank, Calif. 


3. One of diversified designs in "Royal Vienna” Augarten 
China from Vienna, whose history dates back to 1718. Im- 
ported by Hudson Commercial Co., 115 W. 23rd St., N.Y. 


4. “Country Gardens"—informal modern dinnerware by Mary 
Wright; cast in semi-vitreous body, in moss green, heather 
gray, spice brown, clover pink; 20-pc. starter set, retail 
$14.95. Distributed by Sun Glo Studios, 225 5th Ave., N. Y. 


5. Beautifully detailed Chinese figurines in Nancy China— 
male figure 20" tall—decorated in yellow, black and red. 
Retail $50 each. Sold by Jess Abrams, 225 5th Ave., N. Y. C. 


6. Hollywood Liquefier—turns solids into liquids. Has a 
newly-patented 8-blade knife with curved and serrated edges 
and oval mixing bowl designed for rolling circulation. From 


Machine-Craft Mfg. Co., 3805 S. Avalon Blvd., Los Angeles. 
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mong the latest and most interesting designs 


offered in crystal tableware is the “TJFFIN ROSE”, 
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from the laboratories of a pioneer glass manufacturer. 


An intricately graceful pattern that suggests refine- 
ment and poise, “T/FFIN ROSE” comes in a complete 


line of stemware with matching tableware pieces. 


You are cordially invited to write for further 
details and prices. Or, simply cut out this ‘ad 
and mail it with your name on your letterhead. 


UNITED STATES GLASS COMPANY 
TIFFIN, OHIO 


Makers of TIFFIN and GLASSPORT Fine Glassware 












1. Here are three handsome new stemware designs in Tiffin 
crystal glass. The cutting at the left is "Myriad," while 
the etchings are (center) "Springtime" and (right) the "Tif- 
fin Rose." From United States Glass Co., of Tiffin, Ohio. 


2. Majolica plates from Italy with open-work borders, hand- 
painted with rural scenes in various colors under a white 
glaze; 8!/2" size retail at $42 a dozen; 12" size, $9 each. 
Sold by Herman C. Kupper, Inc., 39 West 23rd St., N. Y. 


3. This Spode coffee service in the Gadroon shape is dec- 
orated in the "Mayflower" pattern, an I8th Century design 
of Continental origin printed in Chinese puce with hand-done 
rose. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


4. Replica of Western boot is table lighter in cast metal, 
jeweler's finish; bronze, silver or gold-plate. The "boot" 
is 5'/." in height and the lighter insert is by Evans. From 
Champion Products, Inc., 305 E. 4th St., Los Angeles, Cal. 


5. Ceramic "Sleepy-Time Choo Choo," 5!/2" night lamp for 
nursery is completely wired; with 7-watt bulb retails at $3.75. 
From DeRosa of California, 3351 Whittier Blvd., Los Angeles. 


6. Diminutive Ming Tree shadow boxes made with ceramic 
box, real manzanita shrubs, and Chinese figurines; 4!/4," by 


3!/2”. Cali-Mark Co., 8553 E. Center St. Paramount, Cal. 
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““Mouseline’’ Table Glassware 


for the 


Discriminating Flostess 


Cut shows a few of the ttems recently added to our three complete 
lines of glassware. All are wafer thin with straw stems and require 


no greater care than you would give any fine glassware. 


Goblets can be retailed at about $1.25 each. 


Carried in open stock in New York. 
Inquiries receive prompt attention. 


PAUL A. STRAUB & C@O., inc. 


19 East 26th Street New York 10, N. Y. 
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|. Trio of new serving pieces in the "Colony" pressed pat- 
tern include jelly and cover, 6” rose bowl and 9” lily pond. 
Manufactured by the Fostoria Glass Co., Moundsville, W. Va. 


2. Classically simple peony jar in Bonzi Porcelain, done in 
jade, royal blue, and red. May be retailed at $20. Sold by 
Robert L. Coslette & Associates, 710 W. 7th St., Los Angeles. 


3. "Greylock" is the name of this new dinnerware shape in 
Theodore Haviland china, featuring a laurel-wreath emboss- 
ment. Shown plain, it is available in many smart patterns. 
From Theodore Haviland & Co., Inc., 26 W. 23rd St., N.Y. 


4. Toby Tavern depicts early American figures as well as 
John Hook from Peter Pan. For cigarettes; or Master Toby 
is also done as wall planter, pitcher or Tom and Jerry bowl. 
Jane Holland Ceramics, 10915 Wright Rd., Lynwood, Cal. 


5. "Time for Cocktails’ shaker (patented) in hour-glass de- 
sign; 30-0z. capacity with metal parts in non-tarnishable 
chrome; retail about $15. Matching glasses, $7.50 a dozen. 
From the Maxwell-Philip Co., Inc., 551 5th Ave., New York. 


6. Quon Yin lamp with gold-plated, imported Chinese porce- 
lain figure and black matt parchment shade striped in gold 
leaf. Retail $35. Designed by and sold through Dick Knox Dis- 
plays, 678 S. Lafayette Park Place, Los Angeles, Calif. 
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Original “>.< Creations 


SUPERBLY EXECUTED MASTERPIECES 
OF QUALITY AND CRAFTSMANSHIP 
IN 14 KARAT GOLD CHARMS. 











United Charms make a specialty of 14 Karat 
Gold movable charms designed by Berton’s. 
Superb finishing, with careful attention to 
artistic and mechanical detail, has earned 
for United a dominant leadership in this 
field. Below is a partial list of 14K Gold 
Charms. 












Actual Photograph Enlarged 


Actual Photograph Enlarged 














IMMEDIATE F. O. B. 
MMEDIATE = 14K GOLD MOVABLE CHARMS __.°.°-® 
No. Name of Charm Keystone No. Name of Charm Keystone No. Name of Charm Keystone 
RPC Te ere ee $10.80 6244 Flower Boy (Painted) .... ... 17.30 6284 Roller Skate ....... __.. 94.30 
6332 Airplane o> at r pore oe ero inn a poo oe oe (Plain) . Pines —e 
Anvil . TI ok 0's cvndvncecusscan OEM olling Chair—Pusher (Painted) ig 
33 Ash Tray (Painted) -» 7.80 6245 Golden Goose .... .. 12.00 6285 Rooster . .. 14.00 
ere rer rer ree .. 24.00 6319 Golf Bag (Movable Sticks) 14.30 6283 Roulette Wheel (Painted) .......... 28.00 
6200 Baby Buggy ........ celal a rate 8 serie sae edwin ++ a a mae 4 i —_ Settee Le 
6201 Baby Cup . —. raduation Cap .... 10. cottie (Head Moves) ........ ; 
6203 Baby In Pen . | 6247 Heart & Lock . 18.00 G359 Skates (Ice) ....... 14.30 
6202 Baby Shoes (Pair) . cesuccescee ME 6248 Heart In Safe (Painted) . _.. 28.00 6291 Skull (Human). . Pee ee 12.00 
6334 Baby Shoes (Pair)................ 9.00 6249 High Chai 10.70 6293 Slot Machine (Painted)............ 28.00 
= bridge eer ron easiied —— G48 Horseshoe 9 Cicver Aa oe 150 poe a He rome oer Ly 
eeceeee eee ie oe 6 6 Be OS . 9 ula _ ; as } oe a< eee ee . 
6208 Bible (Painted) .................. 29.30 6300 Sugar Foe Mote tvan¢nae 
6336 Bible (Israel) (Painted)............ 29.30 6351 Ice Tongs With Ice........ _ 7.20 6301 Suit Case with Panties ............ 22.60 
6209 Bicycle csssccsceess 13.300 7 6399 Jonah & Whale 16.00 | 6303 Tandem 15.30 
0 Bird Dog . 14.70 Ded ae . 16. xs dui ’ 
GIT Blind Mice (Painted)... 1270 | G3T2 Kiddie Car... . 1 | ae oe... 16.00 
errier (Crouching) Pare er 
6212 Blow Torch (Painted).... . 22.60 6253 Kitty ............ . 14.70 6306 Terrier (Standing) 14.70 
G37 Bottle Baby ........ . 0.08 Si? Knife .......... 920) 308 Toile a 
6338 Bridge Table .................... 07. nite . . 20. plgkaiex: * = 
6215 Bull Dog (English) ............ . 20.00 6256 Liberty Bell. . 10.70 oP es _ 
6216 Bull Dog (Boston) ........... 10.70 6257 Lost Weckent sae; 16.00 nee “ ee Sriakaiigd inane me 
6339 Cable Car (Plain) .......... 17.00 353 Lipstick .... - ; affle Iron ........ ~ 
6217 Cable Car (Turntable) .. 28.00 6258 Mad Money 16.00 6313 Wall Bed . occ ee eee 26.00 
6340 California Map. . aa 6354 Mail Box... 650 pony oe hing se (Large prt Py 
6219 Camera .......... ; sstilin ghar ie 2 edding Ring Set (Small) .......... 9%. 
6373 Camera (Movie) _. 11.10 | S205 Mermaid ... 15.00 | 6315 Whistle (large) ............ 14.00 
Cash R 23.30 6259 Merry Go Round (Painted) . 15.80 6316 Windmill 16.00 
6220 Cas ds as etnias eben 19:60 6260 Mormon Temple ee 19.30 6317 Wishin Weil nana 18:00 
~e ae 99 emake tte aii 20.00 6262 Mountain Music (Painted) . 18.00 pecan api ‘ a he SOEs ee ais 
* os. inted) ... 
6224 Church .... 19.40 | 6264 No Cover Charge ........ 10.70 sii teens ee ae 
6342 Cigaret Lighter. . See. 6265 Old Lady in Shoe (Painted) . 17.30 
se an! gh | ERS iit | | CHARMS WITH VIEW 
643 Coffee Grinder ae 10.9 6323, Palm Tree a easiie Coipl’ + ae 
offee Pot ' SS rerrere ' ‘= 
6229 Compact 21.40 | G324 Pantie & Bro. Ce  ¢—-Po . 
ae . 15.00 
6344 Compass — 12.00 6268 Pekinese 17.30 ¥C20076 Freedom Train 30.00 
MO GOW nnn cS ccc cc scccccccccccs MMM 6325 Pencil Sharpener ..... ee ¥C20126 George Washin fon Monument * 3000 
6231 Cuckoo Clock .... . 28.40 6302 — (Talking Machine) ...... 29.30 ¥C20136 Lib - Bell 9 * 90 40 
6272 Pian sanai eitasoisinks Se sate A sr enewsseee/a 
6232 Daschund ......... 13.50 6273 Pin "Ball Machine 28.00 ¥C20096 Lincoln Memorial .... . 30.00 
er ane. 19:30 | 6274 Pluto. ovectcceeces MIO 1 Veae6 Rolling Chair 2 18.90 
es Typewriter. 19. 6275 Potty — oo nn olling air .. . 18. 
6235 Diver .... 10.70 - VC20056 Safe ..... Sasso 
6236 Don’t Fence Me In. eS 6276 Rabbit ....... 16.00 ¥C20066 Statue of Liberty OI 
6237 Dresser & Mirror .............. 19.30 OS ae ¥C20106 Thomas Jefferson ... .... 30.00 
6238 Elephant (Small) 10.70 6356 Railroad a ee 7.80 ¥C20086 White House .... 30.00 
6241 ~Farmer’s Daughter (Painted)... 21.30 6357 Rickshaw with Umbrella ...... 13.20 
6242 Ferris Wheel (Painted). . 11.30 6281 Ring In Box ... ae tech’ 17.50 Entire Series ...... .. Each $21.75 


UNITED CHARMS, 448 SO. HILL STREET, LOS ANGELES, CALIF. 


FOR OCTOBER, 1948 





309 








310 


|. Part of a series of 60 vases, bowls, decanters, salads, 
cordials, hocks—made in cased cobalt and crystal glass cut 
by hand; retail $6 to $120. From U. S. Zone of Germany, sold 
by Paul A. Straub and Co., Inc., 19 E. 26th St., New York. 


2. Modern in style but actually designed in 1768 is this 
"Traditional" Queensware dinnerware shape, displayed at the 
Wedgwood Exhibition at the Brooklyn Museum and now placed 
on sale by Josiah Wedgwood & Sons, 24 E. 54th St., N. Y. 


3. "Guardian Angel" lamp with detachable doll with mov- 
able head, arms and legs; for display or re-sale; price $10.95. 
From Monica Studios, 5025 Santa Monica Blvd., Hollywood. 


4. “Kesae,"’ design of poppies, cornflowers and wheat with 
yellow border, in 23-pc. breakfast set for 2 at $30 retail; 
17-pc. set for one at $25. Made in Finnish faience, stocked 
by Finland Ceramics & Glass Corp., 225 Fifth Ave., N. Y. 


5. “Centennial Toby" by Gayet Ceramics include Padre, 
Mexican, Indian and 49-er, created with all the color of the 


old West. From E. L. Kirby, 527 W. 7th St., Los Angeles, Cal. 


6. Console set in colorplate etchware has 10” bowl and 4!/2” 
candlesticks made of brass with antique silver finish, in floral 
design. Gift boxed, the set may be retailed for $14. Made 
by L. F. Grammes & Sons, Inc., Union St., Allentown, Pa. 
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Y, troducing 


The New Queen Anne* Pattern 


in Sterling Silver 


by , 7 





Pat. Pending 


Original design with flutings and cabochon motif typical of Queen 
Anne period—this graceful, hand-fitting design is made in a variety 


of the following serving pieces: Left: Retail 


A. 3 pce. roast set...$29.00 
Without sharpener. 21.50 
Forged stainless Swedish 
steel blade; forged stain- 
less steel fork; magnetic 
steel sharpener. 
B. 2 pc. steak set. ..$13.50 
Forged stainless steel knife 
and fork, mirror finished. 


Below: 
MB, GOO PIER ...ccc ...$5.50 
B. Beef holder ....... 9.50 


Stainless steel tines. 








Left: Retail 
A. Bottle opener ..... $5.50 
B. Pie server ........ 5.50 
| C. Pie lifter ........ 5.50 
D. Cake server ...... 5.50 
E. Cheese server .... 5.50 


m4" blades stainless steel. 





al deel 


Right: Retail 
A. Cheese slicer. .$8.00 
B. Cake breaker.. 8.00 
C. 2-pe. salad set.13.50 
D. Fish, ice cream 

or cake knife.. 5.50 


Salad fork and spoon 
in Santo Domingo ma- 
hogany. 








helena Shanti .* 


Manufacturers of Sterling Hollow Ware 


Office and Showroom 
362 FIFTH AVENUE NEW YORK I, N. Y. 
*Trademark 
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Awards for Champions 
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< Trophy Awards... oO 
a Now's the time to think of Football and vu 
Ss) Basketball awards. We manufacture sport r 
. figures to cover all major sport events (cov- < 
> erage in 2 sizes). A variety of trophy pedes- 
+ tals in bakelite, wood and metal...a wide - 
selection of "GOLTONE” spun cups in many 
~ sizes and designs. © 7 
“4 Many new trophies have been added to our line > 
- WRITE FOR NEW CATALOG " 


Trophy-Craft Co. 


249 N. Reno Street, Los Angeles 26, California 
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Candlelight anal Hospitality 


This handsome two candlestick and fruit bowl set is 
another example of Silver City’s fine workmanship in 
Sterling-on-Crystal. The set shown is in Blossom Time 
pattern, which with its sister pattern, “Vintage,” are 
setting sales records wherever fine quality at moderate 
price is recognized and appreciated. 

If you haven’t received our general catalogue, please 
write for it. 








SILVER CITY GLASS CO. 


MERIDEN, CONNECTICUT 


























Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 


Lowestoft Stone China 





Made by 
W.T. COPELAND & SONS, LTD. 
England 


« 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y 
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by MADELINE LOVE 


T the September meeting of the China, Glass and 
Pottery Association of New York, at the McAlpin 
Hotel, Don Schreckengost, art director of the Homer 
Laughlin China Co., was the speaker, and one of the ques- 
tions asked from the floor brought up a point which 
may interest many jewelers. 

“Should,” asked the questioner, “a customer whose 
home is traditional in furnishings be encouraged to buy 
a modern style in tableware?” And Mr. Schreckengost, 
whose work makes it imperative for him to keep a close 
watch on changing public tastes and to translate those 
tastes into dinnerware, expressed the opinion that if de- 
signs are really good, they can be used together, whether 
they are modern or traditional. 

This is a problem which is beginning to come up more 
often and is likely to grow in importance during the next 
few years. Surveys have shown that “modern” is in- 
creasing in popularity, although only a limited number 
of homes are furnished throughout in that style. The 
vast majority of households are done in that mixture of 
older styles—Early American, Colonial, Georgian, Federal, 
Victorian—which we group loosely togethe: as “tradi- 





lional.”” Those who live in these homes may admire the 
modern style but they cannot, of course, afford to toss 
away all of their possessions and buy new, and they are 
often afraid to try to combine the two. 

It would help such uncertain customers if their jeweler 
is able to show them that it is no breach of good taste to 
add a touch of modern here and there—even on their 
dining table. It is actually being done in tableware in 
the lower-price and medium-price categories, for informal 
use. And in glass—well, many a housewife would be 
astonished to know that she has been successfully com- 
bining a modern style with her traditional china for the 
past twenty or more years. Good design is good design, 
whatever the label. 

OVING up from an unimpressive beginning, the gift 
show season ended with a happy little waving of 
flags. There were increasing signs that the stores needed 
merchandise—good merchandise—and since there are 
considerably fewer “dogs” on display in the showrooms, 
buyers and sellers were able to get together more often 
than not. 

As this was written the Boston show was drawing to a 
close to the accompaniment of huzzahs about both attend- 
ance and sales. “Record-breaking” was the description 
of the registration figures, and while no one said quite 
as much about the amount of orders placed, there was a 
definite sense of satisfaction in that department, too. 
Both exhibitors and dealers said it was “much better than 
last vear,” and even if this should prove to be somewhat 
exaggerated, the description indicates a lot more mutual 





from top left: 


lg I, A eer 
Delivery F.O.B. New York 


39-41 West 23rd Street 





0 Perr rcrrre rer eo ee ee $4.80 doz. 
AFTER-DINNER COFFEE SERVICE FOR SIX 5.50 the set 
LARGE COFFEE CUPS & SAUCERS........ 8.40 doz. 
ee eer ee free te 6.00 doz. 


HERMAN C. KUPPER, Inc. 





SWISS CHALET FAIENCE 


“ALPINE FLOWER” pattern—hand-painted enamelled flowers in vivid colors on light brown background, 
demonstrated in handcrafted ceramics at popular prices. 


eB a er so $6.00 doz. 
IIIS III > x 0 10'sks &-ss-4 arn Nw ck eae 6.00 doz. 
BE EP ee Fy ri 16.20 Doz. 
PP er ree rr Va rac: 12.00 doz. 
EE: SD 6. ann cane 434 cele ieeadiaee ek 7.80 doz. 


Wholesale Prices 
New York 10, N.Y. 
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This engraved shield available in complete line 


Retail $18.00 per doz. (Keystone) 
BROCHURE ON REQUEST 


—Hope Glass Works_— 


ESTABLISHED 1872 
Fine Cut and Engraved Crystal 
East Providence e Rhode Island 








YOUR MOST 
RELIABLE 
SOURCE 





24 Hour Service on All Crystals, Fit- 
tings and Material Orders. 


"A Case for Every Movement and a 
Movement for Every Case." 








5 SOUTH WABASH AVENUE, CHICAGO 3, ILL. 
220 WEST FIFTH ST., LOS ANGELES 13, CALIF. 


DIAMONDS ror EXPORT 
BARBER «xo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 





RO) i Di @) \ ia aemn 


OF NESS 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP ano 


SLUBAR - LONDON 


AMSTERDAM 
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approval than the shows have been creating for the past 
year or so. Buyers found the majority, rather than the 
minority, of the merchandise to be of good quality—-and 
so they ordered more of it. 


NEW china and glass show has been added to the 
1949 roster. To be held at the same time as the 
annual Pottery and Glass Exhibit at the William Pep) 
Hotel in Pittsburgh—January 10 to 14—it will be called 
the Keystone China and Glass Show and will occupy 
about 75 rooms in that city’s Fort Pitt Hotel. J. Andrey 
Squires, advertising agency head, of 225 Fifth avenue. 
New York, organized the show and will be its manager. 
Most of the exhibitors will be importers, who cannot 
exhibit at the William Penn Hotel show because of space 
shortage there. They will not, however, be restricted jp 
their displays and if they carry domestic lines, too, these 
lines may be exhibited. About 50 firms signed up for 
the show within a few days of its organization. and it js 
expected that other names will be added. 


F. BRODEGAARD & Co., importers of Scandina- 
* vian wares, introduced a series of new Swedish glass 
and Danish silver designs at a breakfast and press show. 
ing held last month at the Ritz Carlton Hotel, New York. 
Among the glassware was a group of massive, architer- 
tural styles from the Strombergshyttan factory. includ. 
ing some pieces whose rims are nearly two inches thick. 
One was a duplicate of a vase exhibited by the Metro. 
politan Museum of Art, done in amethyst-gray glass with 
a faceted outer surface and another was a crystal glass 
bowl shaped like a rounded diamond. Then there was 
stemware from the Ekenas factory, and a line of simply- 
modeled bar accessories made in extra-large sizes from 
the same source. 

Three sets of hand-hammered Danish silverware by 
Evald Nielsen, whose work is being introduced in this 
country for the first time, were on view. Two patterns 
had the simplicity which usually characterizes modern 
Scandinavian design, while the third was more tradi- 
tional in motif. Each design comes in 20 table and serv- 
ing pieces which may be chosen from open stock. 


VERYONE thought the breakfast staged by the 225 
Fifth Avenue Association during the New York gift 
show was an idea good enough to be repeated. Held in 
the New England room of the Prince George Hotel, the” 
breakfast covered a two-hour period from 8:30 to 10:30 
o’clock, giving ample time for both exhibitors and their 
buyer-guests to attend. 

Barney Roseff has resigned as president of Tebor. Inc., 
and as treasurer of the Crownford China Co., and the 
Val St. Lambert Glass Co.. all of New York. He has sold 
his stock interests to Meyer Fireman, president of” the 
latter two companies, who now also becomes president 
of Tebor. 

George O. Anderson, who was associated with Fonde- 
ville & Co., Inc.. for many years, has joined the sales 
staff of the Midhurst Importing Corp., of New York, 
importers of Booth’s English dinnerware and Colclough 
English bone china teaware. 

Franklin Lamb has been elected president of Rex Prod- 
ucts Corp., 302 Fifth avenue. New York, succeeding Rob- 
ert T. Dunlap, who is president of Great American Indus- 
tries, parent firm of Rex. Mr. Lamb was formerly presi- 
dent and co-founder of the Reynolds Pen Co. 
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PROPOSALS TO HIKE SILVER PRICES 


Proposed Bills Would Lift Silver to $3.50 an Ounce, 
Gold Prices Would Increase Approximately 60 Per Cent; 
Measure Termed "Ridiculous" by Spokesmen for Industry 


By ARTHUR S. RESEIGH 


“Ludicrous,” “ruinous,” “absurd” are but 
a few of the printable reactions of silver 
users to the latest attempt to up-peg the 
price of silver—this time to the fantastic 
figure of $3.50 a fine ounce. 

Twin bills were filed in the House and 
Senate during the special session of Con- 
gress, suggesting the $3.50 peg for silver 
and a price of $56.00 an ounce for gold. 

Silver users regard the bills as evidences 
that the Western Silver Bloc is again on 
the prowl. ry 

The legislation suggested by Senator 
Zales N. Ecton of Montana and Congress- 
man John Sanborn of Idaho, the pro- 
ponents, would up the silver price 4.7 times 
from its current price of around 75 cents 
and would increase the price of gold 60 
per cent. 

Spokesmen for the jewelry and silver- 
smithing industries regard the proposals as 
utterly ridiculous. They say they could not 
continue to operate under any such pro- 
gram but would be forced to close their 
doors and render their employes idle. 


WOULD DISRUPT WORLD ECONOMY 


This would not only affect the jewelry 
producers and those who produce the na- 
tions silverware, but would reach into the 
world economy with a lethal punch—dis- 
rupting among many others the photogra- 
phic (including X-ray) industry. 

Senator Ecton and Congressman San- 
born, however, declare the bills designed 
“to promote the general welfare by scrap- 
ping the unsound and ruinous monetary 
policy which is wrecking our domestic 
economy and creating chaos throughout the 
world, and replacing it with a sound mone- 
tary system in strict accordance with the 
Constitution of the United States and the 
Act of Congress of November 1, 1893.” 

They claim their proposals, if enacted 
into law, would “stabilize the currency; 
prevent economic collapse in the United 
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States; give economic stability to the rest 
of the world; stop Communism and other 
forms of absolutism; insure peace by elim- 
inating the causes of war; save for the 
American taxpayers most of the billions of 
dollars proposed to be spent under the 
European Recovery Program; reduce 
taxes; protect our national sovereignty; 
preserve the American way of life; raise 
the American standard of living; quadruple 
the recoverable mineral wealth of America; 
make possible the profitable production 
here at home of 99 per centum of our min- 
eral requirements, including strategic min- 
erals; and usher in an era of the greatest 
prosperity the United States has ever 
known.” 


FRANKOVICH: “Inconceivable" 


Silver users in New England credit the 
proponents of the twin bills with an ability 
to wrap their scheme in an attractive pack- 
age, but they point out that the phraseology 
is merely high-sounding, designed to at- 
tract support to a program that would re- 
sult in the exact opposite of what is 
claimed will be achieved. 

Impact of the plan on the jewelry and 
silversmithing industry is visualized by 
George Richard Frankovich, secretary of 
the New England Manufacturing Jewelers’ 
and Silversmiths’ Association. 

“It is inconceivable,” he said, “that any 
one pressure group can seriously consider 
the possibility of increasing the price of 
gold and silver as provided for in these 
twin bills, particularly a group such as 
the Silver Bloc of the West, whose efforts 
although constant and sustained have long 
since proven to be unsound and contrary 
to the interests of our modern economy. 

“Any increase in the price of silver or 
gold to the fantastic levels mentioned in 
these bills, would,” he continued, “seri- 
ously cripple those arts and industries of 
the United States that are now using over 
100 million ounces of silver alone each 














year. Those silver users whose products 
may be termed of a luxury nature would 
undoubtedly be ruined by such legislation. 
The price that would result would place 
the goods made by these luxury producers 
completely out of reach of the consumer, 
That would mark the end of the jewelry 
industry’s fight for its share of the con- 
sumer dollar in this era of increased cost 
of living.” 


NEMJ&SA COMMENTS FURTHER 


Frankovich added that “the commercial 
effect of these measures would be to de- 
prive the consuming public of practically 
all items in which either gold or silver is 
used. 

“The long-since discredited monetary 
policy voiced in these bills would undoubt- 
edly have a catastrophic effect on our 
economy which would probably be equalled 
only by the ruin that would be visited upon 
this jewelry producing industry and others 
where the brunt of the accompanying com- 
mercial impact of the twin measures would 
be borne. 

“It is ridiculous,” he said, “in this day 
and age to think that such a measure could 
be considered worthy of serious consid- 
eration by anyone.” 

Other silver users in the industrial group 
point out that since the Treasury would 
be obligated to pay 4.7 times its market 
value, all the world’s silver would move 
to the U. S. Mint. This would include, 
they say, not only new silver produced in 
the United States and throughout the rest 
of the world, but much melted down silver 
from the world’s supply of small coins, 
solid silverware, etc. 

In brief, the bills’ proponents would 
have the Secretary of the Treasury and the 
Federal Reserve Board directed to scrap 
“the Laski-Keynes-Marxist formula of 
“managed economy and managed currency 
which, for 14 years has been draining away 
our wealth; wrecking our domestic econ- 
omy; promoting communism; fostering 
monopoly; throttling small business; and 
so debauching our currency that the dollar 
and all fixed-dollar securities, including 
savings, pensions and life insurance, have 
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314 per centum of their value; and 
replace it with a sound monetary system 
in strict accordance with * * z the Con- 
stitution of the United States. . | 
They claim that $3.50 today is equiva- 
lent to $1.29 prior to 1934, the price at 
which silver was bought and sold in the 
United States until the demonitization of 
silver in 1873; and that $56 is equivalent 
to $20.67 prior to 1934, the price at which 
gold was pegged for the 90 years between 
1844 and 1934. It is their theory that by 
effecting the suggested pegs the parity 
value of the two metals would be main- 


lost 6 


tained. 


OTHER EFFORTS OF SILVER BLOC 


Proposals to lift the silver price pegs 
are not new. For several decades the sil- 
ver bloc in Congress, together with West- 
ern mining and smelting interests, has 
waged frequent campaigns to lift the price 
to $1.29 per troy ounce, claimed by them 
to be the monetary price but labeled by 
the silver users as a quite fictitious “mone- 
tary” price. 

In the early 1930s the metal sold in the 
open market below 25 cents an ounce. 
Through the Silver Bloc’s efforts several 
compromises have been reached in the 
intervening years with the result that the 
metal is pegged today at 90.5 cents an 
ounce and is selling in the open market 
around 75 cents. 

It is also pointed out that through these 
same efforts the silver miners have been 
afforded a Utopian situation in which they 
never have to give a thought to supply 
and demand or the ups and downs of the 
commodity market. By law the government 
is required to buy at 90.5 cents an ounce 
all the silver mined in this country. The 
lower price in the open market is on for- 
eign silver that is used by industry since 
all of the domestic is sold to Uncle Sam. 

While these conditions were being won 
for the silver producers there have been 
silver famines with holders of the metal 
keeping a tight grasp on it for periods 
as long as eight months while efforts for 
a higher price were being waged. 


MONETARY CHAOS FORESEEN 


It is claimed that the newest proposals 
with the $3.50 and $56 pegs on silver and 
gold respectively would bring chaos to the 
monetary and economic systems of every 
civilized nation in the world. 

In their proposal to hike the silver peg 
to $3.50 and gold to $56 an ounce, the 
Westerners also propose that the Secretary 
of the Treasury be directed to buy in un- 
limited quantities all gold and silver of- 
fered at these prices, to sell in unlimited 
quantities all gold and silver on demand 
at the same prices, plus only a small han- 
dling charge to cover the actual expense 
incurred in such transactions. 

Since such a proposal would raise the 
actual value of this country’s silver coins 
—the value of the silver in a half dollar 
would jump from 28 cents to $1.26—the 
proponents of the increased pegs suggest 
that all silver coins now in circulation shall 
be recalled and redeemed by the Treasury 
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at face value. The bills would make it un- 
lawful to export such silver coins or to re- 
duce them by melting for their silver con- 
tent. 

In deducing the cost of the increase to 
the United States, and incidentally its tax- 
payers, it has been figured that on newly- 
mined silver alone, the total subsidy paid 
by taxpayers and consumers—the differ- 
ence between the present world market 
price and the proposed price of $3.50— 
would be $737 million annual even if pro- 
duction went no higher than the previous 
world peak of 268,000,000 ounces. 

The “bonus” on the domestic output of 
American mining and smelting companies, 
estimated on the same basis, would equal 
$125 million at the level of anticipated 
1948 production. 

Although the bills provide for the recall 
of all silver coins and contain a clause re- 
garding unlawful holding and melting of 
present coins, it is believed that there 
would be wide-scale “bootlegging” in that 
provisions of the bill would be difficult to 
enforce. 


EFFECTS ON SILVER COINS 


The half dollar would contain $1.26 
worth of silver as compared to approxi- 
mately 28 cents now. The silver content 
of the quarter would jump from 14 cents 





to 63 cents, and a dime, containing less 
than six cents worth of silver today would 
be worth about 25 cents. 


In re-valuing gold at $56, silver users 


claim that gold from every other nation 
in the world would be attracted to some 
U. S. hole-in-the-ground, and that the 
present gold stocks would increase in ‘value’ 


from $23-billion to about $37-billion. 


At first, opponents of the measure say, 


the effect of this arbitary and fictitious 


valuation might not be marked, but it 


would make an enormous increase in the 
reserves behind U. S. currency and credit. 
In the end, they aver, it would bring about 
a calamitous inflation on top of the inflation 


now existing and quite possibly end in the 
destruction of all savings and fixed-dollar 


values in this country. 


In pulling from hard-hit European 
countries the little gold they have left there 
would be no other recourse for them but to 
debase and devalue their own currencies 
and pass retaliatory laws interfering with 
imports and trade. Such havoc, it is 
claimed, would make the possibility of 
war more threatening than at present. 

Silver users are of the belief that the 
bills are too ridiculous to survive, but are 
wasting no time in setting up their battle 
lines. 











Enlarged Jewelry Industry Tax Committee Meets 


The first meeting of the _ enlarged 
Jewelry Industry Tax Committee was held 
on Monday, September 20, 1948, at the 
room of The 24 Karat Club, 608 Fifth 
Avenue, New York. The Temporary Chair- 
man, Mr. G. H. Niemeyer, presided. Rep- 
resentatives of all segments of the industry 
were present; 26 members of the Tax 
Committee and, in addition, 4 alternates 
for those members who were unable to 
attend. 

The following gentlemen are the mem- 
bers of the enlarged Jewelry Industry 
Tax Committee: 

Ex-OFFICIO 

G. H. Niemeyer 

Maurice Adelsheim 

H. A. Goldberg 
AMERICAN Nati. RetTAmL Jirs. ASSN. 

James B. Dickey 

Wilson A. Streeter 

Arthur J. Sundlun 

E. M. Bellman 

William Preston, Sr. 

Leo Henebry 

H. Victor Paul 

Allen Davidson 

Kenneth I. VanCott 
NATIONAL ASSN. OF CREDIT JEWELERS 

B. G. Rudolph 

Fred B. Dreifus 

Seymour Greenberg 

H. M. Abelson 

Leo D. Kind 

B. N. Burnstine 

George Gerber 

Lewis L. Silberman 

Maurice M. Winston 
AMERICAN JEWELED WatcH Mrrs. ASSN. 

C. M. Kendig 








AMERICAN WATCH ASSEMBLERS’ ASSN. 

A. Carnow 
JEWELERS VIGILANCE COMMITTEE 

William B. Ogush 
EDUCATIONAL JL~RY. Mrrs. ASSN. 

A. O. Packer 
AMERICAN STONE IMPORTERS’ ASSN. 

Leopold Nathan 
NATIONAL WHOLESALE JEWELERS’ ASSN. 

Milton B. Freudenheim 
New Encianp Mrc. Jirs. & SS Assn. 

R. L. Wells 
STERLING SILVERSMITHS’ GUILD 

William F. McChesney 
CHICAGO JEWELERS’ ASSOCIATION 

Frank Milhening 
DIAMONDS 

Walter N. Kahn 
JeEweELRY CraFts’ Assn. 

W. Waters Schwab 
ASSOCIATE JEWELERS 

Henry Peterson 

Messrs. Davidson, Sundlun, VanCott, 
Dreifus, Kind, Silberman and Milhening 
were unable to attend, and the following 
gentlemen served as alternates: Messrs. 
Victor A. Lambert, L. J. Rad, Oliver R. 
Wasson and George Engelhard. 

In order to carry on the work of the 
Committee during interim periods, the 
following Executive Committee was 
elected: 

Messrs. James B. Dickey 

Milton B. Freudenheim 
B. G. Rudolph 
W. Waters Schwab 
R. L. Wells 
Ex-officios 
Maurice Adelsheim 
H. A. Goldberg 
G. H. Niemeyer 
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Swiss Watch Repair Parts Information Bureau 
Opened inN.Y.by Watchmakersof Switzerland 


The Watchmakers of Switzerland have 
announced the formation of the Swiss 
Watch Repair Parts Information Bureau, 
Inc., which is located at 730 Fifth Ave., 
New York 19. The office, under the direc- 
tion of Paul A. Tschudin of Neuchatel, 
Switzerland, was scheduled to open on or 
about October Ist. 


Mr. Tschudin listed the following func- 
tions of the Swiss Watch Repair Parts 
Information Bureau: 


1) To serve as a clearing house for 
Swiss horological information; 


de> 
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2) To supply information on the repair 
of Swiss watches; 

3) To supervise the new Swiss Watch 
Repair Parts Program which will include 
the Official Catalogue of Swiss Watch 
Repair Parts (Part I), Official Parts 
Package, Official Dictionary of Watch 
Terminology, Official Parts Cabinet. 

Mr. Tschudin said that the formation 
of the Bureau represents a source of 
greater service and profit to the American 
watchmaker and jeweler. 

Quoting from a recent report of the 
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20 West 47th St., New York 19, N. Y. 




















U. S. Department of Commerce Mr 
Tschudin said: “The American publi 
spent $131,000,000 in 1947 for the repair 
of watches and jewelry. This is approx; 
mately 10 per cent of the entire amount 
spent in jewelry stores. 

“It is our hope that the new Swi. 
Watch Repair Parts Program wil] help 
the jeweler to merchandise his repair qo. 
partment, to use it as a strong magne; 
for attracting customer goodwill, and 1, 
offer speedier and accurate repair service 
thereby increasing his total volume.” _ 

The Official Catalogue—as well as th. 
entire program—has already received th. 
endorsement of American importers ani 
wholesalers of Swiss watch parts, and o{ 
American watch repair craftsmen. Th» 
present edition of the catalogue, Part | 
deals with all Swiss movements bearing 
the Ebauches symbol. Part II, which will 
be introduced early in 1949, will cove; 
practically all remaining brands of Swiss 
watches. 

Mr. Tschudin reported that every effor 
of the bureau was now directed to the 
task of distributing over 30,000 copies of 
the catalogue (Part I). As soon as that js 
completed, the parts package, dictionary 
and cabinet will be made available. _ 

He stated that the response to the an. 
nouncement of the catalogue’s impending 
distribution “has been beyond our highest 
estimate. American watchmakers sent ip 
over 6,000 requests within the first 10 
days of its announcement. And the tre. 
quests still are pouring in.” 

Mr. Tschudin invited all members of 
the horological trade to make use of the 
information facilities of the Swiss Watch 
Repair Parts Information Bureau. He 
emphasized that the Bureau does not stock 
any horological materials, nor does it serve 
as an agency for the sale of merchandise. 
but seeks to aid the watchmaker in secur- 
ing genuine materials through his estab- 
lished watch supply channels. 


ORIENTAL MOTIF 





t al 
Oriental influence, noted in many of the 
Fall couture collections in Paris, is seen In 
this pale blue sari gown, by Balmain. The 
strapless bodice is embroidered heavily in 
gold paillettes. The jewelry also carries out 
the Oriental theme, in a diamond clip at- 
tached to the sari at the hairline, and a 
diamond and gold necklace, from Mau- 
boussin. 
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Report From South Africa 


The feeling in the local diamond pro- 
ducing industry is that the demand for 
diamonds is as firmly established as at 
any time in the past. The De Beers Com- 
pany has felt it necessary, however, to 
draw attention to the discriminatory taxa- 
tion levied in South Africa on diamond 
mines and to appeal for some relief. Jf 
‘+ were right to repeal the whole of the 
special war taxation payable by other 
branches of trade and industry, then it 
seems the diamond mining industry has 
a right to similar treatment. The expense 
of re-equipping the Jagersfontein and 
Premier mines is estimated at over 
£3,000,000 and the company has insisted 
that it would not have undertaken this big 
‘nvestment unless it had felt that the spe- 
cial wartime burdens placed on the in- 
dustry would be lifted. It is essential 
that during the present prosperous state 
of the diamond industry that it should 
be able to make financial provision for 
all future commitments and developments. 
Thus it is hoped that in the near future 
the local diamond industry will be afforded 
welcome relief. 

The De Beers Company is now to issue 
quarterly statements of diamond sales, in- 
dicating gem stones and industrials, thus 
providing particularly up-to-date informa- 
tion about the progress of the industry. 
Sir Ernest Oppenheimer has stressed the 
need to read these figures with caution. 
as diamond sales are not always carried 
out regularly throughout the year but 
often in certain months. Thus the results 
of a certain quarter could not be accepted 
as an index to the total sales for a year. 


TEST NEW SEPARATION METHOD 


A pilot plant has been installed at the 
Premier Mine to test a new separation 
method that has been used overseas for 
various minerals but not as yet for dia- 
monds. The rock is put through the usual 
crushing machinery to bring it down to 
lumps of less than one inch diameter. 
when it is taken by conveyor belt to the 
washing screens. There the grit and dirt 
is removed and then the rock pours into 
the top of a funnel-shaped cone, which 
is filled with a solution of water and 
powdered ferro-silicon. 

This heavy substance is to increase the 
specific gravity of the liquid to about 2.95. 
As diamonds have a specific gravity of 
3.9 they are induced to sink to the bottom 
of the cone. The blue ground, with a 
specific gravity of 2.6, is thus floated off 
when the solution overflows. The blue 
ground thus carried away passes over a 
mesh screen which drains off the ferro. 
silicon and separates the material into 
over-size and under-size. The _ over-siz~ 
goes back to the cone and the under-size 
is rejected. The diamonds and a certain 
amount of heavy material fall to the bot- 
tom of the cone. All this goes through 
a tube on to a vibrating screen, where the 
ferro-silicon is removed and the remaining 
concentrate is loaded into trucks to be 

(Please turn to page 330) 
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Only 
AIR EXPRESS 


gives you all 








these advantages 








A combination you don’t get 
with other air-shipping methods 





Special pick-up and delivery at no extra cost. Your 
shipments are picked up promptly when you call; 
fast delivery to consignee’s door. 





You get a receipt for every shipment. One-carrier 
responsibility. Complete security. 





Assured protection, too—free valuation coverage up 
to $50; 10 cents for each additional $100 or frac- 


tional part. 





These advantages, plus 21 others, make Air Express the 
best and fastest way to ship. Your shipments go on every 
flight of the Scheduled Airlines— repair parts, equipment, 
finished items keep moving to where they’re needed. Reach 
any U.S. point in hours. Phone local Air Express Division, 
Railway Express Agency, for fast shipping action. Specify 
‘‘Air Express” on orders for quickest delivery. 


FACTS on low Air Express rates 


22 lbs. machine parts goes 700 miles for $4.73. 
10 lbs. printed matter goes 1000 miles for $3.31. 
30-lb. carton of new fashions goes 500 miles for $4.61. 


Same day delivery in all these cases if you ship early, 


SPEUY yg Vf ° 


EXPRESS 7H FIRST 

















Rates include pick-up and delivery door 
to door in all principal towns and cities 





AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES oF THE U.S. 
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Jewelry Producing Plants in New England 
Issue Varied Reports on Current Business 


A number of Rhode Island jewelry man- 
ufacturers, caught on the slim side of 
spotty business conditions, are currently 
suffering from a mild case of the jitters. 

A number of others, already burdened 
with sizable order backlogs, can find little 
or nothing to complain about. 

In between are a great many firms who 
are doing moderately well but sincerely 
hoping that conditions will improve. 

The situation is patternless. Not all of 
the gold-filled houses, for instance, are 
affected similarly. This also holds true for 
both the more expensive and the less ex- 


& 








pensive lines. The nearest thing to a pat- 
tern is found in the group serving the 
syndicate stores. 

It all adds up to a lesser demand for the 
products of the jewelry plants. 

Reasons for the lesser demand are many 
and varied. There is a definite indication 
that distributors of jewelry are letting pes- 
simism regarding the business outlook cre- 
ate hand-to-mouth buying. 

In back of their pessimism is one prime 
factor—the existing 20 per cent excise tax. 
This is hurting jewelry business more as 
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Complete line of 14 kt. Ladies’ and Men’s Watch Cases—Watch Attachments 
Chokers—Signet Rings, etc. ASK FOR OUR LATEST FOLDER 


L. FRANKFURT CO. > 


320 


Jewelry Manufacturers -° 


82 Bowery, New York 13, N. Y. 





money in Mr. and Mrs. America’s purses 
diminishes. 

The jewelry producers believe that de. 
mand for jewelry will be on a par with last 
year, but there is an apparent attitude on 
the part of the distributors that less 
jewelry will be sold this Fall. 

As a result wholesalers are reported to 
be relaying actual orders received from 
the retailers to the supplying manufac. 
turer. Some producers report seeing code 
letters on the orders, apparently being used 
to identify the firm to which the order js 
to go. 

The buyers’ service maintained by the 
New England Manufacturing Jewelers’ & 
Silversmiths’ Ass’n has been very quiet 
since the first of September. With the ex. 
ception of a sprinkling of novelty buyers 
from the New York area there has been 
little or no activity. 

This is regarded, however, as being nor- 
mal for a peacetime economy. During the 
war, buyers were continually in the area 
seeking to procure jewelry for a jewelry. 
hungry market. But in normal times the 
buyers are active twice during the year: 
in the spring months of April and May 
for the fall and Christmas merchandise, 
and then again in late October and No- 
vember for their spring and Easter stock. 

As far as the industry can determine 
there is no quarrel with the lines that are 
being offered. A large amount of time 
and effort were spent on design this year. 
Lines are attractive. 

Productivity has been increased in recent 
years. New England know-how has come 
up with machines that have upped produc- 
tion. Many of them were born of necessity 
when firms found it impossible to procure 
help in sufficient quantities. 

Despite the spotty conditions existing in 
early September there are hopes in the 
jewelry producing field that last year’s em- 
ployment peak of 19,954 workers will be 
broken before this fall season comes to an 
end. 

The biggest worry of the manufacturers 
is that the expected demand will come late 
and they will not be able to fill last-minute 
orders. Firms are already experiencing 
difficulty in procuring help and are of the 
opinion that it will be nigh to impossible 
to bolster employment roles sufficient to 
take care of a heavy llth hour rush of 
orders. 


July Sales Show No Change 


Sales of independent jewelry stores for 
July, 1948, were practically the same as 
those during the same month of 1947, 
according to data compiled by the Bureau 
of the Census, Department of Commerce. 
The difference was so slight that the per- 
centage change was imperceptible. July 
sales were 24 per cent lower than sales 
for June, the preceding month. 

July, 1948, jewelry store sales, in com- 
parison with the same month of 1947, are 
shown for five cities as follows: Los 
Angeles decreased 18 per cent; Chicago 
increased one per cent; St. Louis increased 
eight per cent; New York increased three 
per cent, and Seattle decreased eight 
per cent. 
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nant, the necessary theoretical background The Jam Handy Organization and 1s now 








Jewelr ¥ Industr y Council is furnished by means of lectures. The being distributed for use by retail sales 
° ° ° purpose of the course is primarily to in- organizations, particularly those who sell 
Plans Distr ibution of culcate the principles of precision work- their merchandise over the counter. This 
° If ° manship, thereby helping “3 = “7 — — the Pate sega at 

arry through an ractical problem he eading selling organizations, univer 
New Promotion Bu etin will. be likely odie in the repair of and other authorities. The films present 
Cecil D. Kaufmann of Kay Associates, watches. approved ways of — pine in 1 
Inc. Washington, D. C., and Chairman of Students taking these courses study situations. These methods apply in the 

"Board of the Jewelry Industry Coun- under the personal direction of Dean sale of any retail product. | 
” has appointed a special committee to Louis Dubois, whose experience in the Subjects are: (1)—Friendliness (2)— 
or ith the Retail Division of the Bu- fields of complicated watches and _ horo- Attentiveness (3)—Helpfulness (4) —Sin- 
sa ye Advertising of the American logical engineering has extended over the cerity (5)—Enthusiasm. There is a record 
ee aper Publishers Association. past 48 years. for each film suggesting what to say, while 
The Committee’s job will be to help Entrance requirements and other perti- the correlated pictures suggest what to = 
eate a service that will give retail nent information may be obtained by and how to do it. An instructor's manua 
= lers a monthly time table of promo- writing to the American Academy, Inc., is supplied with the slidefilms. A supple- 
pues aaiiaiies 1549 Lawrence St., Denver, Colo. mentary sound motion picture “Face In 
sg Paeonao new year round service ——_— the Mirror” is also available. For details, 
would take the form of monthly bulletins Retail Sales Training Speeded write to — — — on we 
nt out well in advance of each of the By Series of Five Sidefiies tributor of these s, . Wacker 
ee hs covered in them. Y Drive, Chicago, Ill, or to the producer, 
a tidieiine would show retail jewel- A series of five sound slidefilms, “Be- The Jam Handy Organization, 2821 E. 

ers what types of products and what hind the Counter,” has been produced by Grand Blvd., Detroit 11, Mich. 











gift-buying events they should promote in aaaduaaaaumians ee onan 
each and every month of the calendar . 
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year. ; ES 
Recommendations in these proposed bul- | 


letins would be based upon a study of ; 


the jewelry buying patterns of the public CAN ENGRAVE RINGS 


and of the newspaper lineage records of 


successful retail jewelers in years past. | 
The Council would furnish these month- 
ly promotion time table bulletins not only a 
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to its retail members but also to its whole- ak 
saler and manufacturer members. The | 
American Newspaper Publishers Associa- 
tion would furnish them to its more than 
1,000 newspaper members. 

The members of the Committee ap- 
pointed by Mr. Kaufmann are: H. Victor 
Paul, Wiss Sons, Inc., retail jewelers, 
Newark, N. J.; Ray F. Warren, vice presi- 
dent of Bulova Watch Co., New York, 
N. Y.; Gordon Howard, vice president of | 
Elgin National Watch Co., Elgin, IIL; 
A. E. Haase, executive director of the 
Jewelry Industry Council; and Cecil D. 
Kaufmann, ex officio. 
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American Academy of Horology : . 
Now Teaching Two New Courses | ae 


Orville R. Hagans, president of the ! 
American Academy, Inc., has announced : 
the completion of four years of planning, 
research and development. | 

Beginning with the opening class which 
started July 9th, two new courses are be- 
ing taught at the American Academy of 
Horology, in Denver, Colo., “Complicated 
Watches,” and “Elementary Horological 
Engineering.” 

The course on Complicated Watches is : 
an eight-week course, in which the basic 


principles of complicated watches are : Dhe NEW HERMES ing Engrav er eee. : 


taught. Starting with the two general 
types of sweep-second watches, the course ry I 
includes the study of self-winding move- : IS REVOLUTIONA RY! 
ments, repeaters, alarm watches, stop- - operate i 
watches, and chronographs. Basic prin- bes —_ ag = see 
ciples, rather than specific types of move- ® Engraves names, initials, dates INSIDE ring 
ments are stressed. o : 
Elementary Horological Engineering is 
a 16-week course stressing precision SEND FOR DESCRIPTIVE FOLDER MODEL R 
workmanship in the actual construction of | 
a high-grade watch. While the practical | 
work of building the watch is predomi- boo 


MODEL R COMPLETE 
= §NCLUDES 2 STYLES OF 
LETTERING. $185.00 

. £0.58. NEW YORK. 
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@ Results ate identical to hand engraving 
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Let This Booklet Boost caged in sages tekken 
7 RR t F ; YOURS...FOR , elry gift suggestions for various ages 2 
@ THE ASKING! Birthdays the Year-Round quickly found. Two pages are provided at 


the back for listing birthdates and anni. 
UNIQUE MASONIC JEWELRY SALES BUILDER ES So ee SE Se 
back cover appears the official birthstone 
list. 

Space has been left on the back cover of 
the booklet for the jewelers’ imprint. Syjt. 
able for distribution to customers (a coup. 
R 4d ter dispenser is available if desired), the 
i\ Hah uy | nie a <n in quantities ranging 
il a rom to 25,000 or more. 

We Rurthday i. Available in either imprinted or unin. 
XK int fi : printed form, quantities of “How To Say 
ge Happy Birthday In A Happy Way” - 
available for a modest charge from the 
‘Jewelry Industry Council, 366 Fifth Ave. 

nue, New York. 











Dr. Clinchy is Featured Speaker 
At California 24-K Club Meeting 





This special 16-page birthday gift sugges- 
tion booklet, available in either imprinted An outstanding program was presented 
or unimprinted form, can be obtained for to the members of the Jewelers 24 Karat 
a modest charge from the Jewelry Indus- Club of Southern California by Dr. Ever. 
try Council, 366 Fifth Ave., New York. ett R. Clinchy, president of the National 
To help the retail jeweler get his full Conference of Christians and Jews, who 
share of the gift business generated by the told of the work of this organization which 
Hand-colored, easeled, 145,000,000 birthdays celebrated in the was founded in 1928 by Charles Evans 
M A S O N C ‘e H A R T U. S. each year, the Jewelry Industry Coun- Hughes. Dr. Clinchy recently returned 
cil has prepared the booklet which adorns from Europe where he was a close observer 
This handsome laminated plaque— the birthday cake seen on our cover—‘How of present day conditions there and his 
showing the various orders of the to Say Happy Birthday In A Happy Way.’ | remarks were closely followed by all. 


Masonic fraternity—makes an interest- 
ing, sales-boosting display for ycur 
counter. Available, without charge, fe) -siceineacimeanane Se ae Ta ee a ee i i a ea 
rated Jewelers 


YOURS FOR PLUS SALES 


Complete line of 
ORURR ERE Mba aohiciaale) 
emblem rings 
featuring the 
newest designs 


eat 





DISTRIBUTED THROUGH 
SELECTED WHOLESALERS ONLY 
































44 Years of Dependable Service to the Trade Commemorating New  York’s Golden | flanked by the jubilee dates 1893-1948, and 
| Jubilee, specially designed Art-Carved | the outlines of the five boroughs are set 
Py | rings were presented to the Mayor and five | in bright-finish relief against a dull gold 
' Dept. J. C “ase Use ry . ; | borough presidents of the metropolis re- handchased background. The inside of the 
ad Coun, + | cently by W. Waters Schwab, president of band contains an engraved inscription to 
. KNIGHT MFG. CO., INC. | J. R. Wood & Sons, Inc. The ceremony each of the officials. The ring designs were 
5 15 W. 47th St., New York 19, N. Y. 1 | took place in City Hall where Mr. conceived and manufactured in Wood's 
. ee ane: ay ne ree, CN | Schwab’s presentation talk was followed by Art-Carved manufacturing plant. 
; eee t enthusiastic expressions of thanks to the Shown left to right are Mr. Schwab, 
1 Address ' Wood executive by Mayor O’Dwyer and Mayor O’Dwyer and the five Borough 
City ene Bian each of the Borough Presidents. | Presidents, John Cashmore, of Brooklyn, 
Our Wholesales is { Of massive size and weight and of 14- James J. Lyons of the Bronx, Hugo E. 
- karat gold, the rings are one-half of an Rogers of Manhattan, James A. Burke of 
: Address we 8 inch wide, 2/8ths of an inch thick. An Queens, and Cornelius A. Hall of Rich- 
' nS SSE ae ' | engraved seal of the City of New York. mond. 
Bee ce ae ee me ee cee eee ee oe ee ee oe ee es ee ee ee ee ee ee ee ee c= 
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Disclose Winners of Mr. Waltham’ Contest 


A good deal of interest and enthusiasm 
was displayed by jewelers in the “Who is 
Mr. Waltham” contest sponsored by the 
Waltham Watch Co. No official count 
has yet been made on the number of en- 
tries that were submitted but they arrived 
by the hundreds, according to officials of 
the firm. So many fine letters were sub- 
mitted that the judges’ task was a partic- 
ularly difficult one. 

On August 12th at the ANRJA conven- 
tion in the Waldorf-Astoria Hotel, New 
York. the best entry in the opinion of the 





Jerome Silberstein of Crown Jewelers, Aus- 
tin, Texas (above left), and John H. Med- 
nikow, prominent jeweler of Memphis, Tenn.., 
were told that their entries were the best 
submitted at the convention. After they 
correctly identified Mr. Waltham, Mr. Sil- 
berstein received a diamond studded watch, 
and Mr. Mednikow was awarded a $1,000 
U. S. Savings Bond. 





REPAIRS and PLATING 
in GOLD and SILVER 


30 Years of Continuous 
Service to the Trade 


from 
Coast 
to 
Coast 





( After) 


no nahi, 





Highest 
Quality 
Workmanship 





HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercrattsmen—Silversmiths 
17 West 45th St. New York 19, W. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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judges was selected. The winning entry 
was deposited at the Waltham exhibit at 
the convention by John H. Mednikow, 
prominent jeweler of Memphis, Tenn., 
who was awarded a $1,000 U. S. Savings 
Bond. Winner of the second award, a 
diamond studded watch, was Jerome 
Silberstein of Crown Jewelers, Austin, 
Texas. These men were paged in the 
lobby of the hotel amid the usual confu- 
sion of a busy hotel lobby during conven- 
tion time. Both Mr. Mednikow and Mr. 
Silberstein correctly identified Mr. Wal- 
tham as Abraham Lincoln. 

Milton H. Shore, manager of Gerber’s 
in Worcester Mass., submitted the prize- 
winning entry by mail and was awarded a 
$1,000 U. S. Savings Bond. Second award 
of a diamond studded watch went to 
Alfred Delson, manager of the Meyer 
Jewelry Co., Detroit. Mich. These two 
lucky winners received telephone calls 
telling them that they had _ submitted 
prize-winning entries. 





A $1,000 U. S. Savings Bond was awarded 
to Milton H. Shore, manager of Gerber's 
Jewelers, Worcester, Mass., for the prize- 
winning entry he submitted by mail in the 
"Who is Mr. Waltham" contest. 


The Waltham Watch Company an- 
nounced that they appreciated the tre- 
mendous amount of interest shown by 
entrants in this contest and appreciated 
the many letters that were so sincerely 
written. 

The five judges of the contest were: 
P. M. Fahrendorf, president of THE 
JEWELERS’ CrrRCULAR-KEYSTONE; Maurice 
Adelsheim, president of the American 
National Retail Jewelers Association: 
H. A. Goldberg, president of the National 
Association of Credit Jewelers; George 
Engelhard, president of National Jeweler. 
and Alvin Levine, editor of Jewelry. 





Leeds Attends NAHS Meetings 


Paul Leeds, director of the Chicago 
Institute of Watchmaking, Chicago, IIl., 
recently attended a series of special meet- 
ings of the National Association of Horo- 
logical Schools in Denver, Colo. Officers 
and directors of the association attended 
the meetings to discuss important current 
problems. 

Mr. Leeds is an executive board member 
of the National Association of Horological 
Schools. 

















Htc Gress 


WATCH CASES 

















TWO OF OUR 
NEWEST CREATIONS 
The locket watch (Patent Pending), 


now in production, is illustrated both 
closed and open. We invite your inquiry 
for gold and platinum jewelry and cases 
in classic and modern design. 








JEWELRY COMPANY, Inc. 
36 WEST 47th STREET, N.Y. 19 





323 








International Opens Los Angeles Headquarters 


AN Extra SALESMAN 
JEWEL-RE-CLEAN 


JEWEL-RE-CLEAN is a fast acting 
cleaner that does a thorough job 
with no effort. A small item that 
offers a great profit. Why not 
strengthen your sales force with 
this repeat sales product. Your 
customers will thank you for sug- 
gesting JEWEL-RE-CLEAN . . . they 
will show their appreciation by 
sales in other departments. A 
fool-proof way of keeping your 
customers satisfied and making a 
profit at the same time. Read on 
for special offer. 








AT NO 
EXTRA 
CHARGE 
Counter Display 
with Each Dozen 
Jars AND 500 
Circulars Printed 


with Your Name 
with Each Gross. 


No. 18Z503 


Per Dozen .............-$ 3.00 
Per Gross ..............-$34.20 


CLEANS IN TWO QUICK 
OPERATIONS 
IMMERSE AND WIPE DRY 
That's all there is to it. Dip and dry to a 


beautiful lasting glow. Use brush !f espe- 
cially dirty. 


C. & E. MARSHALL CO. 
Box 7737, Chicago 80 





Six executives from the International Silver Company's main office in Meriden, : 
to Los Angeles, California, to attend the formal opening of that firm's wba —— 
headquarters office and showroom. They are, seated, left to right: John D. Shaw, line oan 
ager of 1847 and Wm. Rogers & Son; A. L. Zietung, director of flatware sales; Malth 
Stevens, vice president in charge of manufacturing; Evarts C. Stevens, president of the firm: 
Craig D. Munson, vice president and general sales manager, and H. C. Wilcox, directod 
of hollowware sales. Also present in the picture are: F. M. Baldwin, Pacific Coast manager 
standing on the extreme left, H. Capell, D. Woodruff, D. Swan, J. T. Dowd, S. R. Bremer, 
R. L. Rudolph, C. Mangino, T. Lavers, M. Jarvis, G. Heck, J. Kelly, P. Walters, F. Mitchell, 
J. Densmore, M. Sonkin, W. Rath, K. Williams, and R. L. Ghent. 





On Friday, August 20th, the International 
Silver Company opened a new Western 
Headquarters office and showroom in the 
Los Angeles Knickerbocker Building, trans- 
ferring to it regional supervision formerly 
handled out of San Francisco. 

Simultaneous with the opening, President 
Evarts C. Stevens, who headed a visiting 
delegation of six executives from the com- 
pany’s main office in Meriden, Conn., 
announced that International will not in- 
crease prices on any of its nationally 
advertised sterling and plated silverware 
lines. 

Mr. Stevens revealed that the move 
to larger quarters was necessitated by 
soaring business on the Pacific Coast, 


especially in the past three years, He 
predicted a larger and swifter flow of 
merchandise to dealers throughout the 
region as a result, with particular improve. 
ments in servicing the district’s largest 
population center, Southern California, 
(Please turn to page 326) 
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GATS EYES 
DIAMONDS 


In All Sizes 


Mounted Jewelry 
MEMO SELECTION ON REQUEST 


N. ZAIDENS CO. 


Importers of 





Earrings in various patterns in 14 KT 

Green and Red Gold. 

St. Christopher Key—14 Kt in three 

sizes; also Bill Clips, Charms and 

Links to match. 

Love Knot Ring—14 Kt Red and Green 

Gold Combination in four sizes. Ear- 

rings, Cuff Links and Studs to match. 
Our comprchensive line of 
Gold, Platinum and Enam- 
el Novelties, including 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 





Fred A. Baldwin (above left), manager of 
International Silver Company's Western 
headquarters, and Evarts C. Stevens (cen- 





DIAMONDS & PRECIOUS STONES 
62 WEST 47th STREET 


NEW YORK 19, N. Y. 


ter), president of International, welcome 
Max Strasburg, past president of the Jewel- 
ers 24 Karat Club of Southern California, 
to the formal opening of International's 
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Pacific Coast branch. 








CLIFFORD A. MILLER & CO., Inc. 


Manufacturers 


64 West 48th Street 
New York 
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Key Congressmen Consider Jewelry Industry 
Excellent Candidate for Tax Relief in '49 


Reduction of excise taxes on jewelry and 
certain other commodities sold in the 
jewelry trade now appears to be an ex- 
cellent possibility for 1949. 

The 8lst Congress. when it convenes in 
Washington next January, will undoubt- 
edly take up the all-important task of 
making cuts in excises now applying to 
certain selected commodities. A general re- 
yision of excise taxes just.isn’t in the cards 
at this time. 

The jewelry trade is considered by key 
congressmen as an excellent candidate for 
tax relief next year. Just how this relief 
will come about is subject to some debate, 
but a considerable number of congressmen 
favor approaching the problem through the 
granting of exemptions on lower-priced ar- 
ticles in the jewelry, fur, and luggage lines. 

Outright removal of excise taxes on 
women’s handbags and toilet preparations 
is also a distinct possibility. The feeling 
among a majority of the members of the 
two congressional tax-writing bodies—the 
House Ways and Means Committee and the 
Senate Finance Committee—is that removal 
of taxes on these products is long overdue. 

The entire problem of excise tax legisla- 
tion for 1949, based on present plans of 
majority leaders, can be summed up this 
way (1) Eliminate some taxes, (2) re- 


I 












... THIS 


RACINE- 


UNIVERSAL MOTOR 
FOR JEWELERS’ LATHES 


For long, trouble-free, wholly dependable 
lathe power service, specify this newest model 
RACINE-Universal Fractional Horsepower Re- 
versible Motor. Designed with a dynamically 
balanced armature, it develops 1/12 H.P. 
Housing has a sturdy, attractive crackle finish, 
and the base pedestal is substantially wide. 
Equipped with Allen-Bradley Foot Rheostat 
that provides speeds from zero, gradually in- 
creasing to maximum. Turns up 13,000 R.P.M. 
without load — 6000 R.P.M. with full load. 


Canadian Representative Chas. A. Branston, Ltd. 
2508 Yonge St., Toronto, Ontario, Canada 


1637 Goold St., Dept. JCK-1u, nav, Wisconsin 
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duce others, and (3) broaden the base to 
make up for the lost revenue. 

The long-range view to support this pro- 
gram is this: Many legislators feel that the 
Federal Government has for some years 
been drifting into the error of relying too 
heavily on the revenue derived from income 
taxes. 

Until recently, excise taxes had never 
been an important source of revenue. They 
were applied in good times and taken off 
in poor times and always have resulted in 
floods of protests from both retailers and 
consumers. 

The trend which now is gaining more 
and more favor both on Capitol Hill and 
in the executive branch of the Federal Gov- 
ernment is that excise taxes should be in- 
creased in number and shifted to the manu- 
facturing level. 

Here these taxes would become a perma- 
nent part of the nation’s tax structure. 
And, over a period of years, excises would 
be applied to more and more products and 
commodities, so that eventually an excise 
tax would be levied on almost every article 
produced in the United States. 

An old adage among congressmen serv- 
ing on the two revenue committees of Con- 
gress is that collecting taxes is like pluck- 
ing a goose—“‘you want to get the most 
feathers with the fewest squawks.” 


THINGS TO BE CONSIDERED 


As every businessman realizes, the prob- 
lem of tax reduction is directly related to 
the problems of reduced federal expendi- 
tures. Taxes cannot be cut until the cost 
of running the Federal Government can 
be cut. 

If business continues to be good and in- 
comes remain high, the Treasury Depart- 
ment will reap a large return from income 
taxes and the so-called luxury taxes. But if 
the level of business activity takes an un- 
expected drop, most or all of the excises 
now in effect may have to be retained for 
the revenue they will bring in to the fed- 
eral coffers. 

Congress feels that if all or most of the 
excise taxes are ultimately levied and col- 
lected at the manufacturing level, the con- 
sumer will not squawk too loudly. Taxes 
would be paid by the manufacturers and 
the feeling on Capitol Hill is that most 
consumers would be unaware that the sell- 
ing price of an article includes a “hidden” 
levy tacked on at the manufacturing level. 

A further argument for broadening the 
base of the federal tax structure to include 
permanent manufacturers’ excise taxes as 
well as income taxes is that the job of bal- 
ancing the budget would become simpler. 
The national revenue, it is argued, would 
over a period of years tend to become less 
sensitive to the ups and downs in total 
amounts of revenue collected under the 
present tax structure which is based prin- 
cipally on the income tax. 

(Please turn to page 329) 
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Max Stern & Co. Inc. 


HAS “EVERYTHING” 





IN PRECIOUS AND SEMI-PRECIOUS 


STONES 


® Diamonds, melee 
@ Genuine whole pearls 


®@ Genuine rubies and 
sapphires 


® Tigereye cameos 
@ Amethysts 
® Topaz 


© Black onyx—plain or 


drilled 
@ Synthetic birthstones 
@ GENUINE ZIRCONS 


WHITES OR BLUES 


FOR OVER 3 DECADES 


...we have given prompt and — 
efficient service to the DRILL- 
ING, CUTTING, and JOB- 
BING of stones. 


Max Stern & Co. Inc. 


Benjamin Lazrus Named Chairman 


Of Federation Appeal in N. Y. 


Benjamin Lazrus, president of benrus 
Watch Co., has accepted the post of chair- 
man of the 3lst annual campaign of the 
Federation of Jewish Philanthropies of 
New York. 

The Federation’s 1948 campaign will be 
officially launched on October 7th. 

Accepting the campaign chairmanship, 
Mr. Lazrus said: “The financial problems 
that confront the Federation and its net- 
work of hospitals, health and welfare 
agencies as a result of four years of in- 
creasing costs and deficits are more than 
a menace to the afhiliated institutions. Any 
possible disaster to Federation services 
makes its first victims those already ill, 
aged, emotionally disturbed or involved 
in personal or family difficulties. These 
people are the ones who can least stand 
the effects of such disaster. We cannot 
neglect them in their time of need.” 

As an indication of the seriousness of 
current financial difficulties, Mr. Lazrus 
disclosed that the Federation institutions 
had incurred, after their annual Federation 
allotments, a combined deficit for 1947- 
48 estimated at $2,100,000. 

Mr. Lazrus, a vice-president and mem- 
ber of the Board of Trustees of the Fed- 
eration, and a former vice-president of 
the Jewish Board of Guardians, an affii- 
ate of the Federation, served as secretary 
for the Federation from 1946 until this 
year. He is a member of the Federation’s 
Building Fund and Distribution Commit- 
tees. 


Problems Affecting Trade Today 
Discussed At N. J. RJA Meeting 


Plans for the annual pre-Christmas 
conference of the New. Jersey Retail 
Jewelers Association were revealed at the 
regular monthly meeting of that associa- 
tion held on Tuesday evening, September 











Lath in Camden, N. J. The conference 
will be held this year on November 7th 
at the Essex House in Newark. ! 

Matters of vital importance to jewelers 
were discussed at the meeting by Preg 
dent Louis Haimann. In his address 
Mr. Haimann commented on the engray. 
ing survey undertaken by ANRJA. the 
results of which were revealed at the 
annual convention of that organization 
last August. 

The problem of PX and Ships Service 
Stores came in for considedrable discys. 
sion at the meeting. Mr. Haimann Stated 
that Arthur R. Kirby of Quantico, Va. 
has in his possession some very interesting 
figures on the subject. Mr. Kirby jg , 
member of the Trade Diversion Committee 
of ANRJA. Coooperation and support of 
all jewelers was urged to combat this old 
menace. 

Mr. Haimann advised those present 
that it would be to their advantage to ac. 
quire a copy of a booklet distributed by 
the Jewelry Industry Council. titled 
“Watch Parade” and take part in the 
national promotion that is to be held from 
October 10 through 24. 

Other issues of interest to jewelers that 
were discussed at the meeting included a 
debate on watch guarantees and _ fair 
traded merchandise. 


International Opens L.A. Office 
(From page 324) 


The president was accompanied on the 
trip by Maltby Stevens, vice president 
in charge of manufacturing; Craig D. 
Munson, vice president and general sales 
manager; A. L. Zietung, director of flatware 
sales: John Shaw, line manager of 1847 
and Wm. Rogers & Son; and H. C. Wilcox, 
director of holloware sales. 

Permanent supervisor of the new Inter- 
national office is Fred Baldwin, Pacific 
Coast manager. 





DISPLAY PRIZES FOR CHAMPION BALL TEAM 








IMPORTERS Frank Hammer (above right), manager of Altman & Green, jewelers of Ithaca, N. Y., shows 

the Altman & Green baseball trophy and baseball charms that will be awarded to the 
17-23 John St., New York 7, N. Y. winner of the eight team city league, to representatives of the City and the City Baseball 
League. Shown above, left to right, are: Francis Laverty, City Superintendent of Public 
! Works: Clifford Wenck, League secretary; John C. Powers, League president, and Mr. 
| Hammer. 
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4 Julian Rosen recently announced the 
opening of his jewelry shop at 661 Nos- 
‘rand Ave., Brooklyn, N. Y. 

q M. Silverberg of The House of Watches, 
430 Madison Ave., New York, announced 
that he sold his business to Stanley Lar- 
sav and Samuel Futterweit. 

4 The entire personnel of Wilson’s Lead- 
ing Jewelers, representing the Syracuse 
store and five other establishments, at- 
tended a recent sales meeting in Syracuse, 
N. Y., opening the Fall season. Jerome 
M. Wilson, general manager of the Syra- 
euse store, outlined general plans otf 
operation to 125 employees and represen- 
tatives of large companies which supply 
merchandise to the Wilson stores. 

4 Kenneth I. Van Cott of Van Cott 
Jeweler, Binghamton, N. Y., has been ap- 
pointed to an eight-man committee of the 
Retail Merchants Council of the Bingham- 
ton Chamber of Commerce to fight adop- 
tion of a sales tax throughout Broome 
County. 

4 Darling’s Jewelry Stores. Jamestown. 
N. Y., successfully promoted the sale of 
electric razors by allowing customers $4.50 


on any old electric razor regardless of make 


or condition. The stores featured ‘our 


ways in which to pay: cash, charge ac- 





N. Y. Watch Material Distributors 
Have Gala Time at First Banquet 


Qne-hundred per cent attendance was 
an outstanding feature of the first annual 
banquet of the Watch Material Distrib- 
utors Association of New York, Inc., held 
in Le Perrequot suite, the Waldorf-Astoria 
hotel, Saturday evening, September 18. 

Following a delicious meal, Sam Green- 
glass, president of the organization, spoke 
briefly and expressed his appreciation of 
the splendid attendance. He _ prophesied 
that members of the group would be far 
more successful united in this fashion than 
they could possibly have been in their 
previous, dis-united state. 

{ program of entertainment followed 
the banquet, featuring Larry Best, master 
of ceremonies: Chet Clark, harmonica 
virtuoso; Miaco. a magician, and Adeline 
Niece, songstress. 

The association, which was organized 
last Spring, has as its aim a closer rela- 
tionship among the watch materials dis- 
'ributors in New York. A credit bureau 
has already been set up by the group and 
it is planned, shortly, to organize a col- 
lection bureau as well. 

Officers of the organization 
follows: 

Sam Greenglass, J. A. Poltock & Co.. 
president; Lou D. Segall, Adelson & 
Segall, vice-president; Harry Fine, Fine 
& Co.. secretarv, and Irving Adelson. 
Adelson & Segall, treasurer. Trustees in- 
clude Jack Sloves, Philip Sloves & Son: 


are a- 
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count layaway or one-fitth down with one 
year for the balance. 

q Beaux Brummel Men’s Jewelry, Inc., 
has been incorporated in Buffalo, N. Y.. 
with capital of 200 shares. Incorporators 
are Samuel B. Darlich. Mabel Koester 
and John W. Zahn. 

q Russel & O’Brien, Inc., retail jewelers 
of Binghamton, N. Y., will add a sterling 
silverware department as soon as _altera- 
tions are completed. The remodeling will 
add about 175 square feet of space at the 


rear of the store. A similar amount oi 
space is being added in the basement. 


The store, acquired several months ago by 
George W. Joseph, recently discontinued 
its men’s wear section in order to concen- 
trate on jewelry lines. 

q Mac Berchenko and Lewis Bb. Singer. 
both formerly in business in New York. 
have purchased the Long Island Watch 
Hospital at 139 Main St., Hempstead. 


L. |.. where they are now operating a 
modern jewelry store and watch repair 
shop. 


q C. E. Redmond recently announced that 
he is now operating the watch repair and 
jewelry business of the late George H. 
Wood at 251 Main St.. Oneonta. N. Y. 





Harry Kosover, Kosover & Radin, Ine., 


and Ben Resnick, B. Resnick & Co. 


-_-—_—_-- -— 


Handy & Harman Plant Manager 
Addresses Workshop Conference 


Frank L. Spies, manager of the New 
York plant of Handy and Harman, refiners 
and cealers in precious metals, recently 
delivered an interesting address on gold 
and its properties before the teachers of 
metal work attending the national Silver- 
smithing Workshop Conference sponsored 
by Handy and Harman at the Rhode 
Island School of Design in Providence. 

Mr. Spies’ talk was one of a series 
held at the school’s museum which was 
open to the public as well as to the con- 
ferees. 

He discussed the various uses of karat 
golds in industry and the selection oi 
their physical properties for specific use. 
He said that the demands of industry 
vary from soft stamping gold to high tensile 
pin tong gold with elastic properties. 

“The greatest proportion of karat gold 


produced today goes into school and 
wedding rings,” Mr. Spies said. “Other 


large users are the pen point. watch case 
and optical industries. 

“It is possible to alloy gold, silver and 
copper to produce the transition of color 
from deep red, into the yellows to deep 
vreen. It is also possible to produce 
golds that are extremely soft, high tensile 
heat treatable golds, or those with hard- 
nesses comparable to mild steel.” 
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DIAMONDS 


All sizes — All shapes 
Single cut 


diamonds, from % to 
7 points, or emblems, wedding rings, 
side stones, ete. 

Swiss cut diamonds, from 3 to 15 
pointers for all kinds of jewelry. 

Full cut diamonds, in small stones 
from 3 to 15 pointers and in larger 
sizes, from 16 points to 2 carats each 
for fine jewelry. 

Finest polishing from Palestine 
and Belgium, straight sizes, classi- 
fied qualities. Please ask for our 
new price list. 


576 5th Ave 
H. Sort 





New York 19, N. Y. 
Longacre 5-3672 














“ORIENTA” 
COLTURED PEARLS 


of QUALITY 
LEYS, (rise ¥C 


65 MASSAU STREE 





miw YORK 











SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 




















WATCH MATERIALS — 


Parts for all makes of 
Swiss & American watches 


Prompt mail service 
Write for Price List C 


DEAN WATCH COMPANY 


116 Nassau St. New York 7, N. Y. 
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\, TAGS 7) 


TAG & STAMPING CO. 


og SER Rolie 


PARCHMENT, ETC. 


Send for Catalog 
277 HALSEY ST. 


NEWARK 2, N. J. 

















ENCRUSTERS 


Stone Engravers 





Special Orders 


Braunfeld & Mehiman 
108 Fulton St., New York 7, N. Y. 























SP REDIT FORMS 


Eighty-Six New Certified and Certified Master Watchmakers 


Announced by Horological Institute 


The Horological Institute of America certificates have recently been granted in the two Classes to 


the following watchmakers. 


NAME 


DAVID GEORGE BEECHING 
NELLIE L. CooK 

LOUIS DAROCY 

Max HANSON 

RICHARD T. HAYES 
RICHARD B. KBIFER 
LEONARD J. KONETZKI 
THOMAS LOVE 
SHERIDEN A. McMorris 
P. WILLIAM TOBIAS 
BruNOo F. VASIL 
JOSEPH A. WILLIAMS 


JOHN ALEXENDER 
SHINICHIRO F. FUJITA 
WALTER GALES 
ROBERT G. KROKER 
JAMES E. MARINE 
GEORGE D. MORGALIS 
GEORGE J. PAPASTRAT 
STANLEY F.. RaTay 
ERNEST K. TREON 
JOSEPH C. VERRUNI 


ADAM C. BENDER 
HARRY L. CARPENTER 
FRED H, Cox 

ROBERT D. JEFFERS 
LEONARD L. LAKE 
HarRrRY M. NISHIMOTO 


NOEL M. RAVNEBERG 
JACK K. ROBERTSON 
PAUL TYLOWSKI 


JOHN A. BOBER 


ODELL E. JOINER 


GORDON R. BRANTLEY 


CHARLES H. GILBERT, JR. 


JOHN R. McCLAFLIN 
ROBERT T. MCMASTER 
CHARLES E. MOORE 
HOWARD L. LEE 
ARTHUR W. MIDDLETON 


WILLIS J. POCHON 


MARTIN GLASSMAN 
WILLIAM G. MCMANUS 
EDWARD SCHMIDT 
DEWEY J. WILSON, JR. 


CLEO D. GLENN 
GAIL F. SWANSON 


JOHN BELEC 
NORMAN O. OLSON 


OLIVER F.. NASH 


CERTIFIED WATCHMAKERS 


' ADDRESS 


Arlington, Va. 
Washington, D. C. 
Scranton, Pa. 
Stillwater, Okla. 
Concord, Mass. 
Albany, Mo. 
Chicago, Ill. 
Canton, Ohio 
Enid, Okla. 
Boring, Ore. 
Jamaica Plain, Mass. 
Carlsbad, N. M 


Beverly, N. J. 7 
Philadelphia, Pa. 
Wilkes-Barre, Pa. 
Philadelphia, Pa. 
Laurel, Del. q 
Philadelphia, Pa. 
Poughkeepsie, N. Y. 
Philadelphia, Pa. 
Philadelphia, Pa. 
Norristown, Pa. 


Peoria, Ill. 
Peoria, Ill. 
Peoria, Ill. 
Peoria, III. 
Peoria, III. 
Peoria, Ill. 


Woodside, N. Y. 
Woodside, N. Y. 
Woodside, N. Y. 


Chicago, IIl. 





Clarkesburg, Tenn. 


Elgin, Il. 

Elgin, Ill. 

Elgin, Ill. 

Elgin, Ill. 

Elgin, Ill. 
Asheboro, N. C. 
Greensboro, N. C. 


Denver, Colo. 


Cincinnati, Ohio 
Williamsburg, Ohio 
Cincinnati, Ohio 
Cincinnati, Ohio 
Denver, Colo. \ 
Denver, Colo. 

North Chicago, Il. \ 
Chicago, Il. 

Doster, Mich. 


EMPLOYED BY 


Woodward & Lothrop 
Navy Dept. 
Kenneth Scanlon 
LaVerne Haston 
Chas. R. Voigt 
James M. Dale 
James A. Hall 
Self 

Bell Jewelers 

W. W. Siemers 
(Not given) 
Glenn M. McCoy 


Students at Baronian School, 
Philadelphia, Pa. 


Students at Bradley Univer. 
sity, Peoria, III. 


Students “ Joseph Bulova 
School of Watchmaking, 
Woodside, N. Y. 

Student at Chicago Institute of 
Watchmaking, Chicago, Il. 
Student at Cochran School of 
Watchmaking, Nashville, 

Tenn. 


Students at Elgin Watchmak- 
ers College, Elgin, Ill. 


Students at Greensboro School 
of Watchmaking, Greens- 
boro, N. C. 

Student at Emily Griffith Op- 
> School, Denver, 

olo. 


Students at Gruen Watchmak- 
ing Institute, Cincinnati, O. 


Students at Hansen School of 
Watchmaking, Denver, Colo. 

Students at Jewelry Training 
Service, Chicago, Ill. 

Student at Michigan Veterans 






contracts | ee School, Doster, 
PAUL E. BEAVER Ridgeley, W. Va. \ a at Morgan Vocation- 
e receipt books, etc. 


MILES J. PURDY Keyser, W. Va al School, Ridgeley, W. Va. 
te FREE samples 


PERRY C. BISHOP Oneonta, N. Y. 
S. i. surnamer co. 


RICHARD W. BRADLE Mohawk, N. Y. Students at New York State 
370 7th Ave., N.Y. 1, N.Y. 


Agricultural & Technical In- 
stitute, Department of Hor- 
ology, “Morrisville, N. Y. 


ERNEST W. F'ACER Lyons, N. Y. 
Louis J. FLORENTINI Cortland, N. Y. 
RICHARD C. HILFIGER Morrisville, N. Y. 
MYRON S. KLEIN Bronx, N. Y. 


Washington, D. C. 






RICHARD H. Norwoop 
CHARLES M. SCHEER 
CLAIBORNE WASHINGTON 


ALLAN E. BAYLEY 
L. M. EVANS 


JOHN B. LOVE 
HuGH E. McCAIN 


DyeER T. MCCRORY 
THE CAPITAL STEPHEN J. RAMSEY 


EULAS R. SHAVERS 


OscaR E. THOMAS 
3 WILLIE G. WELSH 
Fully protected by NORMAN _— 
I 
U.S. Patent D 109,626 QUENTIN LSON 


Write for illustrated price list. 7 BALCH 
15 W. 47th St. . J. CZARNECKI 
CAPITAL MFG. CO. New York City LUCIEN LAJEUN®ESSE 


Students at Peters School of 
Horology, Washington, D. C 


Student at San Jose State Col- 
lege, San Jose, Calif. 


Washington, D. C. 
Washington, D. C. 


San Jose, Calif. 


Fairfield, Ala. 7 
Birmingham, Ala. 
Birmingham, Ala. 
Birmingham, Ala. 
Birmingham, Ala. 
Ensley, Ala. 

Pine Hill, Ala. 
Birmingham, Ala. 
Ensley, Ala. 

Ensley, Ala. 








U. S. Patent 
D 109,626 





Students at Southern Watch- 
making School, Ensley, Ala. 


Waltham, Mass. 
a Mass. 
oosup, Conn. dents at Waltham School of 
ORAL W. LAMICA Holyoke, Mass. wae toe ing Waltham, 
WALTER B. MALIEN Philadelphia, Pa. Mass. 
Eros E. SACCHETTI Roxbury, Mass. ' 
FREDERICK W. YOUNG Waltham, Mass. 
A. ZOMBIK Waltham, Mass. 

















LOWER PRICES 
BETTER WORKMANSHIP 
QUICKER SERVICE 
| have REVISED WAYS AND MEANS enabling me 


0 WwW DUCTION of 25% to 50%. 
With Quicker Service “and Better Workmanship! JOHN F. HuBER 
“Send Me Your Next Packag JOHN L. LANTZ, JR. 


M. J. STERN H. L. ROBNETT ; 
Repairing of Jewelry & Special Order Work HERMAN W. SCHAEFFER Indianapolis, Ind. Self 


61 Beekman Street New York 7, N. Y. RANDALL D. WHANGER Peoria, Ill. Seen ia ts ated University, 


CERTIFIED MASTER WATCHMAKERS 


Gruen Watch Co. 
Instructor at Baronian School 
Washington, D. C. National Bureau of Standards 
Brownwood, Tex. M. W. Armstrong 


Cincinnati, Ohio 
Philadelphia, Pa. 


WILLIAM W. BENHAM 
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EXCISE RELIEF MAY COME IN ‘49 
(From page 325) 


Proponents of the manufacturers’ tax 
say that consumers always buy each year 
a certain minimum of goods and services. 
People will naturally buy less in bad times 
than in good years, but certain cost-of-liv- 
ing items like clothing furniture and cer- 
tain household appliances are always in 
demand. 

A more or less steady and constant flow 
of revenue into the federal treasury should 
therefore aid in achieving greater national 
financial stability and should make the bal- 
ancing of the national budget an easier and 
more predictable task. 

Both Representative Knutson, Republi- 
can, of Minnesota, chairman of the House 
Ways and Means Committee, and Senator 
Millikin, Republican, of Colorado, chair- 
man of the Senate Finance Committee, 
agree that the next tax relief to be granted 
by Congress will be in the field of excise 


taxes. 


WARN CUTS WILL BE SMALL 


But they warn that any cuts will be 
small, and that cuts will be made only if 
the budget for fiscal 1950 will permit re- 
ductions. And they insist that any forth- 
coming reductions will be selective in 
nature, and will not be in the nature of 
general excise reductions. 

It appears almost certain that the chief 
sources of the Federal Government’s an- 
nual $7,500,000,000 revenue from excise 
taxes will be retained—at least for the 
foreseeable future. Therefore, little or no 
tax relief can be predicted for such prod- 
ucts as liquor, tobacco, automobiles and 
automotive parts, gasoline, firearms, re- 
frigerators, radios, and the like. 

In other fields, some tax relief seems 
more likely for 1949. For such commodities 
as jewelry, furs, toilet preparations, lug- 
gage, handbags, and wallets there may be 
exemptions granted for the lower-priced 
articles. Excises on transportation, business 
machines, telephone, telegraph and wire 
services may be next in line for reduction. 

Tax officials estimate that the Federal 
Government now derives about $100,000,000 
annually from excises on jewelry. Another 
$50,000,000 is collected annually from sales 
of toilet preparations, and about the same 
amount is collected in revenues assessed 
against luggage and leather goods sales. 

Therefore, Congress will weigh this 
prospective loss of revenue carefully before 
voting even modest reductions in excises. 
It is up to businessmen to point out to Con- 
gress that lower taxes generally encourage 
investment, capital expansion, and the level 
of business activity. 

Chairman Knutson summarizes the tax 
outlook in this way: 

“Our federal internal revenue system 
must be based on a well-balanced tax sys- 
tem. It should not be confined to the in- 
come tax, or to the income tax and excise 
taxes on liquor, tobacco, and beer alone. 
To do so will seriously cripple the federal 
revenues and throw the entire burden of 
supporting the activities of the Federal 
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Government upon a few, chiefly those pay- 
ing the income tax. The income tax does 
not reach the man living on his capital or 
the man deriving his income from tax- 
exempt securities. 

“Furthermore, the income tax is one of 
our most unstable sources of revenue. In 
times of active business, when capital is 
gainfully employed and profits are large, 
the government collects large revenue from 
the income tax. When industry and com- 
merce slow down, capital ceases to work, 
profits disappear, and the income of many 
individuals vanishes as well as our taxes. 

“This is why the income tax fails to pro- 
duce revenue in periods of decline, as is 
shown by the experience in 1932 when we 
had to impose additional excise taxes to 
head off a deficit because the revenue from 
the income tax had declined to such an 
extent that it was insufficient to meet the 
costs of government. 

“To depend too much upon such a tax 
will place an intolerable burden upon the 
active American businessman, the man with 
a salary, and the successful professional 
man, thus preventing business expansion 
and production as well as individual in- 
centive.” 


oo 


q Morgan A. Chivers, watchmaker and 
jeweler, recently announced that he is 
now the sole owner of the firm of Kurtz 
& Chivers, located at 7427 MacArthur 
Blvd., Oakland, Calif. He stated that the 
firm would continue to do business under 
the name of Kurtz & Chivers. 








, PEARL 4 
® RESTRINGING 
@, For The Trade 





PER STRAND 


Plus 15¢ For The In- 
sured Parcel Post 
Package 
EVERY JOB IS CLEANED 
A Fine-Quality Job 
At A Low Cost 


Mail Orders 
Carefully Handled 


WE COMPLETE YOUR WORK 
THE SAME DAY IT IS 
RECEIVED 


ANTIN'S 


Pearl Restringers 
Dept. K 
114 Baronne Street 
NEW ORLEANS 12, LA. 
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FREE! 





Alexander Saunders & Co.'s 


NEW ILLUSTRATED CATALOG 


of Equipment and Supplies for Jewelry Casting, Assaying 
and Refining, Precision Casting 





L 


> Address: 


JUST PUBLISHED! 


Every jewelry manufacturer 
needs Saunders’ new Catalog! 
This 72-page book is fully illus- 
trated—up to date—sent free 
of charge on request! 


Special Chapter on 
Casting Technique 


Highlight is a discussion of 
jewelry casting by Alexander 
Saunders. Includes do’s and 
don'ts and helpful tips for every 
manufacturer. 


Handy Reference Book 


Here's complete data on all 
Saunders jewelry casting equip- 
ment ... casting supplies. Re- 
finers and assayers’ needs— 
Tongs — other specialty melting 
accessories. Information at your 
fingertips. Durably bound in 
heavy cover—catalog slips con- 
veniently into any file drawer of 
letterhead size. Indispensable to 
buyers of casting supplies. Order 
your FREE copy today! 


ALEXANDER SAUNDERS & CO. 
95 Bedford Street — New York 14, N. Y. 


=== SEND FOR YOUR COPY TODAY! == 
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YOUTH 
HUNGERS 
FOR KNOWLEDGE 





(A STATEMENT TO THE TRADE FROM 
ORVILLE R. HAGANS) 


Since the beginning of history, 
} man has tried to unveil the 
mystery of “time”. To do this, 
he has recorded the move- 
ments of the planets and the 
stars; he has designed the sun- 
dial, the water “time pot”, the 
sand “hour-glass” and finally 
the clock and the watch. 


The popularity of the wrist- 
watch has opened many new 
opportunities for men who de- 
sire a profitable trade. The 
need for skilled watchmakers 
and repair technicians cannot 
begin to be met. To help fill 
this very serious shortage of 
skilled craftsmen, we have 
been unusually successful in 
preparing young men in our 
modern “time _ laboratories”’, 
here at the American Academy 
Inc. Most of these men have 
been referred to us by jewelers 
and horologists, like yourself, 
from. every corner of the 
earth. For this we are humbly 
srateful. 


It has been doubly gratifying 
to see so many of these young 
men find themselves in this 
delightfully interesting occu- 
pation. We have been amply 
repaid by their thankful let- 
ters for the skills which we 
have imparted to them. This 
is our highest reward for the 
work which we do. We hope 
that you will continue to refer 
young men to our school, 
young men who sincerely de- 
sire to become skilled watch- 
making technicians. 


Sincerely. 
Cait ff Kogane—> 
i 


Write for free bookle#! 


AMERICAN ACADEMY INC. 


SCHOOL OF HOROLOGY 


1549 LAWRENCE ST. Dept. JK DENVER 2, COLO. 
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Prominent Speakers Address Jewelers Meeting 





Approximately 90 people attended the eighth annual dinner meeting of the Norfolk-Ports. 
mouth Retail Jewelers Association held on September 8th in Norfolk, Va. Association officers 
and guest speakers are pictured at the head table, (standing, above left). 


“We can’t expect services from the gov- 
ernment unless we pay for them,” Rep. 
Porter Hardy told jewelers assembled at 
the dinner meeting of the Norfolk and 
Portsmouth Retail Jewelers’ Association 
held on September 8th in Norfolk, Va. 
While sympathizing with those who felt 
the “pinch of high taxes,” Hardy said that 
he could not predict any excise tax reduc- 
tion because the tax contributed to the 
Federal Treasury and combatted inflation 
by reducing the sale of luxury articles. 

Hardy’s talk followed an introductory ad- 
dress by Joseph Hecht, vice president of 
the association, in which Hecht called upon 
“our lawmakers in Washington” to lift the 
“burden” of wartime excise taxes from 
business. 

P. Irving Grinberg, executive vice chair- 
man of the Jewelers’ Vigilance Committee, 
advised jewelers to watch their inventories 
so that in case of a war or sudden depres- 
sion they would not be caught with an 
excessive amount of merchandise on hand. 
He also cautioned against increasing inven- 
tories by going heavily into debt. 

Grinberg dwelt at length on the aims of 
the JVC, which, he said, is trying to do 
for retail and wholesale jewelers what the 
Better Business Bureau is doing for busi- 
ness in general. By uncovering misrep- 
resentation and falsification in jewelry 
advertising, the committee is serving not 
only the dealers but the consuming public 
as well, he said. 

H. A. Goldberg, president of the Na- 
tional Association of Credit Jewelers, intro- 
duced Mr. Grinberg. S. D. Hardy, associa- 
tion president, conducted the meeting, and 
the program was arranged by Carl P. Har- 
mon. executive secretary. 





Report from South Africa 
(From page 319) 


taken to the extraction house concen- 
trate bin. 

Of late the diamond sales on the alluvial 
diggings have included very few stones of 
any size, most of the gems sold being 
small and poor in quality. Boesmans- 
fontein has lost most of its popularity 
as a digging. Rather more men are work- 
ing at Swartlaagte, with as many as 40 
at the Mimosa diggings. During the cold 


winter months there was some difficulty 


with the African laborers, who were no; 
keen to work in such conditions, which 
has added to the labor trouble on the 


diggings. 
Manufacturing jewelers in South Africa 
still have to deal with acute  supph 


problems. The supply of gold is better 
and the shortage of platinum less marked 
but by no means over. Even though 
South Africa is so large a producer of 
gold, diamonds and other gems demande:| 
by manufacturing jewelers, they have not 
always been able to obtain all the gold 
they needed. South Africa has huge re. 
serves of platinum, but here the fact that 
this has to be sent overseas to be refined 














Ladies engage- 
ment ring— 
10K. gold | 


carat zircon. 


Seven different 
styles. 





$3.75 





$g.25 set 
Ladies engagement & wedding ring set. 


10K. gold | carat zircon center, plus two 
side stones. $5.50. 


3 stone zircon wedding band $3.75. 


These rings are sturdy. Quality hos not 
been sacrificed for price. 


Samples shipped to rated concerns on re- 
quest. Others must send check with order. 
Satisfaction or your money back. Please 
specify yellow or white gold. 


Prices for I4Kt. sent upon request. 


Ss. SMIGROD 


620 W. 149 St., New York 31, N.Y. 
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creates supply problems for the local 


manufacturers. . | | 
Local emeralds from Gravelotte in the 
Transvaal are being used in making 


jewelry and a number of other local 
colored stones tried out with pleasing 
effect. There are many colored stones in 
South Africa that could be used in jewelry, 
but there are difficulties in the way of 
producing them in anything like adequate 
quantity. It is so difficult to obtain suit- 
able quantities of uniform stones that 
large-scale mining might not prove profit- 
able. Fine specimens of South African 
emeralds have been secured, but at the 
same time so many stones of little com- 
mercial value are produced that it has 
heen almost impossible to maintain a high 
general standard of quality. High labor 
costs in South Africa means that it is not 
always profitable to cut the cheaper stones. 

Jewelers are eager to see the removai 
of price control on the sale of watches. 
although not all are in agreement on this 
point. Many feel that now that the cmer- 
gency is over all government control should 


be lifted. They insist that such a step 
would not result in higher prices for 


watches, as all the main brands are offered 
at uniform prices. 


Terms ‘Precious’, ‘Semi-Precious’ 
‘Ruled’ Out by Members of AGS 


In line with its policy to provide exaci 
gem nomenclature, members of the Ameri- 


can Gem Society have “Ruled”, (by a 90 





Newest Styles, Greatest Values in 


RHINESTONE DIA 


















WATCHES! gems 


Gents Models 
7 JEWELS 


9.490 
KEYSTONE 
17 JEWELS 


‘9990 


Modern watches with 
rhinestone and sim- 
ulated ruby dials. All }: 
attractively boxed axe oe 
with pricetagsand Vee es et 
printed quarantees. | iin iitimesaamnttOo a7 
Over2dozendifferent ‘Wiiiiaaaas . 
styles to choose from. 
Many numbers for 
ladies as well at 
comparable low 
prices. Plan a pro- 
motion for now or 
Christmas. They‘re 
big sellers. Prompt 
delivery from stock. 






PROMOTIONAL 
NEWSPAPER 
MATS FREE 
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per cent accord of voting members), to 
discontinue using the term “perfect” in 
describing diamonds. Disuse of the term 
had been a “Recommendation” of the 
Society since 1937; (a “Recommendation” 
must be approved by a majority of 70 per 
cent of voting members). 

Society members felt that “perfect” had 
been used so loosely through the years as 
to make standardization difficult. The term 
“flawless” has now been adopted by the 
Society to describe “a diamond free from 
all internal and external blemishes or 
faults under skilled observation in _ nor- 
mal, natural, or artificial light with a ten 
power loupe corrected for chromatic and 
spherical aberration. No other use of the 
term ‘flawless’ is permitted members in 
describing diamonds”. 

This action of the Society’s membership, 
in conjunction with a “ruling” adopted 
a year ago to do away with the term “blue- 
white”, thus culminates in prohibiting use 
by the membership of the terms “blue- 
white, perfect” in referring to a diamond. 
The term “blue-white” was ruled against 
because of long abuse of the term had 
made it meaningless; and because such a 
small proportion of diamonds actually 
possess a bluish body color. 

Reasoning that any stone of true gem 
quality is precious to its owner, the term 
“semi-precious” has also been “Ruled” 
out to members of the Society because of 
its depreciative connotation. Previously the 
Society had “Recommended” to its mem- 
bers that they discontinue use of this term. 

“Rulings” of the Society are mandatory 
upon members and violations of them 
entail possible expulsion from the Society. 


“Recommendations”, on the other hand, | 


are not binding, but members are requested 
to observe them. 


A & Z Honors Glidden 
For 40 Years’ Service 





Fred V. Glidden, West Coast represen- 
tative of A & Z Chain Co., since 1908, was 


pleasantly surprised on a recent trip with 
Mrs. Glidden to the A & Z factory in 


Providence. There a_ testimonial 


years service to the A & Z firm. 
In addition to a company 


sented Mr. 
silver tray, properly inscribed 
memorate the occasion. 


was 
tendered to him in recognition of his 40 


sponsored 
dinner for Mr. and Mrs. Glidden at the 
Sheraton-Biltmore Hotel, Benjamin Ross- 
man (above right), A & Z President, pre- 
Glidden with a citation and 
to com- 





Mr. MANUFACTURER 


We will prove it! 


We Can Eliminate Your 
Plating Problems and 
Cut Your Costs! 


POLISHING and 


PLATING 


ALL METALS 
ALL FINISHES 


* RHODIUM - 
¢ 14KT and 24KT - 
HAMILTON YELLOW 
- PINK > 
- BRIGHT NICKEL 


Specializing In 
COSTUME JEWELRY 
NOVELTIES and 
INDUSTRIAL WORK 
“Quantity with Quality 
Plating” 


OUR SPECIALTY 
a 9-Wal icmme)y 
ALUMINUM, SLUSH METAL 
and 
IDENTIFICATION BRACELETS 


DAILY DELIVERY 
ANY PART OF THE U. S.A 


IN BUSINESS OVER 
28 YEARS 


INQUIRIES INVITED 


JOSEPH RUBIN 


ELECTROPLATING CORP. 


105 FULTON ST., NEW YORK 7, W. Y. 
RM. 507-18 BArclay 7-3310 


PS. RETAIL JEWELERS: 


| No single jobs accepted. 


Sn ae RE 
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HERE'S WHY 
progressive jewelers use 
REUTTER DISPLAYS 


f- 





4 
Fine black velvet covered metal 
displays. The kind that makes 
folks say, “I want that!” Sold 
as a group. Two bracelets, one 

earring, three 4 x 4 
pinpads, one neck- 
lace. All seven for 

only $9.50. 


Send for new 
catalog showing 
100 items. 


REUTTER DISPLAYS, Dept. A-4 
147-A Summer St., Boston 10, Mass. 




















FINE STERUNG 
HOLLOWWARE 


—_ and 
\)4 AUTHENTIC ANTIQUE 


72 K STREET 
O. BOSTON, MASS. 
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Corl . 


rr.’ 7 
Sold 







_— nn ee 
only direct to Retailers 





WELLS MFG. CO., ATTLEBORO, MASS. 








NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 
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q Quick work on the part of a jewelry 
store salesman, a Boston traffic officer, and 
an electrical repairman resulted in the 
speedy capture of two men who snatched 
a $21,000 tray of diamond rings in the 
Bigelow-Kennard Co. jewelry store, Bos- 
ton, on Sept. 8. Officials at the store said 
that the tray held 52 diamond solitaire 
rings, two wedding rings, and two sapphire 
guard rings. Clement Currier, employed at 
the store for 40 years, was standing by a 
counter talking with Peter Ratzkoff, Bos- 
ton diamond merchant, when one of the 
two men entered the store, placed a news- 
paper over the tray, grabbed it and ran out 
and jumped into a waiting car which sped 
away. Mr. Currier and Mr. Ratzkoff chased 
the pair, jumping into a taxi and follow- 
ing them up Boylston St. Officer James 
H. Maquire’s signal to stop was ignored 
and when he quickly sensed the situation, 
he commandeered a passing car and also 
gave chase, firing shots into the air. The 
thieves, forced to the curb, left the dia- 
monds in their car and started to run away, 
but were felled by quick-thinking John E. 
O’Connor, employed by the Boston Edison 
Co. The capture was made within three 
blocks and only a few minutes after the 
theft. 

q The building which housed the Belmont 
Jewelers, 452 Common St., Belmont, Mass., 
was torn down recently, the store occupy- 
ing temporary quarters nearby until a new 
building was erected on the same site. 
The jewelry store was back in the new 
building, with ultra-modern fixtures in- 
stalled, and held its formal re-opening on 
Saturday, Sept. 11. 

q Robert G. McLaren of the Herbert W. 
Stranger Co., Washington Building, and 
Miss Dorothy M. Butler, formerly of the 
Washington Building, who were married in 
Haverhill, Mass., on Aug. 28, changed their 
honeymoon plans at the last minute and, 
instead of going to the Blue Ridge Moun- 
tains, headed westward to the Adirondacks 
and the Great Lakes region. They held a 
reception at Thompson’s, Haverhill, with 
many Greater Boston jewelers in_at- 
tendance. 

q With state and national Fall political 
campaigning well under way, “Governor” 
Romy W. Nathan of the 3rd Floor Pre- 
cinct, Washington Building, took off for 
Cape Cod over the week end of Sept. 17, 
invading the bailiwick of “Mayor” Herbert 
W. Stranger at his new home in Truro, 
Mass., and there set his sails for the New 
Year’s Eve election when he hopes to regain 
his old mayoral post. Election bets now 
being booked. 

q.S. H. Grono of East Milton, Mass., re- 
cently remodeled his jewelry store and held 
a formal opening on Sept. 7. 

q Names of other New England jewelers 
making the pilgrimage to Rome this year 
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included Mr. and Mrs. G. H. Neylan of 
Ayer, Mass. 

q The quarters occupied by the Edmund 
W. Kirby Co., 304 Jewelers Building, were 
completely redecorated recently. 

q Work on new and double-sized quarters 
for the Barry & Epstein firm, Washington 
Building, is progressing rapidly, with every 
expectation that opening will take place 
early in October. 

q Louis M. Halon announced the opening 
of Halon Jewelry Co., 642 Washington St., 
Norwood, Mass., on Sept. 10. 

q John S. Tietje has been named General 
Sales Manager of the New Haven Clock 
& Watch Co., according to an announce. 
ment by James A. Heitzmann, president of 
the company. 

q “Herby” Stranger, Jr., of the H. W. 
Stranger Co., Washington Building, is all 
set for a Navy cruise to Bermuda on Oct. 2, 
Meantime, well known as a “fire eater” 
and “sparkie,” Herby recently was made 
an honorary member of the Truro, Cape 
Cod, Fire Department, and was given a red 
fire helmet and badge. 

4 Members and officers of the Boston Jewel- 
ers Club will combine their annual meet- 
ing and annual beefsteak dinner at the 
Parker House on Nov. 5, at which time 
election of officers will take place. 

q Miss Lois Durgin of the billing depart- 
ment of the D. C. Percival & Co., was mar- 
ried on Sept. 11, and was given a farewell 
shower by her fellow employees. Miss Mar- 
garet Burke, of the bookkeeping depart- 
ment, announced her engagement about the 
same time. 

q Edward Beaulieu, Jr., of the George T. 
Springer Co., Portland, Me., was married 
in September to Miss Betty Robinson. The 
young couple announced their engagement 
at the 33rd annual convention of the New 
Hampshire Retail Jewelers Association, 
June 27, at the Hotel Wentworth-by-the- 
Sea, Portsmouth, N. H. The new Springer 
store in Portland is described by visitors 
as “one of the loveliest in the State of 
Maine,” with the street floor given over 
to jewelry, and a private store elevator 
taking customers to the silver and gift de- 
partment on the third floor. The store oc- 
cupies quarters formerly housing the Cen- 
tral Maine Power Co., and the high-priced 
lighting fixtures which the latter had in- 
stalled were “made to order’ for the 
jewelry store. The store closed for the 
Beaulieu wedding, workers saying they 
would “resign” otherwise. 

q Arthur S. Kelley, Treasurer of Norling & 
Bloom Co., Washington Bldg., is back from 
vacation with accounts of good fishing in 
Laurentides, Canada; Tim Pond, north of 
Rangeley in Maine; and in Colebrook, 
N. H. 

q Charles W. Alsterlund, Jr., of the firm 


of the same name, Washington Bldg., was 
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married on: Sépt. 18 to Miss Mary Belzarine 
of Wakefield, Mass. . 

4 Claiming to be the oldest jewelry sales- 
man in New England, Fred B. Chace, of 
the Washington Building, celebrated his 
79th birthday on Sept. 9, as well as chalk- 
ing up a record of 62 years in the trade. 
4 William Bystrom of Campello, Mass., has 
just returned from a course taken at the 
School of Science in Watchmaking, and is 
now located in his father’s store in Cam- 
pello. Mr. Bystrom, Sr., just returned from 
a European trip recently. Mr. Hastings, 
also with the Bystrom jewelry store, is re- 
cuperating from a dislocated hip. 

4 James Baumstein of James & Mitchell 
Co., 333 Washington St., Boston, Mass., is 
recuperating from a major operation at 
the Faulkner Hospital, Jamaica Plain. 

4 Mr. and Mrs. Jacob Schancupp of Derby, 
Conn., celebrated their golden wedding 
anniversary on September 4th. Mr. Schan- 
cupp, founder and president of Schan- 
cupp’s, Inc., jewelry concern located at 
932 Main St., Derby, has been in business 
in that city for the past 51 years. The 
couple were married September 4, 1898, 
in Bethany, Conn. 

q The L. E. Mason Co., Boston, Mass., 
nationally known manufacturers of bronzed 
baby shoes, has announced that Bernard 
Abramson, for the past three years cover- 
ing New England, will take over the states 
of Illinois, Iowa, Minnesota and Wis- 
consin. He will operate out of Chicago. 
q Raymond E. Currier, who formerly 


I ( ) ay 


pining 


\ Winners every one! 
Distinguished 


‘“ 

trophy cups from 
the complete 
Presidential line. 
Interchangeable 
figures represent 
every sports event. 
Cups are spun 
of beautiful Sunglo, 
a gleaming 
gold-colored metal. 











Mounted on 

polished base 

with oxidized band 

for two-toned 
engraving _ JA; 

effect. . +y 


Write for complete catalog 


PRESIDENTIAL COMPANY 
223 W. FLORENCE AVE. 
INGLEWOOD, CALIF. 


FOR OCTOBER, 1948 





operated a jewelry store at 13 Wakefield 
St., Rochester, N. H., recently announced 
that he has opened a state-wide repair 
service at 28 North Main, that city. In 
his new enterprise Mr. Currier will handle 
all types of repairing by mail and other- 
wise. 
q Frank G. Whitkens, jeweler, formerly 
located at 321 West Broadway, South Bos- 
ton, moved recently to a new store just 
across the street at No. 312. 
q In still another move, W. A. Gons, Pea- 
body, Mass., jeweler, moved from No. 2 
Main St. to larger and newly decorated 
space at No. 4 Main St. 
q Mr. and Mrs. Sidney Bloomfield of 601 
Jewelers Building are back after a trip to 
Canada, and Mr. and Mrs. Harry H. Goff, 
who occupy the same quarters, have re- 
turned from a two weeks’ sojourn in New 
Hampshire. 
q M. Martin Sarill, of 304 Washington 
Building, is back after an extended New 
York State visit. 
q Work on the new air-conditioning units 
in the Thomas Long Co. store is progress- 
ing rapidly, and the store has taken over 
additional space on the second floor where 
private offices have been installed for Forest 
Davidson, President, and Allen Davidson, 
Treasurer of the firm. Remodeling for these 
has reached the “what-color-will-it-be?” 
stage. The change-over will provide addi- 
tional space in the store balcony and on the 
third floor where the two officers had their 
quarters previously. 
q There’s an added bit of bright red blush 
which rises to the surface of the cheeks of 
Anna Egan everytime anyone mentions 
“Red Feather Girl.” As usual, she’s acting 
as secretary in the wholesale jewelers com- 
mittee of the Greater Boston Community 
Fund Drive—a drive which features “Red 
Feather Girls.” Anna rightly deserves the 
red feather in her cap for her excellent 
work in this annual charity drive. 
q Harold Alberts of I. Alberts’ Sons flew 
to Antwerp on Sept. 10, where he expected 
to remain for two or three weeks as he 
made a number of diamond purchases. 
q By way of marking their appreciation of 
company executives on the occasion of the 
50th anniversary celebration of I. Alberts 
Sons, Inc., the Alberts Associates, compris- 
ing all employees, tendered a banquet and 
entertainment at the Hotel Somerset, Bos- 
ton, on Oct. 1, presenting the employers 
with a bronze plaque. Jack Margolis, sales- 
man, is President of the Associates; Harold 
Price, salesman, is Vice-President; Miss 
frances Fogel, bookkeeper, 1s Secretary; 
and Harold Shapiro, salesman, is Treasurer. 
The dinner-dance was held in the Princess 
Ballroom of the hotel with Eudine Shuman 
as Master of Ceremonies. 
q Philip H. Ratzkoff of West Newton re- 
cently was named New England represen- 
tative of the Wakmann Watch Co., Inc., 
New York, and has opened quarters at 333 
Washington St., Boston. 
q Myer Kassner, of Laconia, N. H., visited 
at the home of Nat Goodman of the 
Nathaniel I. Goodman Co., Jewelers Build- 
ing, for the duration of the Fall gift show 
at the Parker House. 
q Joseph Gomez of Holyoke, Mass., who 
(Please turn to page 334) 
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has conducted a jewelry store on an upper 
floor, moved down to the street floor on 
Sept. 1 in new and enlarged quarters. 

q Armand Sevigney of Hub Materials Co.., 
Washington Building, was married in 
August. 

q Charles P. Miller, jeweler of 6 Chestnut 
St., Quincy, Mass., is back from a vacation 
spent in Nova Scotia. 

q A rather novel way of window-displaying 
pearl “dog collars” was adopted by the 
Jordan Marsh Co. store when they intro- 
duced a stuffed toy black scotty dog—wear- 
ing the appropriate “dog collar.” 

q Wilcort Jewelers of 246 Main St., Brock- 
ton, Mass., taking advantage of the large 
crowds at the 75th annual Diamond Jubilee 
Brockton Fair, had a large display, includ- 
ing a collection of antique watches, in the 
Industrial Bldg. during fair week, Sept. 
11 to 18. 

q The E. B. Horn store inaugurated the 
fall season with a complete new change in 
color scheme in window and store decora- 
tions, with maroon and champagne pre- 
dominating. 

q Roy S. Brooks of Mauran Watch Co.., 
Jewelers Building, exhibited for the first 
time at the Parker House Gift Show, week 
of Sept. 13. 

q Numerous personnel changes have taken 
place in the Smith-Patterson store. Miss 
Elanor Smit, window and store display 
manager, whose work as a young artist 
has been much admired and copied, de- 
cided recently in favor of Dan Cupid and 
following her marriage left the store and 
went to New York City to reside. Russell 
Grant of the shipping department left to 
join the Marines, and Joseph Meenan of 
the silver department joined up with Uncle 
Sam’s Army. Russell Bray of the gold de- 
partment is back after an appendectomy. 
q Members of the Boston Jewelers Bowling 
League got things rolling in fine style on 
the new Boylston Bowlerdrome Alleys, 1260 
Boylston St., on Tuesday, Sept. 14, and 
will continue on Tuesday evenings through- 
out the season. Team No. 1, Shreve, Crump 
& Low Co., is captained by Robert Schwinn. 
No. 2, E. B. Horn Co., Louie McKenna, 
Capt.; No. 3, Thomas Long Co., Joseph 
Magnifico, Capt.; No. 4, D. C. Percival & 
Co., Inc., Warren Donnelly, Capt.; No. 5, 
E. H. Saxton Co., B. E. Jackson, Capt.: 
No. 6, Smith Patterson Co., Erskine A. 
Gay, Capt.; No. 7, Bigelow-Kennard Co., 
Fred Bertram, Capt.; No. 8, Mahar & Eng- 
strom Co., George Mullin, Capt.; No. 9, 
A. Stowell & Co., Martin Walsh, Capt.: 
and No. 10, Frank A. Gendreau, Hermon 
Abdalion, Capt. The League officers for the 
1948-49 season are Arthur Bleckstein, pres- 
ident; Frank Gendreau, Jr., vice-president; 
Erskine Gay, secretary; James Russell, 
treasurer, and Samuel Robinson, scorer. 
q Lloyd Sanborn Howe, jeweler of Con- 
cord, Mass., died on Sept. 7 at the McLean 
Hospital, Waverley, after an illness of 
several weeks. 

q Jude L. Lurie, jeweler, on the 5th floor 
of the Jewelers Building, died in Boston 
on Aug. 21. 











MAKING THE DEAL 
OFFICIAL 





M. J. Harrington ‘above left), for the 
past several years connected with the 


Gilbo Jewelry store in Keene, N. H., ac- 
quired ownership of the M. J. Downing 
Jewelry store of Newport, N. H., on June 
21st. Mr. Downing (above right), former 
owner, is shown marking the official con- 
clusion of the transaction and _ wishing 
Mr. Harrington success in his new venture. 
The store which was established by Amos 
Woodbury 94 years ago, has an interesting 
history. Mr. Woodbury was succeeded ip 
the store by his son George, who died in 
1918. The establishment was then oper- 
ated by Mr. Morse for several years, who 
in turn sold it to M. A. Noury of Man- 
chester, N. H., a past president of the New 
Hampshire Retail Jewelers Association. 
In 1927 the store was purchased by M. J. 
Downing who operated it continuously 
until he sold out to the present owner. 





Book on Store Modernization 
Reveals Details on '48 Trends 


The five basic aspects of store modern- 
ization are included in an illustrated book 
of the 1948 Store Modernization Show’s 
clinics and is now available. The informa- 
tive clinic discussions by America’s ex- 
perts on store modernization provide the 
material for the volume, “1948 Store 
Modernization Clinics.” 

Including five chapters, “Store Layout 
and Traffic,” “Store Lighting and Color,” 
“Displays and Fixturing,” “Store Fronts,” 
and “Planning and Budgeting for Modern- 
ization,” the book reveals complete details 
of the 1948 trends by leading authorities 
in the field. Illustrations to accompany 
the text of the volume have been selected 
from the slides, diagrams and photographs 
used by the speakers during the July panel 
discussions held in New York. In addi- 
tion to the illustrated text the volume con- 
tains the popular question and answer 
forums where the panels of experts 
answered retailers’ practical questions 
from the floor. 

Copies at $5.00 each may be ordered 
from Store Modernization Show, 40 East 
49th St., New York 17, N. Y. 





The appointment of David L. Oren as 
Western sales representative of Flex-Let 
Expansion Products, East Providence, R. I., 
was announced this month by Jules Hoch- 
man, Sales Manager. He will cover Cali- 
fornia, Nevada and Arizona with head- 
quarters at 220 West 5th St., Los Angeles. 
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PERSONNEL... 


ember 3, Maurice Pullman was 

inted Southwestern sales manager in 
_ of National Silver Company’s 
Dallas sales office servicing Texas, Okla- 


homa and Kansas. 


On Sept 





Jerome B. Linden, a member of the 
sales force of Swank, Inc., has been trans- 
ferred from New York to Los Angeles, it 
was announced by Maurice L. Heller, vice- 
president in charge of sales. 

Roscoe Imhoff has been appointed cx- 
ecutive vice-president of General Mills 
Mechanical Division, it was announced 
recently by A. D. Hyde, division president. 
Prior to his promotion Imhoff was division 
vice-president in charge of appliance sales. 

The L. E. Mason Co., of Boston, nation- 
ally-known manufacturers of bronzed baby 
shoes, announces that Bernard Abramson, 
for the past three years covering New 
England as junior salesman, will take over 
the states of Illinois, Iowa, Minnesota and 
Wisconsin. He will operate out of Chicago. 


—_—_ -—_—— 


Bert J. Lange has been named Sales 
Promotion Manager of Swank, Inc., manu- 
facturers of men’s jewelry, leather and 
other accessories, it was announced by 
J. Carlton Bagnall, executive vice-presi- 
dent. He will be responsible for the co- 
ordination of Swank’s advertising, customer 
relations, displays, and allied activities. 
and will have his headquarters in the com- 
pany’s general offices in Attleboro, Mass. 


_— 


Junius G. Klumb, Sales Manager of 
Rolfs, West Bend, Wis., has announced 
the appointment of Russell E. Brown and 
Giles E. Winger as territorial managers 
to operate in Ohio. Mr. Brown and Mr. 
Winger will represent Rolfs in both jts 
handbag division and its personal Jeather 
goods division. 





The Dirilyte Company of America. 
Kokomo, Ind., manufacturers of Dirilyte 
flatware and hollowware, recently an- 
nounced that George Brady and John 
Gleason, with offices at 627 North LaPeer 
Drive, Los Angeles, have been appointed 
as Dirilyte sales representatives for the 
states of California, Oregon and Wash- 
ington. 

Ollendorff Watch Co., Inc., announced 
the appointment of Clifford L. J. Sieg- 
meister as sales representative covering 
Kansas, Indiana, Iowa. Nebraska, Missouri 
and a portion of Illinois. He formerly 
manufactured specialty items for retail 
jewelers and was also a retail jeweler. 








Herbert Faithful, Jr., has been appointed 
director of production and assistant man- 
ager of Baver. Pretzfelder & Mills, New 
York (Imperial watch), it was announced 
recently by Sidney Kramer, president of the 
company. Mr. Faithful, Jr. is the son of 
Herbert Faithful, Sr., widely known in the 
watch field in the United States, as general 
sales manager of the company. 

Two new men have been added to the 
Waltham Watch Co. sales organization. 
They are already in their respective terri- 
tories and are calling on the trade with 
the new line of Waltham Watches created 
for the Fall and holiday season. 
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S. Charles Stewart will represent Wal- 
tham in Eastern Pennsylvania, Delaware 
and Washington, D. C. He has been in the 
jewelry industry for a number of years 
and is well-known in the territory he now 
travels. 





James H. Woodsmall represents Waltham 
in Kansas, Missouri and Iowa. He makes 
his headquarters in Terre Haute, Indiana. 
Long experience in the jewelry industry 
qualifies him to give the jewelers sound 
merchandising help. 





Federation Plans 1948 Campaign 


Colonel Harry D. Henshel of the Bulova 
Watch Co., general chairman of the Jewelry 
Division of the 1948 Federation campaign, 
met with a steering committee of 22 leaders 
representing all major sections of the indus- 
try at a planning luncheon meeting in the 
library of the Hotel Roosevelt, New York, 
Thursday, September 23rd. The group ar- 
rived at an extensive organizational plan to 
secure the maximum cooperation from the 
many members of the various segments of 
the industry, in behalf of the Federation 
of Jewish Philanthropies of New York 
appeal. 

It was announced at the meeting that 
in the present campaign and in all succeed- 
ing campaigns of the Jewelry Division, the 
name of the late Aaron Sverdlik will head 
lists of officers as Honorary Chairman in 
Memoriam. This y ar Federation’s drive 
in the jewelry industry will be conducted 
in a spirit of dedication to the memory of 
Mr. Sverdlik. 
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Well-known, Experienced 


JEWELRY SALESMAN 


Man to represent outstanding, nationally 
advertised diamond ring line. Necessary to 
have following in the Southern states. Guar- 
anteed drawing account. Position open Jan- 


uary, 1949. Give full particulars and photo. 
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q Erie Jewelers of 3651 Germantown Ave. 
have discovered that the new record de- 
partment is bringing in more traffic than 
the owner’s optimistic predictions. 


q Theodore Kelly of Kelly and Co., 11th 
and Walnut Sts., has been ill for two 
months at this writing. His father, the 
owner of Kelly & Co., reports that his con- 
dition is “just fair.” 

4 Larry Porrini, owner of the Lar-Nic 
Jewelers at 4914 Lancaster Ave., informs 
us he now has 18 students enrolled in his 
watchmaking school which he opened in 
the rear of his store June 2lst, this year. 
Enrollment is growing daily in the school 
which Mr. Porrini explains is fully equip- 
ped, approved for veterans, state licensed, 
and capacitated to do justice to 84 stu- 
dents at a time. This is the realization of 
a dream Larry Porrini held while he was 
in the service, and began to work on as 
soon as he donned civies at the end of the 
war. 

q Spiegel & Co. of 108 S. 7th St. have 
enlarged their facilities and redecorated. 
q Reeds Jewelers of 908 Chestnut St. has 
been sold, a spokesman for the firm con- 
firmed, but the identity of the new owner 
was not divulged. Mr. Rothemberg, the 
former owner and manager, will now de- 
vote his full time to managing the Penn 
Jewelers at 702 Market St. 

q The Board of Directors of the Sansom 
Street Business Men’s Association met 
Thursday, September 16th, to elect a new 
Chairman of Board and form plans for the 
coming year’s activities. The name of the 
new officer was not made public in time 
for publication this month. : 


q Louis Neff, manufacturing jeweler, is 
now located in more spacious quarters on 
the third floor of 740 Sansom St. The firm 
has tripled the amount of floor space for- 
merly occupied and their new establish- 
ment presents a most attractive appearance. 


q University Jewelers of 3459 Woodland 
Ave. are in the midst of ambitious plans 
to draw the business of the students who 
are now returning to the University of 
Pennsylvania, across the street from their 
store. Newspaper advertising, ads on the 
University radio station, circulars distrib- 
uted to students, ads in the school paper 
and dance programs, and “every possible 
media which hits the eye of the students” 
will be used, said a spokesman for the 
store. Meantime, the store is being 
renovated. 

q Gus Newman, owner of the store bearing 
the same name at Front and Diamond Sts., 
is completely remodeling the interior of 
his store. By the time this reaches you, 
the beautifying will be completed. 

q.I. Meo & Co. of 1540 Pt. Breeze Ave. has 
cancelled newspaper advertising for the 
present and is seeking other means of at- 
tracting business. 
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q Joseph Abraham of 4602 Frankford Aye. 
has returned to the store bearing his name 
after spending the entire summer at the 
shore. 

q William J. Fulton of 1011 Chestnut §. 
returned early in September from a vaca. 
tion trip which took him to Cleveland and 
then Ocean City. 

q Charles Carney, owner of Carney’s 
Jeweler, 1734 W. Columbia Ave., had no 
vacation this summer, but is now planning 
a business and pleasure trip combined 
which will take him to Detroit between 
now and Christmas. 

q The first meeting of the 1948-49 season 
of the local branch of the American Gem 
Society took place at the Franklin Insti. 
tute September 21st. Nicola D’Aszenzo, 
who served as instructor for the group last 
year, was the principal speaker. 

q A. Lester Sauter of Fred Sauter’s, 2713 
W. Girard Ave., spent many recent week- 
ends fishing in the Chesapeake Bay in 
Maryland. Over one week-end he and Mrs, 
Sauter caught 250 lb. of striped bass, in- 
cluding one 21 pounder they had to release 
because it was beyond the legal size and a 
number of others ranging from 8 to 14 
pounds. 

q The Retail Jewelers’ Association of Phil- 
adelphia and vicinity held its first regular 
monthly dinner meeting of the season, 
Tuesday, September 28th. Prominent on 
the agenda was plans for the annual din- 
ner dance and show to be held at the 
Broadwood Hotel, October 26th. Philip 
Kind of S. Kind & Sons, is serving in the 
capacity of general committee chairman. 
A Broadway show has been lined up for 
entertainment and the annual city year 
book will be distributed. Anticipated at- 
tendance exceeds 1200. 

q Elwood Baker, owner of the Bakers 
Jewelry Store at 7001 Garrett Road, and 
Mrs. Baker had their home robbed of 
jewelry and other valuable items Sunday 
night, September 5th, while they attended 
the wedding of their son, Elwood Baker, 
Jr., in Pittsburgh. The incident introduced 
a sour note at a particularly harmonious pe- 
riod for the Bakers. 

q John C. Oberholtzer, vice president of 

















FOR IMMEDIATE DELIVERY 


WE CAN SUPPLY 
Watch Maker's & Jeweler's tools and materials 


© L&R Products e K & D Tools 
e Levin Tools © Bestfit Assortments 
¢ Cases & Dials ¢ American Perfit 
¢ Fulton & B.B. Glass Crystals 
¢ G.S. & S.U.C. Unbreakable Crystals 
¢ J.B. Watch Attachments 
¢ NEET Leather Watch Straps 


PHILADELPHIA WATCH 
SUPPLY CO. 


WHOLESALE JEWELERS 
730 SANSOM STREET PHILA. 6, PA. 
DEPT. 2 
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Joseph B. Bechtel & Co., wholesale jewel- 
ers located at 729 Sansom St., recently 
celebrated his 75th birthday at home with 
his immediate family. Mr. Oberholtzer, 
who has been associated with the Bechtel 
firm for 49 years, also celebrated his 50th 
wedding anniversary on September 25th. 
He and his wife were honored at an affair 
held at their home in Germantown, given 
by his son and daughter-in-law. 

4 Ira Joseph Kind of Reid, Inc., jewelers, 
located at 25 E. State St., Trenton, N. J., 
married the former Janis Ruth Lang on 


August 29th. 





Museum in Philadelphia Looted 
Of Replicas of Famous Diamonds 


A clever sneak thief, who according to 
police reports secreted himself in the Acad- 
emy of Natural Sciences, Philadelphia, on 
Saturday, September 18, after closing 
hours, stole replicas of the world’s largest 
and most famous diamonds. This theory 
was offered by the police because there was 
no evidence of forced entry at the place. 
The method used led authorities to believe 
it was part of a plot to sell the imitations 
in private channels for huge sums. 

Acting in a manner similar to that taken 
when true diamonds of high value are 
stolen, the police teletyped messages to 
each district in Philadelphia and to sta- 
tions in outlying communities and to State 
Police. In turn, these were relayed to 
States along the Eastern seaboard. 

Called “facsimulations of diamonds” by a 
spokesman for the museum, the stones 
were said to represent the finest crafts- 
manship, designed to make the imitations 
exact copies. However, he declined to place 
an accurate value on them. 

Police said the thief must have been 
certain of an outlet for the stolen goods 
or he would not have taken so much trouble 
to steal imitations. 





Benefit Sale of Unset Diamonds 
Nets $227,083 for Refugee Aid 


After carefully examining the 33 sealed 
bids that were submitted to them, the Mer- 
chandising Advisory Committee of the In- 
ternational Refugee Organization recently 
accepted 15 bids for unset diamonds weigh- 
ing more than 6,000 carats. The sale of the 
gems yielded $227,083 to the IRO for its 
program of aid to victims of Nazi action. 

Taken by the Allied Armies together 
with huge quantities of other personal pos- 
sessions that the Nazis had stolen, the 
stones had been sent to New York for dis- 
posal. They were exhibited in the Man- 
hattan quarters of the United Nations be- 
fore the bids were submitted. 


MILNER SUCCESSFUL BIDDER 


Josef S. Milner, president of the House 
of Milner, diamond merchants located at 
728 Sansom St., Philadelphia, stated that 
his firm was successful in buying 25 impor- 
tant lots of the loose diamonds that were 
sold by the IRO. 

The purchasers were all dealers—from 
Boston, Buffalo, Chicago, New York and 
Philadelphia. The lowest bid was $681, 
and the highest $55,000. 
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Most Outstanding Boy Athlete 
Awarded Longines Trophy 





Mayor James Rhodes of Columbus, 
Ohio, president of the Amateur Athletic 
Union, is shown presenting the Longines 
trophy to Russell Henderson of Cincinnati. 
This sterling silver loving cup was awarded 
to the most outstanding boy athlete in the 
National Junior Olympics held in Cleve- 
land. 

The National Junior Olympics program 
has been conceived as an annual event 
designed to tie-in with the general drive 
to curb juvenile delinquency by promoting 
interest and participation in sports. 





Henshel Heads Industry 
In Federation Drive 


Harry D. Henshel, vice-president of the 
Bulova Watch Co., has accepted the chair- 
manship of the Jewelry Division of the 
Federation of Jewish Philanthropies for the 
1948 Campaign, it has been announced by 
Ralph E. Samuel, president of the Federa- 
tion. 

Mr. Henshel has long been active in 
social welfare and philanthropic work, and 
has served in a leading capacity in the Fed- 
eration’s jewelry Division for a number 
of years. Mr. Henshel succeeds the late 
Aaron Sverdlik, who served as 1947 chair- 
man. In accepting the chairmanship Mr. 
Henshel said that he was aware of the suc- 
cess of his predecessor, and that he hoped 
to equal Mr. Sverdlik’s excellent record in 
behalf of the Federation’s network of 116 
local health, educational and social welfare 
agencies. 

“Federation’s 1948 campaign goal” chair- 
man Henshel said, “is the greatest ever 
sought for the maintenance of its network 
of vital community services. This year we 
must raise $16,500,000, that is $3,250,000 
more than was raised in 1947. While this 
is indeed a tremendous sum, it only reflects 
the great needs of Federation and its in- 
stitutions. I have every confidence that the 
socially minded people of our community 
will not allow the Federation’s services to 
be jeopardized, by permitting the campaign 
to fail. I feel certain that the members of 
our industry will join wholeheartedly in 
the work of the campaign, and will con- 
tribute at the level required for success.” 





Henry Maybaum, of Philadelphia, has 
returned to the sales force of M. Sickles 
& Sons, Philadelphia wholesalers, after a 
seven months leave of absence. 














Chiming 


FLOOR CLOCKS 





No. 243 
Honduras Mahogany 
Movement No. I—Eight Day, Key-Wind, Tubular 
Chimes. Dial A. 
Height 79/2 in. Width 203%4 in. Depth 1514 in. 


First Quality, Nine ‘Herschede” 
Tubular Bells, Chiming all quarters. 
Westminster on four bells, Canter- 
bury on six bells, and Whittington 
on eight bells, and an extra tubular 
bell of deep tone for the hour strike. 
Chimes can be changed or silenced 
This movement is a “three 
train" and contains the exclusive 
"Herschede" patented self-correct- 


at will. 


ing chime feature. 


To Retail $840. F.O.B. Philadelphia 
Immediate Delivery 


Herschede Clocks have been fa- 
mous for three generations as ex- 
emplifying the finest in American 
craftsmanship and precision manu- 


facturing. 


JOS. B. BECHTEL & CO., INC. 


Wholesale Jewelers 
Established 1894 
729 SANSOM STREET 


PHILADELPHIA 6, PA. 


HERSCHEDE 
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| YOU CAN'T 


play every instrument in the 
| band. You can’t stock every 
| item. But you can count on 
us for prompt Special order 
service. 


Always 
ask ENGEL 
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Baltimore |, Md. 
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Automatic Toasters 
Wattle Bakers 
Electric Irons 


| Sandwich Grills 
| Food Mixers 
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q The new building completed for Towne 
Credit Jewelers at 410 Austin Ave., Waco, 
Texas, has been formally opened. The 
store, which was formerly located at 717 
Austin Ave. where it was established eight 
years ago, is managed by Harold L. Bird. 


q Walter R. Thomas, I[nc., with head- 
quarters in Atlanta and jewelry stores in 
many Georgia cities, opened its first Ten- 
nessee store at 626 Market St., Chatta- 
nooga, on September 13. Vernon L. Key. 
manager of the new store, has been with 
the Walter R. Thomas stores in Atlanta 
for the past five years. 


q Shell Jewelry Co., Miama, Fla., has 
signed a lease for quarters in the new 
Chamber of Commerce Building, 141 N. E. 
Third St. 

q Harry Scher, “Square Deal Jeweler,” 
208 Main St., Little Rock, Ark., celebrated 
his 33rd anniversary in business there. 
Mr. Scher offered a free souvenir to every 
adult visiting the store during the an- 
niversary celebration, which continued 
through the entire month of September. 


| @ Busch-Kredit Jewelers, formerly located 


at 24 North Perry: St., Montgomery, Ala., 
have occupied new and larger quarters at 
104 Dexter Ave., “The three-story build- 
ing, which will house the new store. has 
been remodeled and redecorated to con- 
form to the most advanced principles of 
modern store planning,” Thomas J. Lutty. 
store manager, stated. “The entire first 
floor will be used as show room and sell- 
ing area; offices will be located on the 
second floor, with the third housing 
stockroom facilities.” 


| @ Friedman’s, Inc., jewelers, have opened 








for business at 129 East Main St., Rock 
Hill, S. C. The Rock Hill firm, capital- 
ized at $5,000, has received a charter from 
the Secretary of State. A. A. Friedman 
is listed as president. 


q Miller’s of Fayetteville, Inc., at Fayette- 
ville, Ark., has been formed with capital 
stock of $10,000 to deal in jewelry, china. 
etc. Incorporators: Alex Miller, Myles 
Friedman and Gussye Miller. all of Fort 
Smith. 

q Jimmie Koon, well-known jeweler of 
Sheridan, Ark., has been appointed by 
the City Council to serve the unexpired 
term of Sam L. McDonald, city treasurer. 
who resigned. 


q Dudley J. Ramsden has been appointed 
assitant to Chapin Marcus, manager of 
the Nieman-Marcus precious jewelry de- 
partment at Dallas, Texas. Ramsden, who 
served in the Army Air Forces during the 
war, was associated for 12 years with a 


New York firm. 


q Burl Billington has opened a new 
jewelry store at New Madrid, Mo. Mr. 
Billington learned his trade at the Mont- 
gomery and Taylor School of Watchmak- 
ing at Poplar Bluff, Mo., and had been 
employed in the repair department of 
Hale’s Jewelry Store at Sikeston. 


> THE SOUTH 


q The Office of the Secretary of State jp 
Austin, Texas, recently approved the in- 
corporation of Melcer’s Jewelry Store, Inc 
in Galveston. The store was chartered 
by Harry Irwin Melcer, Morris Melcer. 
and Fannie Helen Melcer, with $80,999 
capital stock. 





BE IT EVERTS SO HUMBLE 
THERE'S NO HEAD LIKE BONE 





The Dallas Bonehead Club, composed of 
a select group of Dallas business men, re- 
cently presented Myron Everts, secretary of 
Arthur A. Everts Co., jewelers of Dallas, 
Texas, with this overgrown wrist watch for 
serving the Club as Big Chief (president) 
this past year. The presentation was made 
on July 30th at an elaborate Christmas party 
which the Boneheads hold annually. The 
Bonehead Club has received national fame 
for its unprecedented clever stunts. Both 
Myron and Arthur A. Everts have been 
members of this club for many years. This 
mammoth alarm clock watch Mr. Everts 
wears has a gilded frame and monstrous 
red silk cord bands. The dial reads 
"Vacheron & Constantin — 13!/2 jewels." 











EXPERT REPLATING 
AND REPAIRING 


By Sterling Silversmiths Since 1885 


QUICK SERVICE FAIR RATES 
SPLENDID WORKMANSHIP 


Estimates Gladly Given 


THE A. G. SCHULTZ CO. 
423 E. Lombard St., Baltimore 2, Md. 

















ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY ° 
5 HOPKINS PLACE, BALTIMORE, MD. 
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Gordon Jewelry Company Expands: 
Opens Fourth Store in Houston 


The Gordon Jewelry Co. has opened its 
fourth jewelry store in Houston, Texas, 
and its 14th in the chain which extends 
‘nto Louisiana and Mississippi. 

The new Houston store is another step 
‘n the $1,000,000 expansion program of 
the company in the city, M. M. Gordon, 
company president, said. He added that 
two more suburban stores are to be 
opened in Houston during the coming 
year. . 

The new store is outfitted with oak 
fixtures, glass Herculite doors, and ter- 
razzo floors. Seymore Seidler, a native of 
Houston, is manager of the new store. 

The Gordon chain was started by M. M. 
Gordon 40 years ago when he opened his 
frst store in Houston. A second was 
opened in 1929, and since then the chain 
has been built up to include 14 stores in 
Texas, Louisiana and Mississippi. 

The four principal owners of the com- 
pany are M. M. Gordon, president, Harry 
B. Gordon. Aron S. Gordon, and I. L. 


Miller. 





Uses Novel Newspaper Ad 
to Celebrate 50th Anniversary 


To celebrate his 50th anniversary as a 
watch repairer, H. B. Lindsey of Glenwood, 
Ark., inserted a novel and very interesting 
ad in his hometown newspaper. 

In the advertisement Mr. Lindsey made 
reference to the money and time he spent 
in equipping his shop with watchmaker 
tools and equipment and his qualifications 
as a horologist. “Do you know that I have 
had one million dollars’ worth of experi- 
ence handling timepieces?” he asked his 
readers. “And the value of all these time- 
pieces runs into billions of dollars.” 


H. B. LINDSEY 





“Do you know that no other town in the 
U. S. the size of Glenwood can produce a 
man of this calibre?” he continued. 

“Now just two things are puzzling me— 

“Ist—Where did all that time go? 

“2nd—Where did all that big money I 
have made over that period go?” 

To be in the watch repair business for 
50 years is in itself an interesting fact, but 
to be able to display a lively sense of hu- 
mor and outstanding aggressive merchan- 
dising after all those years is something 
Mr. Lindsey should be commended upon. 





Watchmakers of Pennsylvania 
Attend Annual Summer Outing 


Members and guests of the Watch- 
makers Association of Pennsylvania who 
attended the annual family basket picnic 
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of that organization held on Sunday, 
August 15th at West View Park, Pitts- 
burgh, all reported that they had a good 
time. This was evidenced by the fact that 
immediately after the outing was over 
they started to make plans for next year’s 
affair. 

The weatherman provided an excellent 
day for the picnickers. At the outing 
gifts were distributed to the ladies, candy 
and balloons to the children, watch- 
makers tools for the horologists, and one 
special door prize for the lucky winner. 

Members of the committee for the 
successful outing included George Niess- 
lein, Joseph Frey, A. Jock, R. Freidman. 
Virgil Petrocelly, Steve Evanovich, E. L. 
Pschirer, and August K. Schran, chair. 
man. 


— —-— 


MARCHING WITH WATCH 
PARADE 





Designed to help promote the "1948 Watch 


| 
| 


Parade," this 14-card window and counter | 


display provided by the Watchmakers of 
Switzerland, has been made available to 
thousands of jewelry stores participating in 
the Jewelry Industry Council's October pro- 
gram. The center piece, a reproduction of 


the Watchmakers of Switzerland's October — 


consumer advertisement, dramatically fea- 
tures the jewelry store as the place to buy 
gifts. 





Follow These Four Rules 
To Prevent Loss by Fire 


There are 25 classifications of ways in 
which you can lose your business through 
fire—and four simple rules for safeguarding 
your property, Fire Protection Institute 
reminds business and industry this month. 

Occasion for the reminder is Fire 
Prevention Week, October 3-9, which recurs 
as national fire losses soar to record highs. 
Estimates for 1948 indicate more than 
10,500 lives and $700,000,000 will be 
destroyed by fire. 

The four fire safety rules recommended 
for business and industry are: 

1. Regular inspection for fire hazards. 








2. Fire-safety education for employees | 


and executives. 

3. Adequate supply of approved fire 
extinguishers for protection against fire. 

4. Employee fire brigades to fight fires 
as soon as they occur. 








DIDJA KNOW? 


We supply and install the fol- 
lowing: 

stainless steel blades for dinner, 
dessert knives, steak and carver 
sets; also pie and cheese servers, 


for dresser sets, new mirrors, 
combs, brushes (both nylon and 
regular bristles), nail files, shoe 
horns, cuticle knives, whisk- 
brooms and recover nail buffers, 
recover photo frame backs, re- 
wicker handles, ivory insulators 
for pot handles, ivory and ebony 
finials, ebony, mahogany, walnut, 
maple handles for pots and urns 
etc., maple salad forks and 
spoons. 


Recognized thruout the TRADE 
since 1892 for quality work and 
dependable service. 


Write for our price list on silver 
plating. 


The House of Masiercraftsmen 


Louis J. MEYER, INC. 


Silversmiths & Platers 
205 S. 9th St., Philadelphia 7, Pa. 













MAKING 


, JEWELRY REPAIR 


LEARN WATCH 


| Cugnourng 
JG. 1. APPROVED | 





Prepare NOW! Our Master 
Course covers everything 
needed for high-salaried 
positions in Jewelry Field. 
Latest equipment makes 
. - learning a pleasure. High 
& percentage of graduates 
fs successfully placed. Hous- 
* ing available. (Schools in 
—. Warren, O. and P’gh, Pa.). 

Catalog FREE. 


Cc™ONe™ 
A.W. THACKER ACADEMY FOR JEWELERS 


Dept C + 423 Federal St. + Pittsburgh 12, Penna 











For rapid turnover—Wee Cherub Didy Pins have 
irresistible sales appeal. These beautiful creations 
make a lovely gift for the new baby. Unique, 
practical, and a treasured keepsake. Wee Cherub 
Didy Pins are available in Sterling Silver, Gold 
Plated, and solid 10K Gold. Packaged in attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on request. 

WEE CHERUB MANUFACTURING COMPANY 

2016 Travis Street Houston, Texas 














WATCH DISTRIBUTORS 


We sell SWISS WATCHES & MOVE- 
MENTS of popular makes & sizes at 
very reasonable prices. 


HONIG WATCH CO. 
323 W. 5th St., Los Angeles 13, Cal. 
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~~ Gold=Silver 
DLATING 


“ASK ABOUT” 











HODANIZE 





TRACE MARK REG. VU. 6 PAT. OFF 


ilverware 


[Silverware 


Swartz & Co. 


EsT. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 























ALWAYS USE 
THE NEWALL 


"Finger Print’ System 
WHEN SELECTING 


SWISS WATCH 4% 
MATERIAL 


Order From 
Your Jobber 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 
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WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Blidg., Detroit 26, Mich. 














CENTRAL WATCH CO. 
WATCH REPAIRING 
to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


5 So. WABASH AVE., CHICAGO 3, ILL. 











MAYNARD LEVY 


Leading Jewelery Auctineer for le- 
gitimate jewelers. Write for date and 
information. 

PHONE BUTTERFIELD 1100 
5200 BLACKSTONE - CHICAGO 15 











MASTER Whtchmaking 
“Famed the World Over 
as the School of Quality’ 


CHICAGO SCHOOL OF WATCHMAKING 
Founded in 1908 by Thomas B. Sweazey 
1608 WN. Milwaukee Ave., Dept. 228 Chicago 47, Ill. 
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q One of the original credit stores in Chi- 
cago, the Loftis Jewelry Co., whose prin- 
cipal store was located at 34 North State 
St. for more than 30 years, is now located 
around the corner at 7 West Washington 
St., in new, larger, and more modern 
quarters. The company, which has four 
other stores in Chicago, also has stores in 
Pittsburgh, Omaha, Houston, and Atlanta. 
q At a special meeting of the members of 
the Jewelers Club of Chicago held in the 
club quarters in the Pittsfield Building on 
August 3lst, President Richard Dehnert, 
for the officers and directors, submitted a 
proposal for additional space and improve- 
ment of the club rooms together with esti- 
mate of cost. This included enlarging the 
space, new metal sound proof ceiling, new 
system of lighting and new decoration 
throughout. In addition to a unanimous 
approval of this suggestion, the officers 
were directed to enlarge the program to 
include carpeting the entire space and the 
purchase of new tables and chairs for the 
card room. When completed, the club will 
be very attractive. 


. 


SEND GIFTS TO THE NEEDY 





Students at the Chicago Institute of Watch- 
making, 7 S. Pulaski Rd., Chicago, and Paul 
Leeds (center) director of the school, finish 
packing clothing, shoes and watches that 
are being sent to a destitute family in 
Salonica, Greece. The family wrote Paul 
Leeds of their troubles in the war-torn country 
after reading about the school in an Ameri- 
can magazine. The letter was posted on 
the school bulletin board and students col- 
lected clothing, shoes and watches to send 
the family of five. Left to right: Michael 
Czarnecki, Chicago; Mrs. Helen Schick, 
Chesterton, Ind.; Mr. Leeds; Carmen Mont- 
gomery, Chicago, and William Johnson, 
Chicago. | 


London Letter 


Although the amount of new licenses to 
import diamonds now granted by the 
British government is quite inadequate, 
manufacturers have been able to mount 
up new stock, business in loose diamonds 








CHICAGO 


having become very active. As Backes % 
Strauss of Holborn Viaduct point out: the 
trade still cannot satisfy the demand 
since the major part of the diamond jn. 
ports were already earmarked for export 
to markets abroad; but the small quantity 
of stones available to merchants here has, 
nevertheless, helped to remedy the short. 
age. The demand recently has been mainly 
for melees and small brilliants, but ap 
encouraging sign has been the growing 
inquiries for larger sizes as well. Prices 
rule high in high-class brilliants of really 
good color since supplies in this class are 
very small indeed. 

India is entering the diamond cutting 
and polishing business according to ad- 
vices from New Delhi, and applications 
are being entertained for licenses to im. 
port a limited quantity of uncut stones, 
unpolished pearls and rough synthetic 
stones of various kinds. These will be 
cut, polished andd processed and subse. 
quently exported by the Indian govern. 
ment. Applications for import licenses 
for rough will not be granted to non- 
established traders in connection with 
shipments from the U.S.A. and other dol- 
lar countries or for rough from Belgium 
and her colonies, or from Portugal and her 
colonies, but excluding Portuguese India. 
Licenses may, however, be granted to non- 
established traders in precious stones to 
import rough from soft currency countries 
and from Switzerland and Sweden. 


CUT EXPORT APPLICATIONS 


Applications for gold for export have 
been cut drastically the past few weeks 
which, added to currency difficulties and 
import restrictions, has made the position 
for the British jewelry industry still more 
dificult. It is already immensely handi- 
capped by the purchase tax which is hav- 
ing the effect of halting retail sales. 
Retail jewelers guessed wrongly twice in 
the past 12 months. Believing the tax 
would be increased last Fall they bought 
jewelry heavily, and were clogged with 
it. They overbought again this Spring, 
thinking purchase tax would go up once 
more. The jack-in-the-box government, 
however, knocked a bit off the jewelry © 
tax, thinking this might help stimulate 
jewelry sales. It did not. The public con: | 
tinues shy on buying and _ stocks’ are 
moving very, very slowly. There may be 
no real pick-up until Christmas. Pur- 
chase tax on jewelry still is much too 
high, even for Yuletide buying. 

Much new ground in British industrial 
enterprise is being broken these days and 
the watch and clock industry is high on 
the list in this respect. Prior to 1939 
practically all alarm clocks needed in the 
U.K. were imported. Now, two million 
alarm clocks a year are being produced 
in the U.K. and by 1949 it will be un- 
necessary to import alarm clocks. 

During the January-April period of 
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1948 watch manufacturers in the U.K. 
produced an average of 19,000 watches a 
month. Before 1939 very few watches 
were made in Britain, the bulk of them 
being imported from Switzerland. Din- 
nerware, Which many U.S. jewelers find 
profitable to handle, has shown a sub- 
stantial increase in production when 
compared to pre-war figures. In the first 
half of 1948 the U.S. has taken more 
than one million dollars worth of fine 


31 North California St., Stockton, and has 
changed the name to Lloyd Jewelers. 

q Alfred Wendt, retail jeweler and watch- 
maker located at 1055 Fulton St., Fresno, 
Calif., for the past 28 years, has moved 
into his new store at 2020 Fresno St., that 
city. Mr. Wendt has installed all modern 
fixtures and lighting in his new quarters 
and has doubled the space he had in his 
previous location. 

q Charles R. Seymour, who was formerly 





24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 





manager of one of the Rogers Jewelry 
Co. stores, has opened up his own credit 
jewelry store, Seymour Jewelry Co., at 
527 E. Main St., Stockton, Calif. 

q Jack Farrar, who has been in the jewelry 
business in Tulare, Calif., for 27 years, 
has moved into his new store at 122 South 
K St., that city. He is ably assisted by 
his two sons. 


quality ware. 


The West Coast 


q Mare F rederic Jewelers, formerly lo- 
cated at 1428 4th St., Santa Monica, Calif., 
have moved into their new quarters at 
413 Santa Monica Blvd., that city. 

4 Hugo Johnson and Larry Simmons have 
bought Kerr's Jewerry store te pot | GETTING A FRESH START 
Compton Blvd., Compton, Calif. Both 

men have been in the retail jewelry busi- 
ness for many years. Mr. Johnson oper- 
ates jewelry stores in Ventura and Oxnard 
and Mr. Simmons has been connected with 
Steller’s Jewelry store in Ventura for 
many years. 

q George R. Rich, who has been manager 
of several large retail jewelry stores around 
Los Angeles, Calif., for several years, has 
opened his own store, Eastmont Jewelers, 
at 5943144 Whittier Blvd., E. Los Angeles, 
Calif. 

q Ernest and Louis Garcia, who operate 
a jewelry store in New York City, have 
bought Duncan’s Jewelry store at 2901 
South Vermont Ave., Los Angeles, Calif., 
and changed the name to Garcia Jewelers. 
q Charles R. Turner Co., manufacturers 
and wholesalers of earrings, buckles, 
bracelets, etc., formerly located at 640 
South Broadway, Los Angeles, Calif., have 
moved to larger quarters at 551 South 
Broadway, that city. 

4H. Peck, who managed the Simpson 
Jewelry Co. in Stockton, Calif., for six 
years, has opened his own retail credit 
jewelry store, Peck Jewelry Co., at 8 North 
Sutter St., in Stockton. 

4G. William Wright and his mother, 
Catherine Wright, who have operated the 
frm of Wright Watchmakers at 2810 I 
St., Sacramento, Calif., for the past 18 


M. MARTIN & CO. 


Rm. 418 5 S. Wabash Ave. 
CHICAGO 3, ILL. 








FREDERICK J. ESSIG & COMPANY . 


Importers & Cutters 
Precious & Semi-Precious Stones 
— Established 1869 — 
7 W. Madison St., Chicago 2, Ill. 
LAPIDARY WORK 
Drilling — Cutting — Encrusting 


Specializing in Zircons, 
Opals and Star Sapphires 











"THE PATHWAY TO SUCCESS” 





WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 


The men pictured above, who are stu- 
dents in a watch repair class at Foehren- 
wald D. P. Camp, near Munich, Germany, 
are learning new skills to earn a living 
preparatory to their arrival in Israel. Fae 

Colonel Harry Henshel, vice president of —— : 
the Bulova Watch Co. and co-chairman of Ser z ? STOP SHILVER TARNISH . 
the United Jewish Appeal National Jewelry One simple application of Pro-Tex- | 
Sil will protect beautiful silver from 
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Committee (standing, above left), visited recA gl ope tpn 

D. P. camps in Germany after conclusion FREE TEST SAMPLE 

of Olymic Games in his capacity as a mem- WELMAID MANUFACTURING CORP. 

ber of the Executive Committee of U. S. aeee A Cee Sest.  eee S 

Olympic Committee. — 
Colonel Henshel reported that men and 

women are enthusiastically devoting them- 
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years, have moved into their new store at selves to preparing for a constructive part ee 
2905 J St., that city. as pioneers in the economy of the New Re- 

_ @ Lloyd Wechsler, who was with Silver's public of Israel. UJA’s $250,000,000 cam- 
Jewelers of Stockton, Calif., since his dis- paign is providing wherewithal to give ene siren 
charge from the Army 2% years ago, has these unfortunates a fresh start in life BECKER-HBCKMAN COMPANY 





29 East Madison Street, Chicago 3, Illineis 
PLASTIC BEADS 


For Every Purpose! 
TELL Plastic Beads are made in a 
variety of spheres, shapes, colors and 
finishes. Write for samples and prices. 


TELL MANUFACTURING CO., INC. 
39 Fulton Street, Newark 2, N. J. 


bought the firm of Carlyle Jewelers at in Israel—with dignity and in freedom. 











RECENT REMODELINGS AND REMOVALS 








Hooker Jewelry Co., 440 Vine, Poplar Bluff, Mo. New Location. 

Wolf's Jewelry, 117% East Seventh St., Long Beach, Calif. New Location. 
_Reyman’s Jewelers, 11 North Main St., Portchester, N. Y. Remodeled. 
Taper’s Jewelry Store, 102 North Main St., Butler, Pa. Remodeled. 

A. Lee Brown Co., 323 S. Saginaw St., Flint, Mich. Remodeled. 
Vondey’s Jewelry Shop, 309 E. St., San Bernardino, Calif. Remodeled. 
Tetley Jewelers, 216 East Columbia St., Farmington, Mo. New Location. 
Dunn’s Jewelers, Longview, Texas. Remodeled. 

Hurley Jewelry Co., Equitable Building, Portland, Ore. New Location. 
Tipton’s Jewelry Store, 9 East Main, Shawnee, Okla. New Location. 
Beane Jewelry Co., 214 West Main St., Palestine, Texas. New Location. 











USE DIRECT MAIL 





@ Contact Mr. Grent of ACCURATE 
ADDRESSERS, 1233-6th AVE., N. Y. 
19 — CIRCLE 35-5875. Yowr direct 
mail addressed as low as $7.5G,per 
600 te the lergest, most aecurate 
Net of retail jewelers. 
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PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 

















Wel SPECIALIZE... 


in special andes waeks. Sead “us your 
specifications. W. id hendt a design 


atl oul obligation ’ 







SCHUMER BROTHERS CO. 


H Jewel 
° \ 
} lanufa lurin G Jewe ers 


is y 5S EAST THIRD STREET + CINCINNATI, OHIO 


DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


GRO. Al, ae. meee), Bb 
114 West 6th Street. Cincianats. Ori< 








.. DISTINCTIVE 
JEWELRY 
WATCHES 


DIAMONDS 


THE D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 














Harry Greenwold Co. 


The Hemse of Omality aad Sersice 
18 WEST 7th STREET, CINCINNATI. OFT10 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


HAMILTON WATCHES 


Ay): eee) ee 8 

Lines of guciity and style that give you pro- 

tected profit, You can recommend these | nes 
te your customers with confidence 
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salers report a very good holiday business, 
and several of the manufacturers of special 


order work state they are from one to three 


weeks behind in filling orders because of 
the increased volume this year. 

q Carroll Seghers, Jr., manager of Car- 
roll’s retail jewelry store in Coral Gables, 
Fla., had an exciting experience while 
touring Europe this summer with his wife, 
according to information received by his 
father, who is proprietor of Carroll’s 
Jewelers, Fifth and Main Sts. While walk- 
ing down a main boulevard in Paris on 
July 9, Mr. and Mrs. Seghers had to duck 
bullets as police captured a bandit. Mr. 
Seghers, an amateur photographer, snap- 
ped several fine shots of the bandit and 
his captors, which he immediately sold to 
the Paris Presse, and which appeared on 
the first page of the newspaper that after- 
noon. These were the only action photo- 
graphs taken of the capture. 

q A diamond ring, designed by the C. R. 
Heileman Co., 415 Race St., and valued at 
$250, was purchased from the firm by the 
Cincinnati Post for presentation to the 
winner of a “Were You There” contest 
sponsored by the newspaper. 

q.A short circuit in a neon sign caused a 
fire on August 31 which damaged the show 
window and woodwork to the extent of 
$300 in the retail store of the English 
Jewelry Co., 41 East Fifth St. 

q Mayo Loeb, proprietor of the Loeb Dis- 
tributing Co., 528 Walnut St., while on a 
business trip through the South, was 
rushed to a Columbus, Ga., hospital on 
September 7 for an emergency operation. 
He is recovering satisfactorily, according 
to information received by relatives and 
friends here. 

q The I. B. Goodman Manufacturing Co., 
205 West Fourth S'., manufacturer of rings 
exclusively, has enlarged its quarters and 
added two jewelers, two polishers and one 
setter to its staff of employees. 

q Mayor Schuman, proprietor of M. S. 
Jewelers, retailer at 606 Wyoming Ave. in 
suburban Lockland, spent an _ enjoyable 
10-day vacation with his wife and 
daughters at Hotel Statler, Washington. 
D. C. 

q Fire in a drying machine at the plant 
of the Gruen Watch Co., 461 East Mce- 
Millan St., on August 20, caused damage 
estimated at $100. 

q Floyd Dellen, formerly in the jewelry 
business in Indianapolis, has been added 
io the sales staff of the Schumer Brothers 


Co., manufacturers of 5 East Third St. 
Mr. Dellen will cover the north central 
states. 


q Clarence Loeb of Litwin and Sons. Ine.. 
manufacturers of 114 West Sixth St., took 
his wife to Martinsville, Ind., for a 10-day 
vacation, and while at the health resort, 
they met Mrs. Will Weisser, wife of the 
well-known Peoria, IIl., retail jeweler. 


| q Paul Decker, son of Walter L. Decker, 

















CINCINNATI 


 @ Local jewelry manufacturers and whole- | watchmaker for the W. J. Barker Jewelry 


Store, 435 Main St., and Miss Ruth Brizues 
of Washington, D. C., will be married 9, 
October 16. 


q The Hanley Jewelry Co. celebrated the 
opening of their new store at 216 Dun 
St. in surburban Lockland with an open 
house on September 24. A feature of the 
opening was a demonstration of Sunbeam 
merchandise, and the serving of coffee to 
visitors from the new Sunbeam automatic 
coffee maker. 

q Lawrence Hundemer has purchased the 
interest of Carl Meyer in the Deer Park 
Watch Shop, and on September 1 moved 
the business around the corner from 4343 
Matson St. to 7714 Blue Ash Ave. 


q Paul Parker, a grandson of Aikin Lit. 
win, senior partner in Litwin and Sons, 
Inc., manufacturers of 114 West Sixth St., 
and an employee of the firm, and Miss 
Naomi Samuels were married on Sep. 
tember 12 in the Netherland Plaza Hotel. 


q Mr. and Mrs. Fred M. Hegner of George 
H. Newstedt and Co., retailer of 100 West 
Fourth St., enjoyed a delightful motor trip 
to the Yellowstone National Park the last 
two weeks in August. 

q Fishing was good in Michigan during 
August for Hobart A. Wehking, retailer of 
914 Main St., and Mr. and Mrs. George 
Menges of E. Wagner and Son, retailer of 
923 East McMillan St. 


q Mr. and Mrs. Jack A. Getz of the Getz 
retail chain vacationed during the month 
of September in California. Sol Epstein 
of the firm made a three-week motor tour 
in California during August. 

q William Shapiro, manager of the jewelry 
department of the Keilson Co., wholesalers 
of 321 East Seventh St., made a business 
trip to New England during September. 
q.H. J. Bihl of Bihl Brothers, retailers of 
123 East Eighth St., Newport, Ky., spent a 
September vacation in Florida. 

q Jule Kassel of the Kauffman-Kassel Co., 


manufacturers at 434 Elm St.. made a two 
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weeks business trip to the east during 
ber. 
4 Robert Gau of the Klein Brothers Co., 
wholesalers in the Enquirer Building, had 
charge of a company display at the Dallas 
Gift Show. 
4 Jerome Dattilo. retailer of 322 Ludlow 
Ave., has returned from a vacation in 
Florida. 
¢ Salvatore L. Montalto of the Roeart Co.., 
manufacturers of 700 East McMillan St.. 
made a business trip through the west 
during September. 
4 Foy Koehne and Ervin Early of the Al- 
bert and Seifert Co., manufacturers at 18 
West Seventh St., are on business trips 
through the south and southwest. 
4 Ralph E. Goebel, president of Ralph E. 
Goebel, Inc., wholesaler in the Provident 
Bank Building, made a _ business trip 
through Kentucky during September. 
4 Louis H. Albert of the Albert and Seifert 
Co.. 18 West Seventh St., is ill at his resi- 
dence in Hotel Alms. 
4 Mr. and Mrs. E. P. Sohngen, retailers 
of 6217. Montgomery Road, enjoyed a 
motor trip through the southern Great 
Smoky Mountain area during August. 
4 L. F. Rohan has been added to the sales 
staff of A. R. Jester, manufacturer in the 
Lyric Building. He will open new terri- 
tory in the south for the firm. 
q Mr. and Mrs. Dave Sharp, retailers of 
3991 Madison Road, have returned from 
an automobile trip through the southern 
mountain regions. 
4 Miss Helen Koch, a partner in the man- 
ufacturing firm of Mecklenborg and Ger- 
hardt, 811 Race St., spent a September 
vecation in Clearwarter, Fla. 
q Percy Lucas of Rosfelder Brothers and 
Co., manufacturers of 413 Race St., spent 
the month of September on a business trip 
through the south and southwest. 
q Mr. and Mrs. Louis A. Noelcke, retailers 
of 2851 Erie Ave., became active farmers 
for two weeks during August on their farm 
in nearby Brown County. 
q Mr. and Mrs. Charles Wolfe of Ben’s 
Budget Jewelers, 4568 Montgomery Road. 
have returned from a vacation at Miami 
Beach, Fla. 
q Miss Judith Torf, daughter of E. Torf. 
retailer of 3439 Reading Road. has ar- 
rived safely in Palestine, according to a 
cable received by her parents. Miss Torf 
is widely known in this city as a public 
speaker and leader in youth activities, and 
her many friends here wish her well in her 
new field as a “Pioneer in Zion.” 
q Two members of the firm of Joseph 
Faigle and Sons, manufacturers of 528 
Walnut St., have returned recently from 
business trips. Joseph Faigle called on re- 
lailers in a number of Tennessee cities, 
while his son traveled through the mid- 
west, 
4 Victor Kaufman, sales manager of the 
Victor Corporation, wholesaler in the En- 
quirer Building, and Miss Elaine Wacks- 
man were married in Hotel Alms on Sep- 
tember 5. They spent their honeymoon in 
Chicago. 
q Henry Swartz, formerly in the jewelry 
department of The John Shillito Co., de- 
partment store, has been added to the sales 
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staff of the Ira A. Selevan Co., wholesalers 
in the Provident Bank Building. Mr. 
Swartz will cover the local area. 

q Richard M. Fruh, proprietor of the 
Schneider Fruh retail jewelry store at 
2179 Central Ave., is convalescing from a 
double cataract operation. His mother is 
operating the business until Mr. Fruh’s 
return in several weeks. 

q the Northern Ohio Guild of the Amer- 
ican Gem Society did not hold a meeting 
in September because Dr. Glenn C. Tague, 
assistant professor of Geology at Western 
Reserve University, was overburdened with 
additional classes, and Dr. Henry F. Don- 
ner, professor of Geology at WRU, will not 
return from his trip to Africa until some- 
time this month. 

q Anthony Warrendorf, salesman for 
William F. Grassmuck Sons, Inc., retailer 
of 34 East Fourth St., vacationed in New 
York City and other Eastern places. 

q Harry Roberts, formerly with Schemel’s 
jewelry store, has opened his own store 
at 4006 Eastern Ave. The formal open- 
ing was held on August 28. 

q Joseph Sharp, salesman for Lange the 
Jeweler, 435 Vine St., enjoyed some ex- 
cellent fishing in Michigan during Sep- 
tember. 

q Hubert Esberger of Esberger Brothers. 
retailers at 1133 Vine St., is confined to 
his home with rheumatism. 

4 Ben Von Wahlde, retailer of 534 Vine 
St., and his wife and daughter, motored 
through Canada as far as Quebec during 
the summer. 

q Donald L. Nicholl, local retailer, and 
Miss Louise Ann Hillyard were married 
September 4. A reception following the 
wedding was attended by a number of 
local jewelers. 

q George Brown of the Gerwe Brown 
Co.. enjoved a variety of water sports while 
on vacation at Lake Erie. 

q Albert J. Laumann, retailer of 2454 
Gilbert Ave., and Mrs. Laumann, vaca- 
tioned by automobile in Virginia, Mary- 
land and Washington, D. C. Their son, 
Jack, a salesman in the store, motored to 
the Grand Canyon and other places of 
interest in the West. 

q John Gerwe of the Gerwe Brown Co.. 
manufacturers in the Temple Bar Build- 
ing, had charge of a company exhibit at 
the Dallas Gift Show. He was assisted 
by Julius Cortois and Thomas Brittain, 
company salesmen in the Texas territory. 





20th Century Watch Strap Co. 
Now Located in New Quarters 


The 20th Century Watch Strap Com- 
pany, which formerly occupied 2,500 
sq. ft. of floor space at 534 Vine St., has 
moved to 817 Main St., where it occupies 
6,000 sq. ft. of floor space. Wally Miller, 
president of the concern, said the move 
was necessitated by “a substantial in- 
crease in business.” 

The new plant includes a modernistic 
reception and sales room, private offices 
for the company officers and a daylight 
loft, where working conditions are ideal 
for the 30 manufacturing employees. The 
concern now has national distribution for 

(Please turn. io page 344) 
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GRAFNER BROS. | 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 

















“New Look” 


For Your Customers Jewelry—after 
we have Repaired it. 
RINGS OUR SPECIALTY 


* NEW BEZELS & SHANKS 
* SIZINGS 
* STONES & DIAMONDS SET 

* RINGS POLISHED LIKE NEW 


Fine Repairs for Less—48 Hour Shop Service 


(cibiiaial ewe | a 
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EXECUTIVE 
POSITION 


Open now 


Position open for capable 
diamond grader,(man or woman) 
who is also familiar with mount- 
ing merchandise. Experience in 
both fields essential. 


(30 SCHES={fPITZEL 
Importers of / CED 1), 220 Wese Fifth St 


Room 604 


Our stoff 
knows of this 
advertisement. 


Diamonds 


OF il ed a Sy | 


Los Angeles | 4 


California 














ANTHONY J. GREGORY 
AUCTIONEER 


Serving legitimate jewelers for 


20 years 
6956 North Ashland Ave., Chicago 26 
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PRINTED CELLOPHANE 


Colorful - Self Adhesive - Cellophane. processed 
in Rolls. Easy to buy - Easy to apply - used for 
Packaging - Point of Sale advertising - Parts mark- 
ing and Aircraft Wire terminal identification. 


TOPFLIGHT TAPE - YORK, PA. 
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So oo . — e poration, its name and address must be 

} Cincinnati and also ogre he eae the names nt 
| addresses of stockholders owning or holq 

W be ere t oe BE uF y (From page 343) one per cent or more of total amount of 7 

Ch a d Gl If not — oy . the names ang 
: addresses of the individual owners must 

Ima 2m ass its “Chic” watch straps, and has six fac- given. If owned by a firm, company, or ote 
a ie meee : : . unincorporated concern, its name and add 

tory-trained salesmen calling on retailers. an well as Wane of tack teaeetiael her. 

The sales force is to be expanded, Mr. must be given.) Holders of more than one pe: 

cent of the capital stock outstanding of Chilton 


PAUL A. STRAUB & CO., inc. Miller said. Company: Estate of C. A. Musselman, 99 


. stndiameniies Sycamore Ave., Merion Station, Pa.—Bene. 
19 East 26 Street, New York Mark von oo Named President ficiaries : Mabel M. og Mary M, Acton, 
Importers of David Acton; Charlotte M. Terhune, 160 E. 

Of Geroater Cincinnati RJA 48th St., New York, N. Y.; C. S. Baur, Thomas 


. h Jefferson Apts., B-51, 69-11 Yellowstone B) 
China, Glass and Earthenware Forest Hills, N. Y.; Mrs. Beulah Fahrendorf 


Dinnerware, Art Goods, Giftwares Mark Herschede, secretary - treasurer | 59 Drake Road, Scarsdale, N. Y.; Mary ¥ 


i . Acton, 260 Sycamore Ave., Merion Stati 
Marray Hill 38-5460 since 1940 of the Frank Herschede Co., re aga 0 Fg emer eng Pp en ron 


tailers of 8 West Fourth St., has been Merion Station, Pa.; Dorothy S. Johnson, 111; 


i incl ; Fifth Ave., New York, N. Y.; Ann E. Tomlip. 
named president of the Greater Cincinnati can ata tunis Soak teen Ee lin 


Retail Jewelers Association. The former 704 Church St. Annex, New York, N.Y. 
. . " Ethel G. Breen, Trustee u-w of Charles W 

W = D G W O O D first vice president, Mr. Herschede wl Anderson, Old Greenwich, Conn, —Beneficiarin 
Bone China Dinnerware, Queen's Ware ceeds Tudor Newstedt, who resigned be- a a ae E. Anderson, 
' ; arles W. Anderson, Jr., Annie L, Clark: 

Jasper and Black Basalt cause of ill health. John Blair Moffett, 1608 Walnut St., Philadel, 
Trade-Mark WEDQWOOD phia, Pa.—Agent for J. Howard Pew, J. N. 


HY Pew, Jr., Mabel P. Myrin, Mary Ethel Pew. 
Josiah Wedgwood & Sons, Inc. Elizabeth J. Bailey and Ellwood B. Chaseaine 
162 Fifth Avenue, New York City 


























Trustees Estate of James Artman, Deceased 
930 Real Estate Trust Building, Phila., Pa— 
Beneficiaries: Franklin Artman, Vera Watters, 
Alvin C. Artman, Elizabeth J. Artman, Marion 
A. Pratt, George H. Pratt by assignment: 
Edwin Moll, by assignment; Frederick §. Sly, 
149-40 35th Ave., Flushing, L. IL, N. Y. . 

3. That the known bondholders, mortgagees, 
MARK HERSCHEDE and other security holders owning or holding 
1 per cent or more of total amount of bonds, 
mortgages, or other securities are: None. 

4. That the two paragraphs next above, giv. 
ing the names of the owners, stockholders, and 
security holders, if any, contain not only the 
list of stockholders and security holders as they 
appear upon the books of the company but also, 
in cases where the stockholder or security 
holder appears upon the books of the company 
as trustee or in any other fiduciary relation, 
the name of the person or corporation for 


MADDOCK & MILLER, INC After attending the University of Cin- whom such trustee is acting, is given ; also that 


the said two paragraphs contain statements 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 
























































English China and Earthenware cinnati, Mr. Herschede spent four and one- embracing affiant’s full knowledge and belief 
CROWN DUCAL Dinnerware FOLEY Bone China half years in service, being discharged as as to the circumstances and a — 
MASON’S tronstene Ware IRISH BELLEEK ae Nie Alaa ies a He i : which stockholders and security holders who 

COALPORT Bone China and Earthenware ee ere ee Peer eee do not appear upon the books of the company 
ROYAL CAULDON Bone China and Earthenware ber of the Gyro Club and is vice presi- | 90 trustes, held stock sad soot = 3 
WELLINGTON Bone China Teaware dent of the Sigma Chi Fraternity Alumni a this affiant has no reason to believe that 
129 Fifth Avenue, New York 3, N. Y. Association. any other person, association, or corporation 
: : ae has any interest direct or indirect in the said 
The noted DeBeers motion picture, “The stock, bonds, or other securities than as 80 
Eternal Gem,” will be shown at the month- stated by him. > Weald 
JUSTIN THARA UD & SON ly meeting of the Association in Hotel (Rtenetare of -clitet, widithe, tall 
ENC. Sinton on October 9. The showing will be manager, or owner.) 
129 Fifth Ave., New York City followed by a round-table discussion of a > es before me this 
: . : a % > 
ROYAL ALBERT diamond selling. Door prizes for the meet- [SEAL] a 
English Bone China ing will include a counter display case and (Ste demnetesten cnplees Mecch 98. 20000 
MYOTT’S a man’s and a lady’s cigaret case. 
English Staffordshire Ware More than 60 members and guests at- 
tended the September meeting to hear 
J. R. Ozanne of Chicago discuss retail Joseff, Noted Hollywood Jeweler, 

TEDMAN IMPORTING CO. selling. Killed Instantly in Plane Crash 
225 Fifth Ave., Room 829 Tele.: CA 5-5324 a , 

New York 10, New York siiinaalaeules lata <eoitiaaiadinticaas Eugene Joseff, prominent — 
; ; “nn : 

ENGLISH BONE CHINA MANAGEMENT, CIRCULATION, ETC.’ jeweler, was killed instantly when t 
REQUIRED BY THE ACTS OF CONGRESS four passenger plane in which he was fly- 
Teas and A.D.'s, Breakfast and T AUGUST 24, 1912, AND MARCH 3, 1933, if., 
Mt a A= i gr ae Sets OF THE JEWELERS’ CIRCULAR-KEY. ing to Arizona crashed near Newhall, Calif 
"9 , oom a rare STONE, Published monthly at Philadelphia, after having taken off in a dense fog. 
a., for October 1, 1948. Mr. Joseff had a wartime plane engine 

COUNTY OF NEW YORK y P . 
STATE OF NEW YORK f 88. parts factory in Burbank, a part of which 
wetore me, a Notary Public in and for the he had converted into a costume jewelery 


QO importers of State and County aforesaid, personally ap- ' : 
7 EN GLISH CHINA peared P. M. Fahrendorf, who, having been factory which supplied cinema queens with 
and — ~ge ee ee ~ THE lavish artificial jewelry for many a recent 
EARTHENWARE JEWELERS’ CIRCULAR-KEYSTONE and period production. His plant was able to 
that the following is, to the best of his knowl- : . : . ] cr. 
Stock and Import edge and belief, a true statement of the owner- duplicate historically famous jewelry ! 
° ao F VILLE & €O., INC. pra Pherae agin ge ( . if F. aaty paper. = mass production. 
ve. New York .Y. circulation), etc., o e aforesaid publication : ‘ , , 
AL. 108 10, 0. ¥ for the date shown in the above caption, re- He is survived by his widow and one 
quired by the Act of August 24, 1912, as young son. 
amended by the Act ef March 3, 1933, em- 
bodied in section 537, Postal Laws and Regula- 
tions, printed on the reverse of this form, to 


ROYAL bouU LTON pe That the names and addresses of the pub- SWEDISH CRYSTAL 


lisher, editor, managing editor, and business terf 

Sagtiah Bone China and Barthenware manager are: Publisher, Chilton Company, —_— ae, te I 

DOULTON and ce. Ene. Inc., 100 East 42nd St., New York 17, N. Y.; 

+ tad 9 Editor, Lansford F. King, 100 East 42nd St., D. Stanley Coreoran., Ine. 
cossers To New York 17, N. Y.; Managing Editor, none; 

ieee — &. PITCAIRN CORPORATION ee Mouager. he  ; as 100 East 7 Weat 30th Street New York 1, N.Y. 
ec? ve. New Verk, H. Y. nd St., New York 17, N. Y. n Teel 
2. That the owner is: (If owned by a ocor- EOngnere 4 ee 
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OBITUARIES 
GEO. BORGFELDT 

Epwin S. ALBAUGH, 79, acknowledged survived by his parents, two sisters, and CORPORATION 
designer of the world’s largest watch and three brothers. 44-60 E. 23rd St., New York 10, N. Y. 
the first ball-bearing hall clock, died Sept. Jutius KapisH, 63, a jeweler at Tampa, en « ot ae TABLEWARE 
3 in Columbus, Ohio. F ollowing his retire- Fila, died suddenly August 17th in that EARTHENWARE GIFT and ARTWARES 
ment in 1921, he continued to work at his city. He formerly was engaged in the Bomectic and Foreign 
profession at his home in Worthington, jewelry business in Detroit and went to 
Ohio. Surviving are his daughter, a sister, be 23 years ago. During the war Mr. : a ee ee ee ee ee ee, ee ee ae 

d two brothers. adish was an advisor to government | 
30 San BurcoweERr, 86, a former jeweler agencies on diamond cutting and pre- | HEODOR HAVILAND 
of Dallas, Texas, and a resident of that cision time instruments. Surviving are | CHINA ) 
city for 34 years, died Aug. 28 at the home his widow and a daughter. 
of his daughter in Harrisburg, Pa. A native THEODORE LEAVENS, 48, owner of } 
of Illinois, Mr. Burgower moved to Terrell, Leavens Mfg. Co., Attleboro, Mass., died | | | 
Texas, in 1898 and went to Dallas in 1912, suddenly on August 23rd. Mr. Leavens , 
where a few years later he became a part- pr apn "% manager and treasurer | ee 

er in the Scherr & Burgower jewelry firm. of Robbins Co. in Attleboro and _previ- 
He is survived by his widow, a daughter, ously was in charge of their St. Louis THEODORE HAVILAND & CO. 
and two sons. and Chicago offices before incorporating 26 West 23rd Street 

Harry Cook, 87, for 30 years retail sales his own company recently. He was a | New York 10, N. Y. 
manager of the Oskamp-Nolting Jewelry director of the New England Manufac- |! merchandise Mart “Room 302 Brack Shops 
Co., 26 West Seventh St., Cincinnati, Ohio, turing Jewelers and Silversmiths Associa- | | Chicago 54, II!. Los Angeles, Calif. | 
until his retirement in 1936, died at his | tion and also served as a member of the | **°s"°s™esmoemose sethtie. edendemnmnaet 
home on Aug. 2. He would have celebrated oe & Manufacturers Club of 
his 65th wedding anniversary on Sept. 5. icago. | 
Survivors include his widow, three daugh- CHARLES E. PAYNE, 68, associated with SERVICE P LATES ° DINNERWARE 
ters, and a son. the jewelry business in Cincinnati for Famous for all-over 


JosepH D. Ditcer, 71, manager of the many years, died September 6 at his “SATIN GOLD” CHINAWARE 


Motch Jewelry Co., retailer of 613 Madison home, 3110 Bellewood Ave. For 15 years, 
Avenue, Covington, Ky., was found dead in he had been a salesman for the Schumer ATLAS CHINA CO., Ine. 


the store on Sept. 6, apparently the victim Brothers Co., 5 East Third St., Cincinnati, 27 West 20th St.(Since 1918) New York 11, N.Y. 
of a heart attack according to the coroner’s Ohio, and previously he had been a 
verdict. He had been in ill health for sev- salesman for the former L. Guthman and 
eral months. Survivors are his widow and Co. for a number of years. Survivors are 
two daughters. his widow and three sons. 














FINLAND CERAMICS and GLASS CORPORATION 


GeorceE H. Evans, 78, former president of Fred RotH, 93, connected with M. 
Evans & Sons, Inc, jewelers located at 234 Schussler & Co,, Inc., wholesale jewelers 
Genesee St., Utica, N. Y., died September of San Francisco, Calif., for approxi- 





13th after a brief illness. He was associated mately 50 years and for many years presi- 


with the firm for 65 years and was president dent of the firm, died July 13th. A 225 FIFTH AVENUE 
from 1924 to 1947. His father, the late native of New York, Mr. Roth went to 


Thomas T. Evans, founded the firm. Even the Pacific Coast as a traveler for the 
after resigning as president, Mr. Evans L. & a nen — York on LEVY BROS. CHINA CO., ine. 
continued to take an active part in the importers. e later became associate 
* . . . EST. 1863 NEW YORK 
business. with M. Schussler & Co. Survivors in- 
SAMUEL H. FRANK, a jeweler at Milford clude his nephew, Harry J. Levy, present | Gifts... Dinnerware... Service Plates 
, ee ee” ‘ ALL-OVER DESIGNS IN 22K GOLD 
Del., became ill at his shop in that city on ead of M. Schussler & Co., and two 
Office and Showroem Shewroom 


August 23rd and died shortly after being nieces. 
taken to the hospital. He was a native Louis Tamis, 78, head of the firm of » 79 Fifth Avenue 225 Fifth Avenue 


of Philadelphia and had conducted a Louis Tamis & Son, goldsmiths located at 
jewelry business in Georgetown, Pa., be- 36 West 47th St., New York, died August 
fore going to Milford five years ago. He 27th. Mr. Tamis, who founded the firm 


DECORATIVE 
is survived by his widow and three sons. in 1909, was noted for many innovations MARY RYAN Neel 3370) :113 





China-Falence Art Pott 
NEW YORK 

















LAWRENCE JOHNSON, 39, for 23 years and creations in the field of manufactur- 
Pr y ; FURNITURE 
a platinum worker for the Schumer ing gold cases and novelties. The busi- 
Brothers Co., manufacturers of 5 East ness will be continued by his sons Jack, seal i ae ee GIFT AND ART 
Third St., Cincinnati, Ohio, was found Samuel, and Jesse. Merchandise Mert. Chicagce NOVEEPRES 
~ in a chair on the porch of his 
ome. [| iti i 
n addition to his widow, he is CORRECTION 








— Due to an unfortunate mechanical error CA S - LE TON 
ON e T 4 in our September issue, the obituary — ; P ; ‘ 
Bo 3] hs notice on the death of Henri van Dam, Distinguished AT American China 










; ; prominent New York diamond merchant, RS Hy 
Fine English Tableware | listed him as “Joseph” van Dam. We So 
MIDHURST IMPORTING CORP. sincerely regret the inconvenience caused CASTLETON CHINA INCORPORATED 
15 EAST 26th STREET NEW YORK nde Seeniy: Sy ite a a. ©. etnaan, Praca 
212 FIFTH AVENUE NEW YORK 10 

















Observe Silver Anniversary 
WINDSOR WARE T. Elvina and Mrs. E. Elvina, founders ENRIGHT-LeCARBOULECE ING. 
of La Neuva Ecijana, jewelry firm located , 

English Earthenware in Manila, Philippine Republic, recently ob- CRYSTAL from Sweden 
JOHNSON BRO: . F STEMWARE, BOWLS, VASES, PERFUME 
U.S.A. Representatives served the 25th anniversary of that firm. 
pNENoLAND FISHER, BRUCE 2 CO Mrs. Elvina has continuously assisted in the a 
‘ ° 160 Fifth Avenue New York 10, N. Y. 


Phila.: 221 Market St. New York: 1107 Broadway store’s operation for the past quarter of a Telephone: CHelsea 2-8702 and CHelsca 2-2584 
century. 
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Vibrating A Hairspring 





Sixth in a series of articles explaining, in detail. 


the operation in which a hairspring is fitted to a balanee so 


that it oseillates a required number of times an hour. 


This installment considers eleetronie vibration. 


by HENRY B. FRIED 


Executive Secretary 
The Horological Society of N. Y. 


IBRATING a hairspring is that operation in which 

the new spring’s length is adjusted so that it causes 

the balance to swing a definite number of times a minute. 

There are numerous methods of vibrating a new hair- 

spring to a balance. To give detailed descriptions of 

each method would require a volume in itself. However, 

the more efficient and simpler methods will be described 
here. 

Watch factories obtain mass production precision vi- 





Fig. 32. Electronic devices such as this are used 
to obtain mass production hairspring vibration in 
watch factories. Vibrating head holds hairspring 
and suspended balance; electronic counter is in base. 


brating by using electronic devicés which cause the 
vibrating balance to make and break an electrical con- 
tact. These electrical interruptions are electronically 
counted and compared with the standard. Such a device 
is shown in Fig. 32. It consists of a vibrating head which 
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holds the hairspring and the suspended balance, and also 
the electronic counter which makes up the base. 

Most vibrating machines suspend the balance and 
compare its oscillations with the visible master balance 
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Fig. 33. Detail view of the vibrating head shown 
in Figure 32. The hairspring is fed into the 
grooved shaft and rollers (4), and lower balance 
pivot barely rests on the lead contact plate. 
The rocking lever (6) sets balance in motion. 






enclosed in the table of the machine. However, this unit 
is an electronic device. The vibrating head (Fig. 33) is 
mounted on the frequency and control unit which is simi- 
lar in principle to the electronic timing machine. A disc 
or dial with the seconds of a minute printed on it, pre- 
cision rotates at the standard five times a second or 
18,000 times an hour. 

The hairspring is fed into the grooved shaft and roll- 
ers (4, Fig. 33) in the vibrating head. The balance is sus- 
pended until the lower balance pivot barely rests on the 
lead contact plate (5, Fig. 33). The rocking lever (6, 
Fig. 33) sets the balance in motion. As it swings, the 
hairspring will draw the balance up and down again. 
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Percentages show approximate comparison 
of present prices with 1935 to 1939 levels on 
certain items in groups covered. Figures are 
believed accurate but are not guaranteed. 
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With most commodities selling at prices about double 








al 
eee the 1938 level, it is worthy of note that the cost of the 
pUBLICAT \ON WatchMaster (at present) remains unchanged. 


yp 200% 


Why? Quantity production resulting from tremendously 
increased demand, stream-lined production methods, re- 
duced selling costs—and the manufacture of many 
additional parts in our own plant have enabled us (thus 
far) to maintain our original price. 


Besides, engineering advances, nation-wide serv- 
ice facilities, personal installation, regional in- 
struction and promotional cooperation are now 
“plus values”. 





Still, letters from users say that the WatchMaster 
is building for them, bigger profits than ever. 
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Distributors of Western-Llectric Watch-rate Recorders 


FOR OCTOBER, 1948 347 








The lower pivot thus makes and breaks contact with the 
lead plate. 

The vibrating machine is connected to the electronic 
base and each contact of the lower pivot with the lead 
plate completes an electrical circuit This causes the dial 
light to flash. If the balance moves up and down at the 
same rate as the rotating disc, the flash will illuminate 
the same number on the disc at each pivot contact and 
disc rotation, and this number will appear to remain 
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Fig. 34. The dial will appear to be moving to 
indicate the loss in minutes per day if the 
balance vibrates faster than rotating disc. 
This will also cause the light to flash on. 


stationary. Should the balance vibrate faster than the 
rotating disc, it will cause the light to flash on and the 
dial (Fig. 34) will appear to be moving to indicate the 
loss in seconds per day. If the disc seems to be moving 
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\ Exact 
Studding 


\\ \ 


Fig. 35. By pressing lever No. 10, Fig. 33, 
the spring is cut off and bent exactly at 
the studding point. All successive units 
can now be easily vibrated inasmuch as the 
suspension point has been established. 


counterclockwise the spring is taken in by turning the 
feeder knob (7, Fig. 33). If the dial seems to be turning 
clockwise the spring is lengthened. Thus the spring’s 
Jength is adjusted and the suspension regulated (by ad- 
justing knob 12, Fig. 33) until the dial flashes show 
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the figures to appear motionless. When this adjustmen; 
is achieved it is an indication that the unit is accurate 
to within 10 seconds + or — a day. 

The studding point is added to the length of the spring 
by preadjustment. By pressing lever No. 10, Fig. 30 the 
spring is cut off and bent exactly at the studding point 
(Fig. 35). Since the suspension point is now established 
(pivot barely touching the lead plate), all successive 
units and springs are easily vibrated. It is claimed that 
with only a little training an operator can produce about 
500 vibrations a day. 

A new electronic hairspring vibrator designed for use by 
the watchmaker at the bench has just been marketed by 
the makers of the WatchMaster as shown in Fig, 36, 
This is similar to the device previously described, except 
that the vibrating head is simpler in construction. This 
tool consists essentially of the precision ground tweezers 
mounted on an adjustable bracket attached to a heavy 
base (Fig. 37). The bracket is adjustable vertically and 
horizontally and the tweezers may be rotated in order to 
provide proper adjustment of the spring under test. 

The vibrator unit terminates in a cord with plug at. 
tachment which is connected to the timing machine by 





Fig. 36. The new WatchMaster electronic hair- 
spring vibrator which was recently placed on 
the market plugs directly into the WatchMaster 
recording machine in place of the V-3 tube. 


removing the thyratron tube (V-3), inserting the special 
plug in its place and re-inserting the thyratron into the 
top of the plug. 

In operation, the hairspring is placed in the tweezer 
of the tool so that the hairspring’s length is obviously 
longer than necessary and, as before, the tweezers are 
adjusted and the balance is suspended so that the lower 
pivot barely makes contact with the lead plate. The bal- 
ance is then placed in motion by lateral rotation of the 
head assembly whereupon the balance will be lifted from 
the plate during the wind-up period of the hairspring. 
When the spring unwinds it will then make contact with 
the lead plate. This causes the stylus in the timing ma- 
chine to produce a dot on the rotating drum. These dots 
will be produced as long as the balance has sufficient 
motion to make and break contact with the lead plate 
or until the stylus has progressed across the drum in its 
half minute run. 

These dots represent only half beats and only a single 
line is produced. The line produced is read just as those 
produced by a going watch under test. The producers of 
this machine give a simple formula to aid in arriving 
at the correct hairspring length. The number of lines 

(Please turn to page 352) 
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OCRAT: PW-12. Chromium plated Pocket 
Watch with outside black enamel numeral 
dial. Clear non-breakable crystal. Has mod- 
ern, dial type second indicator. A reliable 
timekeeper. Retail $2.75. 





AUT 





CAMEO: WW-123. A truly beautiful Wrist 


Watch! The bezel is 10 kt. rolled gold 
late, back is stainless steel. Raised numeral 
metal dial. Pigskin strap. Retail $7.95. 





PRINCESS: 1D-0-13. This smart, tiny l-day 
Alarm Clock is only 31/4’ square. Gleaming 
ivory finished case, and brass plated bezel 
and hands. Single wind for time and cheer- 
ful bell alarm. Retail $3.50. 





LIBERATOR: 8D-182. Beautifully designed 8- 
day Alarm Clock. Watch-type escapement. 
Clear bell alarm. Square ivory finished case, 
with brightly polished brass bezel and 


graceful, distinctive hands. Retail $4.50. 












LYRIC: SA-14. Graceful miniature self-starting 
electric Alarm Clock. Its smartly designed 
die-cast metal case is finished in glossy, 
durable ivory baked enamel. Pleasant 1-2-3 
alarm. 41/,"" high. Retail $4.95. 


KITCHENETTE: SK-137. Streamlined self-start- 
ing electric Kitchen Clock, in gleaming 
white or red plastic case, as specified. For- 
ward tilt for easy reading. Clear dial, con- 
vex glass. Chrome plated bezel. Convenient 
bottom set. 71." high. Retail $4.95. 
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Clocks and Uatehes 


@ Sentinel Clocks and Watches are nationally 
advertised in LIFE, SATURDAY EVENING POST 
and LOOK whose monthly readership is approxi- 
mately 100 million people. 

Sentinel Clocks and Watches are sold under 
Fair Trade Agreements in states where these 
apply, with liberal profit margin. 

Available for dealers are illustrated con- 
sumer folders, counter cards, newspaper mats, 
and LIFE arrow stickers. 

Let the fast-selling Sentinel line bring you 
customers and profits. 


THE E. INGRAHAM COMPANY 


Bristol, Connecticut ° Established 1831 


Prices exclusive of taxes and subject to change. 


BUY 
SENTINELS 



















ARTCRAFT: SD-138. Self-starting electric Oc- 
casional Clock, in smartly designed case, 
of gumwood with butt walnut top, hand- 
rubbed finish. Gold plated feet and bezel. 
The metal dial is silver plated, with convex 
glass. 51" high. Retail $9.95. 





BREWSTER: SA-19. This self-starting electric 
Alarm Clock has a very legible dial and 
easy to see alarm set. The hand-rubbed case 
is an attractive combination of gumwood 
and walnut. Retail $7.95. 







CATHEDRAL: SSC-2. Handsome self-starting 
electric Cabinet Clock in church nave de- 
sign. Case, selected two-toned walnut. Sash, 
gold plated; dial, silver plated. Strikes 
hours and halves on mellow toned bell. 
1014" high. Retail $29.95. 


AURORA: ST-320. Self-starting electric Tam- 
bour Clock, 19”. long. Beautiful, hand- 
rubbed case of selected walnut. Silver 
plated dial, gold plated sash. Retail $19.95. 


MONTCLAIR: SST-6. Graceful, streamlined 
self-starting electric Tambour, 20” long. Oval 
sash is gold plated and dial is silver plated. 
Case, beautifully grained walnut with inlaid 
panels of matched burl walnut. Strikes hours. 
and halves on chime rod. Retail $24.95. 


Be : 











CROYDON: SST-7. A lovely Tambour self- 
starting Electric Clock, 20°’ long; case, fine 
selected walnut veneers and burl walnut — 
a masterpiece of fine cabinet making. Gold 
plated sash, silver plated dial. Strikes hours 
and halves on chime rod. Retail $24.95. 
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AWING DIAMOND—I have a piece of rough diamond 
that I want sawed or ground, to use for truing grind- 
ing wheels. Where may it be sent for this? (Question 


No. 6077.) 


Answer—tThe work described may be sent to F. F. 
Gilmore & Co., 285 Columbus Ave., Boston, Mass., for 
a good job of shaping for the use mentioned. This is 
one of the oldest and a reliable firm for diamonds for 


all industrial uses. 


OOTH AND LEAF NUMBERS—Could you give me 
the numbers that should be provided on index-plates 
or discs for a wheel-cutting outfit, that would include 
about all the tooth and leaf numbers needed in watch 
work, assuming using divisors for low-number wheels 
and pinions, to reduce, as much as possible, the numbers 


listed. (Question No. 6078.) 


Answer—For the even numbers, every other number 
from 52 to 66 inclusive; 68; 70; 74 to 80 inclusive; 84; 
83; 94; 98; 144; 360. For the odd numbers: 51 to 59 
inclusive; 63 to 71 inclusive; 75; 77; 79; 82; 86; 92; 
100; 365; 366. These lists are taken from the two sides 
of a universal index-plate that has been used, for many 
years, without running into any lack of numbers called 
for in watchwork of every kind, and clock work. 


RASS AND ALUMINUM STOCK—Where would 

be the best place to buy sheet (plate) brass and 
aluminum in rods and in plates about 6 millimeters 
thick? Am planning to make an enlarged model of a 
lever escapement, and the local hardware store does not 
seem to know much about getting metals of specific 
properties like hardness, etc. (Question No. 6079.) 


Answer—For the brass plates write to: American 
Brass Co., Waterbury 88, Conn.; and/or to Revere Cop- 
per and Brass Inc., 230 Park Avenue, New York 17, N. Y. 


About the aluminum stock, we suggest writing to Alumi- 
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WORKSHOp 
QUESTIONS 
AND 
ANSWERS 


num Company of America, 1920 Gulf Bldg., Pittsburgh, 
Pa. The firms named are, we believe, the largest pro. 
ducers in the world, and they have technical advice ser. 
vice at the disposal of consumers, to recommend the exact 


variety of metal best for any specified use. 


EWELRY CLEANER—Some years ago I got from JC-K 

a recipe for a jewelry-cleaning solution that worked 
very well, but I have lost the formula and would like to 
have it again. I remember it contained ammonia, castile 
soap, and soda, but don’t recall the quantities. (Question 


No. 6080. ) 


Answer—Into one quart of water, put two ounces 
lump borax, one ounce washing soda, and one ounce of 
castile soap cut into fine shavings. Boil these together 
until all are dissolved. After almost cooled, pour the 
liquid into a jug of one-gallon capacity. Next, add five 
fluid ounces of aqua ammonia, stir or shake to mix 
thoroughly, and add enough more of water to fill up the 
jug and make a total quantity of solution of one gallon. 
In using this, place the work to be cleaned in a pyrex 
or enameled iron pan and pour over it enough solution 
to cover the work. Bring the solution to a boil; scrub 
the work with a medium-stiff bristle hand-brush, as soon 
as it is not too hot to handle (but the hotter the better). 
Rinse in water, preferably hot, and dry in clean sawdust. 
If hot water cannot conveniently be had, use cold water 
to remove all traces of the solution (running water 1s 
advisable), then immerse the work in denatured alcohol 


and dry in sawdust. 


SE OF CAMPHOR—We have been told that it is a 
good thing to put camphor in drawers or showcases 
where we keep watches in stock, to prevent rusting of 
steel and tarnishing of cascs. Would you recommen 


this? (Question No. 6081.) 


Answer—Probably your adviser had in mind the 
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LEGACY $138.03 


They’re style leaders. Authentic Seth Thomas* electric and 
spring wound clocks are smartly designed... beautifully 
made ...and both traditional and modern models appeal to 
men and women who appreciate fine things. 


They’re top quality. Every Seth Thomas is engineered to 
rigid specifications by craftsmen. Only the finest of choice 
woods and the very finest machine parts are used. No com- 
promise with quality here. 
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They’ve a fine reputation the world over for accuracy, de- 
pendability and long, faithful service. For more than a cen- 
tury and a quarter—since 1813—thousands have considered 
Seth Thomas “‘the finest name in clocks.” 





They meet every need. Dealers know that with the full Seth Thomas line on their 
shelves it is possible for them to satisfy the desires of every customer. There’s a Seth 
Thomas style for every room in the home... for the office...and for the boat enthu- 
siast as well. Note the models at the right. They're attention-getters that even have 
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the “‘feel”’ of quality. 














































4 > bs : 












They’re nationally advertised. The biggest cam- in town’’...specializing in merchandise of 
paign in Seth Thomas history of consistent the finest quality. Today—as a result of con- 
advertising now includes dramatic full pages structive policies maintained throughout the 
in The Saturday Evening Post. Additional years — Seth Thomas dealers recognize that 
ads featuring popular models appear regu- it’s good business to feature these clocks 
larly in a list of favorite magazines read by prominently. Why not plan now to show se- 
more than 21,300,000 likely buyers. lected models in your own Store displays and BAXTER: $29.75 
And... they’re prestige-building. Seth Thomas advertising? Write for free newspaper ad ce : 
clocks identify the dealer as “‘the finest store mats. Seth ThomasClocks,Thomaston,Conn.  @ 7% = |. — | 4 
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BROOKFIELD $84.00 


A PRODUCT Of GENERAL TIME INSTRUMENTS CORPORATION 


Recommended retail prices ‘subject 
to change) including Federal Taz 
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practice of putting camphor in showcases that display 
silverware—this does reduce the tarnishing effect of air 
on silver goods. But we cannot see any advantage of 
doing this for watches. Camphor does not reduce mois- 
ture that might cause rust on steel. Watch cases (except 
perhaps those of trashy quality) are not made of metals 
that are subject to tarnish as silver is, and hardly any 
watches are cased in silver nowadays. Indeed, camphor 
fumes may have a bad effect on the oil in watches. We do 
not recommend using it in the way your inquiry suggests. 


LD CLOCK—Am sending you a paper disc from 

an old Howard watchman’s clock that is in an old 
bank-building that is being torn down. I think this clock 
is one a collector might buy. Can you give me the name 
and address of the maker, if still in business, or advise 
in any other way how to find someone interested in the 


clock? (Question No. 6082.) 


Answer—We suggest that you send a photograph of 
the clock to Mr. Robert A. Franks, Caversham Road, 
Bryn Mawr, Pa., and ask him to write you about the 
method the National Association of Watch & Clock Col- 
lectors has for circularizing their members on old clocks 
that are offered for sale. Mr. Franks is president of the 
Association. The Howard Clock Company that made 
your clock has been long out of business. Their clocks 
are serviced by Howard Clock Sales Corp., 132 W. Broad- 
way, New York 13, N. Y.; and Howard Clock Products 
Co., 256 Charles St., Waltham 54, Mass. 


urea thinking of making a clock for ad- 

vertising my business, something in the window-dis- 
play class, and making plates, wheels, etc., out of trans- 
parent and colored plastic material. I have the equipment 
for wheel-cutting. What kind of plastics would make a 
good job? (Question No. 6083.) 


Answer—tThere are many materials coming under 
the classification “plastics.”” You should be very cautious 
about putting a lot of work into clock mechanism made 
of unorthodox materials, and we suggest that you make 
sketches of your proposed clock and submit them to a 
firm such as Bakelite Corporation, 30 E. 42nd St., New 
York 17, N. Y., or E. I. DuPont de Nemours Co., Wil- 
mington, Del., for information about physical qualities 
of their various products, such as wearing effects under 
friction, flexibility, etc. This may save you waste of time 
making up parts that wouldn’t prove suitable for your 
purpose. 





VIBRATING A HAIRSPRING 
(From page 348) 


produced on the paper chart on the recording drum is 
first multiplied by two. This is then divided by the prod- 
uct obtained plus 1. The ratio, always less than unity, 
will give the approximate rate of the hairspring when 
multiplied by 18,000. 

For example, suppose the first reading shows 6 lines. 
6x 2=12. 12+ 1= 13. Multiply 18,000 by 12/13 
and the result is 16615. Now suppose there are 14 full 
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Fig. 37. Close-up of new WatchMaster vibrating 
head. Bracket is adjusted vertically and hori- 
zontally, and tweezers may be rotated in order 
to provide proper adjustment in spring testing. 


coils at the point in the hairspring being tested. Multiply 
16615 


4X 78,000 
ber of coils there should be. Figures 38, 39, and 40 


and the result is 12.9 or about the num. 








Fig. 39. Another read- 
ing of balance test. 





Fig. 40. Result of an- 
other balance test em- 
ploying WatchMaster 
hairspring vibrator. 


Fig. 38. Sample read- 
ing of an actual bal- 
ance being tested in 
WoatchMaster vibrator. 


show three sample readings of an actual balance under 
test. The progressive operations and results are shown 


in these charts. 
(To be Continued) 
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ow to help your customers 





select the BIG BEN 
best suited to their needs 


Remember—there are three Big 
Bens. They cover the needs of 
every type of sleeper. 
that your sales people are familiar 
with the features of each of the 
three Big Bens. They’ll do a bet- 





BIG BEN LOUD ALARM has a tick 
you can hear. And he wakes the 
heaviest sleeper with his “‘fire alarm”’ 
call that rings intermittently. Hand- 
some black case. Big easy-to-read 
numerals. He retails for $4.75. With 


luminous dial a dollar more. 


Be sure 


BIG BEN ELECTRIC ALARM has an 
exclusive gong alarm, adjustable to 
loud or soft. Beautifully designed. 
Rich brown case, gold color trim. 
His sturdy electric motor is long lived 
Retails at $8.95. With 


luminous dial a dollar more. 


and silent. 


ter selling job, and your custom- 
ers will be better satisfied. See 
details of each clock below. 

Suggestion: Place this magazine, 
opened to this advertisement, in a 
prominent place in your clock dept. 


BIG BEN CHIME ALARM 


BIG BEN CHIME ALARM has a 
quiet tick. He is the first polite alarm 
clock in history. ‘First he whispers, 
then he shouts’’.* His first call is a 
gentle whisper. Then if you don’t 
wake up, he shouts! Retail, $5.75. 
With luminous dial a dollar more. 


Prices quoted do not include tax and are subject to change. * Trade Mark Reg. U.S. Pat. Off. 


BIG BEN secs sess ome WESTCLOX" ssc cone urnei on 


WESTCLOX, LASALLE-PERU. ILLINOIS; 


FOR OCTOBER, 1948 


IN CANADA, WESTERN CLOCK 


LTD., PETERBOROUGH, ONTARIO 
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ots time to make out 
/ ab Dist! 


HERE’S YOUR CHECK LIST => 








On the page facing, you will see the Christmas Gift 
ad for General Electric Clocks. 

It is reproduced in black and white here, but it 
will run in FULL COLOR in a whacking good list of 
national magazines. We’re really packing a knockout 
promotional punch this year! 


Look ’em over: 





Through these mighty magazines this powerful gift 
ad will reach no less than 74,650,000 prospective pur- 
chasers of General Electric Clocks! 


We don’t have to remind you that Christmas time 
is the GREATEST SINGLE SELLING SEASON in 
the retail business. No other season is even close. 


WE’RE creating a huge consumer demand. YOU 
should be ready to cash in on it! These clocks are 
proved and tested gift items. They’ll SELL. So do this 
one thing: 
Get your order blank in to us with your selec- 
tions BEFORE your customers walk in with 
their Christmas shopping lists! For your pro- 


tection, do this now. TODAY! Appliance and 
Merchandise Department, General Electric 


QA Company, Bridgeport 2, Conn. 
a 
Nospyoul _ 


GENERAL @@ ELECTRIC 
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hristmas, give the gift thats always right... 


handsome General Electric Clocks ! 





IVE ONE of these clocks, and you give an enduring reminder of your regard 
—one that will be consulted several times a day for untold years! 


Besides outstanding good looks, these clocks have all these General Electric features: 


1. No winding .. . self-starting, just plug in. 2. Quiet... no ticktock. 3. Dependable 
... On time, all the time. 4. Accurate... electrically checked by your electric utility 
company to correspond with official Naval Observatory time. ; 


General Electric ‘Gift Clocks’’—from $4.50 to $535.00. 
A clock for every purse and purpose! 








HER ALDER —A welcome low-cost gift, with 
“Select-A-Larm™ feature! This gives the 
user choice of personal volume control. 
Alarm can be set at a soft purr, call, or 
shout. Luminous hands and hour dots for 
easy reading at night. $5.95, plus tax. 


CANDLELIGHT — An exquisite occasional 
clock, beautifully cased in glowing tan pig- 
skin, or East Indian lambskin, bordered by 
white saddle stitching. Also available in 
sparkling black glass, ground and polished. 
A superb gift! $19.50, plus tax. 








MORNING GLORY —This beautiful alarm 
clock’s flawlessly cast-metal case has a soft, 
satiny, butler silver finish and gold-colored 
brass feet. Its bell alarm is melodious but 
positive! $17.95, plus tax. 


DELEGATE—An unusually handsome 
alarm clock, whose distinctive feature is 
the richly grained, golden-mahogany case. 
The design is modern—in the best sense 
of the word. $9.95, plus tax. 





ADAMS—A magnificent grandfather clock of Eighteenth Century design, even to 
weights and pendulum. The mahogany case is authentically styled. Note the special 
“moon dials.” Westminster chimes sound the quarter hours on five tubular bells. 
$535.00, plus tax. Other hall clocks: the VIRGINIAN (a popular-priced grandfather 
clock at $385.00) and the WINTHROP (a charming grandmother clock at $195.00), 
both plus tax. 





NAVIGATOR —Brings a note of nautical 





SELECT-O-SWITCH—An ingenious time- 








RHAPSODY — This elegan 
clock has a diagonally grained mahogany 
case burnished to a sheen. Westminster 
chimes, subtle and beautiful, strike the 
quarter hour. $55.00, plus tax. 





t mantel chime 





RIDGEFIELD—A charming Colonial 
mantel reproduction. Faithful in 
design, it strikes both the hour and 
half-hour on a deep-toned, spiral 
gong. $32.00, plus tax. 





switch clock that will turn electric appli- 
ances on and off for selected intervals over 
a 12-hour period. $14.95, plus tax. All clocks 
on this page available at your dealer's. 


trimness with its brightly polished spokes, 
set in a brown-plastic wheel! An ideal gift 
for men. $7.95, plus tax. General Electric 
Company, Bridgeport 2, Conn. 


Why wind a clock today? Get a General Electric Clock and FORGET IT! 


GENERAL @@ ELECTRIC 
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News 





Gem-O-the-Month Display 


One of the features of the extensive 
birthstone ring merchandising promotion 
just undertaken by Gem-O-the-Month, New 
York, is an attractive, all-lucite counter 
or window display which holds the man’s 
and lady’s birthstone ring of the month. 
Individual display cards are silk-screened 
in five colors and are changeable for each 
month’s promotion. For complete infor- 
mation contact “Gem-O-the-Month,” 64-66 
Nassau St., New York 7, N. Y. 





New Speidel Package 


Speidel Corporation’s newest package— 
a simulated antique, carved ivory plastic 
case designed to hold the company’s new 
Golden Templar watch band, is calculated 





to protect the package, give good display 
and assure trade name identification. 


New Prism-Lite Ring Box 


Prism-Lite Diamonds, 4 West 58th St., 
New York City, recently announced a new 
ring box made of clear lucite, which Jooks 
like a giant replica of the very diamonds 
it encloses. It is fully faceted, and opens 
at the girdle to reveal the Prism-Lite 
diamond ring or bridal combination snugly 
set in an ingenious patented ring grip. 





The top is securely hinged, the whole 
diamond-like affair set in a _ gleaming, 
contrasting black base and enclosed in a 
beautiful ivory and gold embossed card- 
board container. 
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Oneida Furnishes 
Merchandising Aids 


To tie-in with their national consumer 
advertising, Oneida, Ltd., has recently dis- 
tributed several pieces of literature de- 
signed to help the retail jeweler increase 
his silver sales. 

Advising retailers to advertise locally, 
one brochure contains newspaper mats, 
available from Oneida, which_ stress the 
year-round promotion of Community silver- 
plate and Tudor plate. In addition to adver- 
tising at Thanksgiving and Christmas, it is 
suggested that jewelers can bring more 
bridal sales to their store all-year round by 
promoting the sale of silverplate as wedding 
gifts. A series of spot radio announcements 
suited to the jeweler’s needs are also in- 
cluded in this brochure. 

Another free merchandising aid, a pam- 
phlet titled “What Every Jeweler Should 
Know About Women”, contains four-color 
reprints of Oneida’s national consumer 
advertisements which can be effectively 
used for dramatic window or counter dis- 
plays. 

Other literature available from Oneida 
consists of: a price list catalogue which 
illustrates both Community flatware and 
hollowware and consumer circulars on 
Community silverplate, Tudor Plate, 1881] 
(R) Rogers (R) silverplate, and Heirloom 
Sterling. 


Jules Jurgensen Plans Extensive 
Advertising and Promotion 
Program 


David Woronock. President, the Jules 
Jurgensen Corp.. 630 Fifth Ave.. New 
York 20. N. Y. (Jules Jurgensen watches). 
concurrent with his announcement that 
thev will shortly launch the greatest 
national advertising campaign in their 
history. announced the appointment of 
Edward A. Ochs as sales manager. Mr. 
Ochs brings a broad background of suc- 
cessful jewelry field experience. 

The new campaign. it was stated. will 
be completely integrated with the ex- 
panded new Jurgensen collection through- 
out the countrv. which is stvled directly 
in line with the Jurgensen 208-vear-old 
tradition. 


An attractive 16-page booklet entitled 
“The Story of an Old Copper Coin” has 
just been mailed to retail and wholesale 
jewelers by the Research Division of the 
Gold Filled and Rolled Gold Plate Manu- 
facturers. 

The book tells the fascinating story 
behind today’s rolled gold stock; how the 
principle was discovered and developed. 
It carries the reader up to present day 
processes and uses. It is concluded with 
a series of questions and answers and a 
page concerning markings on watch cases. 
An interesting, educational booklet worthy 
of reading by jewelers who should put it 
in the hands of their sales people. 











el 


Parker Pen Ad Portfolio 


Keyed in copy and art to the Christmas 
gift buying season, a comprehensive pro. 
motion portfolio, backed by a $651,055 
advertising budget, is now being readied 
by the Parker Pen Co. for dealer se 
according to James N. Black, vice-presi. 
dent and general sales manager. 

Entitled “Repeat Performance By Pop- 
ular Request,” includes a variety of sales 
promotion material. 

The campaign which will support these 
dealer aids will be the largest concentra. 
tion of advertising ever known in the 
writing instrument field, Black said, | 
will break in the October 6 issue of 
The Saturday Evening Post, followed by 
insertions in Time, Life, Look, The New 
Yorker, Newsweek, Esquire, Collier's, 
Redbook, Fortune, This Week, The Amer. 
ican Weekly, and the rotogravure and 
Sunday sections of 15 leading dailies. 


Mautner Offers Animated 
Illuminated Santa Displays 


For Christmas windows and _ interior 
displays, the Mautner Co., Inc., manufac. 
turers of window platforms, showcase 
trays, boxes, and displays for the jewelry 
field exclusively, makes available two low- 





cost three-dimensional brilliantly colored, 
action, displays. Both units feature light 
and action to attract attention. 

Stars twinkle in the sky. And fireplace 
is lighted to look like burning embers. 
Santa and Reindeer display is 33” x 48” x 
4” and Santa at the Fireplace display is 
35” x 45” x 5”. Displays are electrically 
run. For further details, contact the 
Mautner Co.. Inc., 20 West 47th St. 
New York 19. 


Rensie Now Through 
Wholesalers 


Paul V. Eisner & Co., announces a 
change in its policy of distribution and 
is now selling directly through the whole- 
saler exclusively. 

To properly identify its product and 
trademark for the benefit of the consumer, 
the firm will henceforth be known as 
Rensie Watch Co., Inc., 580 Fifth Ave., 
New York City. 

Advertisements of Rensie watches will 
appear this fall in the following national 
publications: Life, Saturday Evening Post. 
Esquire, Vogue, Look, Collier’s and Ladies 
Home Journal. 
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of business 
control 





What better start for a better business system can you imagine, than a 
detailed audit strip which shows a complete record of every transaction? 

Modern mechanized methods of cash-control and record-keeping— S = art ! 
the methods which make most of today’s best systems really 
practical — are built directly about the protection and the 
information afforded by the National Cash Register. Built about the 
absolute accuracy of its mechanical figure-work. Its automatic, 
detailed record of every transaction. The certainty and assurance 
of its printed receipt — so clear and unalterable. Its eftortless 
automatic analysis of sales by classifications — and by salespeople. 
Its mechanical transaction-counters, and the sure protection of 
its individual automatic cash-drawers. 

Here is a sound foundation for a standard of speed, ease, and 
completeness of managerial control — and a degree of protection 
for all concerned — quite beyond the scope of any hand-operated 













POM eee 





system. There’s a new National Cash Register which a S, ee rr 
has been designed expressly to meet the specific needs ie |) . i. 
of your business. Ask your local National representative , fis la, 14,209 
to show you what it can do for you. } iit 
a «=== CASH REGISTERS ADDING MACHINES — 
oe ACCOUNTING MACHINES 


; } 


OSS 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 
Sales and Service Offices in over 400 crties | 
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Agate Named President 
of Cyma Watch Co. 

Jerome T. Agate has been elected presi- 
dent of the Cyma Watch Co., Inc., 608 
Fifth Ave., New York. Tavannes and 


UCyma were recently merged to form this 
new company. 


J. T. AGATE 





Mr. Agate is well known to the trade, 
having been associated since 1929 with 
Tavannes and Cyma—where he served suc- 
cessfully as salesman, sales manager and 
executive vice-president. 

Mr. Agate announced that Cyma is now 
launching an extensive national advertis- 
ing campaign for Cyma-Tavannes watches 
and Cyma clocks. The schedule will start 
in September, and will include 26 inser- 
tions this fall alone in Life, Time, The 
New Yorker, Holiday and House Beautiful. 


Swank Adds New Plant 


On September 15, Swank, Inc., Attleboro 
manufacturers of men’s jewelry, leather 
and other accessories, announced the pur- 
chase of a manufacturing plant at Taunton 
that adds almost 100,000 sq. ft. to its 
production facilities. 





The plant, located at 30 Oak St., Taun- 
ton, will be used for Swank’s rapidly 
expanding leather production, its pearl 
operations, and for some minor jewelry 
manufacturing operations. Part of the 
plant has been leased by Swank since 
April 1, 1946, when the company began 
its large scale making of wallets, belts, 
secretaries, key cases, and other leather 
accessories. 


Malcolm B. Stark Appointed to 
Assistant Sales Manager of 
National Silver Co. 


National Silver Co. announced recently 
the appointment of Malcolm B. Stark as 
Assistant Sales Manager. Mr. Stark was 
formerly resident sales representative for 
the National Silver Co. in the firm’s 
Brazilian sales office. 

Mr. Stark will work in association with 
Walter Jacobs, General Sales Manager, 
and Jerome Kaskey, Assistant Sales Man- 
ager, at the company’s principal office in 
New York City. 
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Sees Bright Outlook 


“The business outlook looks bright,” 
says Arthur Miller, president of Savoy 
Watch Co., upon his return from an ex- 
tensive tour of Europe. Milos watches 
have shown a steady increase in sales 
volume due to their popular price appeal, 
says the company; an elaborate advertis- 
ing campaign including dealer promotional 
material, is being planned for them by the 
Lawrence Advertising Agency. 


Miracle Booklet Introduces 
Diamond Ring Designs 


Shiman Bros. & Co., Inc. (Miracle wed- 
ding and engagement sets), have produced 
an attractive booklet printed in color and 
illustrated with drawings of their rings. 
For distribution to the customers of author- 
ized Miracle dealers throughout the coun- 
try, this smartly designed pocket-sized 
pamphlet, says the company, gives the 
pertinent facts about the Miracle setting, 
and how it makes the diamond appear at 
least 25 per cent larger. 


Wholesale Photo Supply Co. 
In Larger Quarters 


On September 1, after many years in its 
old location, Wholesale Photo Supply 
Company of Chicago, well-known distrib- 
utor of nationally advertised lines to the 
photographic industry, now occupies a 
block-long building at 42 W. Cermak 
Road, Chicago 16, containing beautifully 
appointed showrooms. 

This move was prompted by the growth 
of the company during the past few years 
and the necessity for physical expansion 
to take care of its constantly growing list 
of nationwide customers. 


Holmes & Edwards Sterling 
Inlaid Table Spoons 
Again Available 


Back on dealers’ shelves for the first 
time since 1942, when the war halted pro- 
duction, are Holmes & Edwards sterling 
inlaid table spoons. : 





Most widely useful of all serving pieces, 
the table spoons come in patterns match- 
ing the regular line of popular Holmes & 
Edwards flatware pictured above, “Lovely 
Lady,” “Danish Princess” and “Youth.” 

Priced at $2.67 for two, $8.00 for six, 
$10.67 for eight. 





Lay-A-Way Display 


A five-oil color Christmas Lay.A. 
sign designed by Ed Freed, Nes al 
advertising specialist, is 19 in, x 13 jp 
sprinkled with glitter and complete with 
double-back easel back. 





Two dollars and ninety cents each, 
four for $9.50 directly from Ed Freed, 
1233 Sixth Ave., New York 19. 


Elgin Creates "Henslee" 
Elgin National Watch Co. has an. 


nounced a reorganization of its styling 
program designed to “further advance 
Elgin’s style leadership by increasing 
contacts with the fashion leaders and 
style centers,” according to Howard J, 
Schaeffer, Elgin vice-president. 

As recognition of this new watch 
styling approach, the name “Henslee” has 
been adopted to “symbolize” the new pro- 
gram and new organization. “Henslee” 
is a composite of the names of those at 
Elgin who are most intimately involved in 
watch styling. 

Elgin will carry a _ signature in its 
magazine advertising watch portraits, be- 
ginning in October, which will read: 
“Styled by Henslee.” 


—_— eee 


Outdoorsman Displays 


Universal Geneve’s “Outdoorsman” 
water-resistant steel watch was given a 
strong dose of tropical climate in the 
Belgium Congo by a member of the New 
York Zoological Society. The story was 


= 


Goes to.. AFRICA 





used in making up this new display being 
given to Universal Geneve dealers by The 
Henri Stern Watch Agency, the importing 
agent for Universal Geneve in this country. 

The company has also made available 
another display consisting of a fish net, 
a piece of drift wood, a sea fan, and a 
framed Van Gogh seascape artistically ar- 
ranged to tell the story of their “Out- 
doorsman.” 
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Ow to look your “Sunday Best” 


seven days a week! 


HE “appearance factor’ in retail selling cannot be over- 
“T emphasized. It is a proven fact that the store with the 
greatest “eye-appeal”—inside and out—is the one that con- 
sistently attracts the most customers ... makes the most sales... 
shows the largest profit. 

Make sure that your jewelry store looks its “Sunday Best”... 
every day in the week. Remodel with Pittsburgh Glass and Pittco 
Store Front Metal. These products are unexcelled for store mod- 
ernization. They have helped to give smart, modern appeal and 
attraction-power to countless businesses. 


gn Why not consult an architect now? You will thus assure your- 

Gen . . ° ° en 

—— self a well-planned, economical design. And, if you prefer, you 
Cees can arrange for convenient terms through the Pittsburgh Time 


Payment Plan. In the meantime, fill in and return the coupon 
below for a free copy of our interesting booklet, showing how 
“Pittsburgh” modernization has benefited scores of merchants 
all over the country. 





Asmart, good-looking store front 
and an attractive interior can 
cure many a sick business. And 
an already healthy one can be 
made even more robust. This 
jewelry store in Denison, Texas, 
shows how Pittsburgh Glass and 
Pittco Store Front Metal were 
utilized to give this business the 
right kind of “dress” for the 
maximum sales and profit-pull. 
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Pittsburgh Plate Glass Company 

2374-8 Grant Building, Pittsburgh 19, Pa. 

Without obligation on my part, please send me a FREE copy 
of your booklet on store modernization. 


“PITTSBURGH 


STORE FRONTS 
AND INTERIORS 
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PAINTS - GLASS - CHEMICALS - BRUSHES - PLASTICS 


ree 98 U RO PLATE GLASS COMPAN Y 
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Kreisler Circlette Campaign 
Greatest Ever 


J. W. Roberts, Advertising Manager of 
the Jacques Kreisler Manufacturing Corp., 
North Bergen, N. J., recently announced 
that, “Kreisler, the leading advertiser in 
the watch band field, has scheduled a 
week-in, week-out, series totaling six full 
page, full color ads which will appear in 
Life Magazine, The New York Times 
Sunday Magazine, and the New York 
Sunday News Magazine from September 
26 to November 1, on Kreisler’s Circlette 
watch band for women. Reaching nine 
out of 10 families in the metropolitan 
area more than once there will be 7,958.- 
374 advertising impressions. 

“In addition, Kreisler plans three other 
full page, full color ads in Life Magazine 
during the balance of the fall season. 
One will feature, Circlette and the other 
two, Kreisler’s men’s jewelry.” 





“DuoLathe" Announced 


Small Machines, Inc., 2010 S. Sepulveda 
Blvd., West Los Angeles, Calif., has an- 
nounced “DuoLathe,” a new type of metal 
turning lathe for watchmakers’ and 
jewelers. 

The new lathe combines standard lathe 
facilities with the highly specialized fea- 
tures of the regular jeweler’s lathe. Jt is 
also an extremely compact lathe, being 





a 


only 10% inches long, 7% inches high 
and 3% inches deep, with self-contained 
motor. This lathe will sell for $149.50, 
including such regular equipment as foot 
rheostat, adjustable tailstock, tip over 
tool rest, headstock and tailstock centers. 
driver plate, headstock tapered and 
threaded sleeve, and power driven car- 
riage with cross slide and tool post. 





improved Products Mfg. Co. 
Moves to New Location 


Officers of the company have announced 
to their many customers and friends that 
Improved Products Mfg. Co. main offices, 
warehouse and factory formerly of New 
York City will be located in a new 
streamlined factory at 50 Aleppo St., 
Providence 9, R. I. 

All of these added advantages will en- 
able “Improved” to manufacture an ever 
increasing line of watch bands. 





Perfumed-ink Pen 


A “perfumed ink” ball pen has just 
been brought out by Evans Pen Corp., 
Hollywood. Long in the formative stage, 
it was released only after months of ex- 
haustive tests. 
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Full Pages for Gemex 


Full-page, bleed Gemex advertisements, 
based on the idea that their products are 
characterized by “Old World Craftsman- 
ship—New World Styling” will appear in 
fall issues of Harpers Bazaar, Vogue, 
The New Yorker and New York Times 
Magazine. 

The first advertisement in the series 
depicts a jewelled Easter egg created for 
the Romanoffs and valued at $75,000. 


Ed Sickles Named V.P. 


Edward Sickles, was named vice-presi- 
dent of the 9l-year-old Philadelphia 
jewelry firm, M. Sickles & Sons, Inc., at 
a director’s meeting late in August. 





EDWARD SICKLES 





Ed, son of president Leon Sickles, is 
a former U. of P. student. Medically 
discharged from the Navy, he was a sales- 
man for the wholesale jewelry firm until 
the advent of their new line Rhapsody 
Diamond Rings. Most of his time is spent 
in planning and promoting Rhapsody. 





Ferester Represents 
Golden Wheel 


It has been announced that Harry O. 
Ferester is now representing the nation- 
ally-known Golden Wheel line manufac- 
tured by Reibling-Lewis, Inc., successors 
to Henry Lederer & Bro., Inc. 

Mr. Ferester who maintains offices and 


showroom at 630 Fifth Ave., Room 514, 


New York City, will cover New York City 


and the New England territory. 





New Counter Demonstrator 


How best to demonstrate the amazing 
flexibility of the incaflex balance wheel 
has long been a problem with Wyler 
Watch Agency, Inc. But now Wyler watch 
customers will be able to test and see for 
themselves the flexibility of the incaflex 
balance wheel by means of a demonstrator 


t 





Wyler 
It is constructed of Plexi- 
glass, with an enlarged incaflex balance 
wheel sealed in, which can be flexed ijn 
all directions simply by pressing two small 
buttons on the top and back of display. 


Watch 


recently announced by 
Agency, Inc. 





Baby Department 
Promotion Literature 


Ideally adapted for use as a promo. 
tional novelty item is the baby’s band 
ring in 10K gold which Philips Mfg, Cy 
Brooklyn, N. Y., is presenting in an my 
tractive three color greeting card folder 
with envelope. The first page is die-cut 





to expose part of the ring which js at. 
tached to the third page in such a way 
that the baby pictured appears to be 
reaching for it. This item should have a 
strong appeal to jewelers wishing to gain 
the favor of parents and other relatives of 
new-born babies. 





“Peewee Pocketbook Pack 


Bretton “Peewee” expansion bracelet 
and locket sets for kiddies are selling at 
a greater pace than even that expected by 
their creators, Bruner-Ritter, Inc., New 
York, recently announced. 

“Peewee” bracelets in the color of yellow 
gold, come in many styles. Each is 


aN 






available with a necklace locket or cross. 
Each set is packaged in a unique plastic 
pocketbook. “Peewee” sets are designed 
to retail at $8.95, plus tax. 





New Keepsake Managers 


Announcement is made of the appoint- 
ment of four new territory managers to 
the Eastern and Western sales division 
of the A. H. Pond Co., Inc., makers of 
Keepsake diamond rings. The news was 
disclosed at the recent semi-annual sales 
meetings of Keepsake diamond rings held 
in Syracuse and Chicago. 

Milton Weissman, of Brooklyn, was 
selected for Metropolitan New York terri- 
tory, while Northern Ohio will be covered 
by Robert H. Hughes of Columbus, Ohio. 

Harry J. Gigler, of New Orleans, La., 
will be representative in Tennessee, Mis- 
sissippi and Alabama, while Southern 
California territory will be managed by 
Ural H. Davis of Hollywood, Calif. 
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SAYS THIS SUCCESSFUL JEWELER— 


aa "| have had 20 years' 

-- “Gee, experience at the bench, 
but | have learned much 
from one of your graduates." 











So writes Mr. Leonard Ladd, owner of Ladd’s Jewelry, 
Van Wert, Ohio. Mr. Ladd is one of hundreds of jewelers 
who have found that hiring W.P.H.I. graduates is good 
business. Advanced teaching methods and insistence upon 
high standards give our students a solid footing in watch- 
making. When a graduate leaves our classrooms, he is 
ready to work. Our cash bond protects you against financial 


loss up to $100. 














NOW—A Complete Chronograph Repair Course! 


; ES No. R-949—Regal in its beauty. West- 
Covers step-by-step assembly and disassembly of every complicated Ses ee minster Chimes. Retails for $65 plus tax. 














movement with the aid of copyrighted photographic and illustrated 
Esembl-O-Graphs which become property of student upon gradua 
tion—a permanent, detailed service guide to all chronographs, dato- 
graphs, stop watches, etc, Course open to graduates from recognized 
schools and to practicing watchmakers with at least five years’ bench 
experience, Write for free 36-page color photo book, 














WESTERN PENNSYLVANIA 
HOROLOGICAL INSTITUTE, INC. 






its effect. 


R-951 _—Stunning in for $42 


5. Retails 
































































































DESK 18 808 RIDGE AVENUE PITTSBURGH, PA. Westminster Chime 
© WORLD'S LARGEST WATCHMAKING SCHOOL Oe 
. No. R-945—Appealing in its gra- 
= cious simplicity. Westminster Chimes. 
WATCHMAKING& JEWELRY|  |_ 22222 
FROM SWITZERLAND —— 
@ Engraving Pantographs for Milling decorative hor- 
@ Multiple Engraving Pantographs po A nasimieate Chimes. Retails | 
@ Semi-Automatic Engine Turning tor $49 coe << 
Machines te 
@ Turret Lathes for Watch Cases a ao | 
@ Milling Machines fe CHIMING 
@ Universal Grinding Machines : sh ecreee ) ge 
@ All-Hydraulic High-Precision Surface . lA , (: fp j 
Grinders _ | . 
@ Automatic Cutting Machines for Pin- - chin A, Welored 
ions & Gears tel 
@ Spotting & Lapping Machines  §f| | (RM OO30V01:37 3585 
@ Dial Tracing Machines is —— 
EXCLUSIVE IMPORTERS REVERE CLOCK COMPANY — 
RATHENAU CORPO RATION - 741" high. Westminster = . w YOR) OFFICE: 37 West a. St. 
39 Broadway, New York 6, N. Y. _ | Plus tox. - pone ‘arcading faoct 
amen 
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Harvel Fall Ad Campaign 
The Harvel Watch Co. Rockefeller Cen- 


ter, New York, announces its greatest fall 
advertising campaign reaching an estimated 
readership of over 82,000,000. Starting with 
insertions in September, it will run through 
Christmas and advertisements will appear 
in Life, Look, Cosmopolitan, Vogue and 
the Christian Science Monitor. September 
and October insertions will feature Harvel 
Self-O-Matic and Date-O-Graph watches. 
These advertisements will range in size 
from full ages in four colors to half pages 
and quarter pages in black and white. 

Harvel will offer complete promotional 
assistance to each Harvel dealer through 
personalized, laminated, four color’ coun- 
ter cards, mats that tie-in with the national 
campaign, specially designed diamond 
ig displays and other merchandising 
aids. 


“Step-Up Display" Steps Up 
Impulse Sales 


A new sales aid, mass produced of 
solid beech wood with a clear, satin- 
lacquer finish, is built in three sections. 
The natural blond wood harmonizes with 
all colors. 












L.. 


| 
i 

| : 
= eee ee es 


The three units measure 45/16” x 454” 
x 185”; 45/16” x 10%” x 185%” and 
45/16” x 165%” x 185%” to permit many 
combinations for counter top, showcase, 
island, table and window use. 

The “Step-Up Display” set, priced 
under $5.00 direct or through jobbers, is 
manufactured by Nussbaum Display Mfg. 
Co., 114 Edwards St., Berne, Ind. 

















er eee 


Vulcain Awarded Serial Prize 


The Vulcain factory was awarded a 
serial prize for the four best chronometers 
at the International Chronometric Compe- 
tition held at Neuchatel, Switzerland, on 
July 23. 

The “serial prize” signifies in this case 
a prize awarded for superior quality and 
workmanship found in a watch taken 
right off the production line from the 
plant at La Chaud du Fond. 

Another recent Vulcain award was the 
first prize received at the Swiss Observa- 
tory at Neuchatel for a completely hand- 
made chronometer. The Cricket alarm 
wristwatch by Vulcain has received recent 
and wide-spread acclaim throughout the 
world. 
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New Leif Catalog 
Leif Bros., 2 West 47th St., New York 


19, have available a new catalog featuring 
nearly 350 numbers from their distinctive 
LB line of rings, mountings, watch brace- 
lets, fraternal rings and emblems.  IJn- 
terested retail jewelers may obtain one 
by writing for Catalog C. 





Pure Nickel Trophy 


Nickel made its debut in Canada as 
an art metal on Saturday, August 7, when 
The International Nickel Co. of Canada, 
Ltd. trophy, was presented by C. E. 
Macdonald, Manager of Canadian Sales, 
to Paul Sawyer, San Antonio, Tex., winner 
of the 225 Class (Div. I) race at the first 
Gananoque (Ontario) International Power 
Boat regatta. 

This handsome trophy, valued at more 
than $1,000, was designed by Rogers Bros., 
and spun from pure nickel. 





"Jewel Tray" Booms Sale 
of Kiddie Kraft Jewelry 


Since introduction of the new “Jewel 
Tray” by the Marathon Co., of Attleboro, 
Mass., sale of Kiddie Kraft jewelry has 
increased considerably, according to Mack 
Forman, General Manager. 

The “Jewel Tray” is designed to ac- 
commodate eight “Sweetheart” plastic 
boxes and 18 smaller “Sweetheart” ring 
boxes. They are made up in nine com- 
binations offering lockets and_ chains, 
bracelets, expansions, snake jewelry, pen- 
dants, crosses, rings and sets. 

Mack Forman, General Manager, the 
Marathon Co., Attleboro, Mass., concur- 
rently announced that another wing has 
been added to their modern factory which 
was built in 1941. This will accommodate 
stepped-up production demands in _ all 
Marathon lines—Kiddie Kraft children’s 
jewelry, Teen Kraft, Dolly Madison, and 
Slide-A-Lite automatic cigarette case and 
lighter combination. 


-———_—_—_———_——__ 


Hand-Wrought Aluminum 
Gift Line Catalog 


The new 1948-49 catalog just issued by 
Continential Silver Co., Inc., 32 33rd St., 
Brooklyn 32, N. Y., is heralded by the 
company as representing the concentra- 
tion of over 40 years of gift merchandising 
experience. It pictures and describes the 
many hand-wrought aluminum items cur- 
rently made by this manufacturer and 
features their “silverlook” finish. 

The line includes percolators, electric 
bun warmer, insulated ice bucket, ‘bowls, 
trays, candle holders. dishes, water pitch- 
ers, and cocktail and home-bar accessories. 
The catalog is available to any retailer 
writing on his letterhead. 








Engraved Promotion Pieces 
Tied to National Ad Campaign 


“For The Gifts You'll Give With Py; 
—Let Your Jeweler Be Your Guide Sp 
slogan read by 62,000,000 people - 
month in advertisements of The Watch 
makers of Switzerland, is now appears 
on attractively engraved cards jn nal 
jewelry stores across the nation. Mor 
than 30,000 of these promotion pleces = 
being distributed free by the Swiss welll 
makers as an aid in building customer 
trafic in jewelry stores. Repeat coda 
from jewelers will bring total distribution 
of the counter cards to 60,000. : 





Schick Launches Advertising 
For New Shaver 


Schick Incorporated, Stamford, Conn 
recently announced its impressive adver. 
tising campaign to introduce its all-ney 
Schick Super. Seventeen ads, appearing 
between September 10 and December 8, jn 
Life, Saturday Evening Post, and Colliers 
include a black and white double spread. 
full-color pages, and black and white 
half-pages. In addition double spreads 
are appearing in_ trade publications. 
Kudner Agency handles the account. 





Rolfs Appoints Vice President 
Rolfs, West Bend, Wis., announces the 
appointment of Thomas J. Rolfs as vice. 


president in the sales and sales promotion 
departments. 


THOMAS J. ROLFS 





Mr. Rolfs, a son of the president and 
founder, Robert H. Rolfs, has spent the 
past three years in an active management 
capacity both in production and sales. 


Silver-and Gold-On-Glass 


Catalog by Silver City 


The Silver City Glass Company’s offer- 
ings of sterling-on-crystal stemware and a 
complete line of gold-on-crystal to comple: 
ment it, have proved consistently popular 
among jewelers and consumers. 

This long established Meriden, Conn., 
concern which has been making a high 
quality line of sterling-on-crystal and cut 
glassware for a quarter of a century, today 
offers quality hand workmanship, priced 
at a saleable level, with sterling-on-crystal 
items retailing as low as $4.00. They re- 
cently announced a brand new and com- 
plete line of stemware in two sterling 
patterns, “Vintage” and “Blossom Time.” 
In addition to this, they have also released 
a gold-on-crystal line of giftware which 
will retail at moderate prices. 

Their regular line is comprehensive, 1n- 
cluding bonbons, plates and _ relishes, 
bowls, candlesticks, compotes, cheese and 
crackers, pitchers, shakers and glasses and 
sugars and creams. They are now offering 
a new catalog showing this complete line 
including the items they manufacture 
the “cut Berkeley” and “Holly” designs. 
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KNOW YOUR VIBRATOR © MAIL DIRECT 
SAME DAY SERVICE 


Flat $1.75 Swiss & 
Breguet $2.50 American 





————— 


Send 
balance bridge, 
balance, stud 
and collet. 


Fitted to 
bridge, no lev- 
eling necessary. 





—_— 


Contract _esti- 


Use only heavy mates given to 





mailing envel- Watch and 
opes. Sent up- Clock manu- 
facturers. 


on request. 
These and many other letters from customers prove our service. 


| wish to compliment you on hairspring you vibrated for me. 
| had it back in 5 days and it rated WITHIN 20 SECONDS 
on my timing machine. You shall have all of my hairspring 
jobs and | shall recommend you to others. Thanks, B. A 
SCHEEL, 353 E. Commerce St., San Antonio, Texas. 

Just getting around to thank you for your QUICK SERVICE 
on my hairsprings. You have been recommended to my fellow 
watchmakers as DEPENDABLE—V. D. POPHAM, Morrow 
Watch Shop, Morrow, Ohio. 

Thank you for your very fast service. | have not had one 
customer return for regulation with hairsprings fitted by you. 
Yours truly—H. GURNEY, Box 551, Calimesa, Calif. 


Your fast efficient service is very much appreciated. In the 
future we shall send all our hairspring jobs to you. | men- 
tioned your exceptional service to some of my friends and 
they have already sent to you. Thank you again. Sincerely 
yourn—JEROME E. SCHMITZ 222 Hollister St., Grand Rapids, 


Mich. 
HAIRSPRING VIBRATING CO. 
CHARLES THOMAS 
P, O. Box 330 336 48th St. Union City, N. J. 
Formerly in charge of Hairspring Dept. for Bulova Watch Co. 


























Southern 
COLLEGE 


OF 


WATCHMAKING 


Inc. 


ONE OF AMERICA'S 
FINEST AND MOST 
MODERN 
WATCHMAKING 
AND JEWELRY MFG. 
AND 
REPAIRING SCHOOLS 











“NATIONALLY ACCREDITED" 
(DAY & NIGHT CLASSES) 


VETERANS APPROVED UNDER PUBLIC 
LAW 16 AND 346 


WRITE FOR FREE CATALOGUE 
83 NORTH SECOND ST. MEMPHIS, TENN. 














FOR OCTOBER, 1948 


g4ithd 











Here’s a compact, colorful counter display to boost 


your sales and profits on Gilbert Alarm Clocks. It re- 
quires space of only 15 by 814 inches, stands 15 inches 
high, is a real traffic-stopper. If your wholesaler cannot 
supply it as yet, write the nearest Gilbert office. 


Traditional Gilbert quality, style and value still 
back up your store promotion. You can offer these 
clocks with full assurance that they will sell quickly 
and stay sold profitably. 





Distributed 
thru the wholesaler 


WINSTED, CONN. 
Laconia, N. H. 


551 FIFTH AVE. 141 W. JACKSON BLYD. 
NEW YORK 17, N.Y CHICAGO 4, ILL. 


Clock makers to the nation 
Since 1807 
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Demonstrator Tells 
“Inside Story" of Skan 


The manufacturer of Skan exposure 
meter, G-M Laboratories, Inc., Chicago, 
has provided its distributors’ salesmen 
with a compact pocket-size case fitted 
with a cutaway or “exploded” mode of 
the Skan meter. C. W. Carroll, Skan 
Sales and Advertising Manager, points out 
that they are thus able to show each 
dealer the “inside” quality of the meter 
and point out its competitive advantages. 





When the dealer passes this story along 
to his customers, he is more often able 
to click on a sale where (1) the customer 
inquired about quality values or (2) a 
customer had refrained from buying any 
meter out of fear it was beyond his means. 





Elgin American 
Renews Radio 


According to the American Broadcasting 
Co., Elgin American has signed a 52-week 
renewal contract covering sponsorship of 
Groucho Marx over the coast-to-coast 
ABC network starting Wednesday, Sep- 
tember 29, from 9.30 to 10 p.m., EST. 
Weiss & Geller, Inc., of Chicago, is the 
agency. 





Waldron Watches 


Waldron watches, popularly priced, are 
offered the wholesale trade, on a protected 
basis and according to the company, 
Waldron Watch of Chicago, this system 
has met with immediate success. Seven 
and 17-jewel movements, both men’s and 
ladies’ pocket and wrist models, are fac- 
tory guaranteed and attractively packaged. 
There is also a complete line of novelty 
lapel and bracelet models. Cases are 
modern design, rolled gold plate, gold 
plate, gold filled, and 14 karat solid gold. 

Prices range from $24.75 to $150.00 re- 
tail list price. Waldron Watches, 29 E. 
Madison St., Chicago 2, III. 





L & R Newspaper Mat 


In response to requests by watchmakers 
for a newspaper ad that would publicize 
the equipment and chemicals used to clean 
a watch, the L & R Manufacturing Co. 
offers a new mat. It is available from 
the L & R Manufacturing Co., 577 Elm 
St., Arlington, N. J. 





New Card Cabinets 


Made of self-illuminating plastic and 
completely redesigned, the John Henry 
Co., Lansing, Mich., will bring out its new 
line of plastic enclosure card cabinets in 
November, announces John Henry Dudley, 
general manager. The large sized cabinet 
will hold 1200 cards and the small cabinet 
600. Colors will be green, pink, amber, 
clear and blue. 
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Buxton Moves Display 


Buxton Display leaves “Main Street 
Southern New England” Exhibition in 
Grand Central Station on September 13 





for minor changes and shipment to Spring- 
field, Mass., for the Eastern States Exposi- 
tion from September 19 through September 
25. An estimated 5,000 persons a day 
viewed the display at the Grand Central 


Exhibition. 





Electric Knife Sharpener 


Production of the new Cory electric 
knife sharpener, by Cory Corporation, of 
Chicago, hit the 150,000 mark on August 
20. The unit, said to be the only electric 
motor driven knife sharpener ever de- 
veloped for home use, did not get into 
general distribution until last February. 





New Allen Catalog 


Benj. Allen & Co., wholesale jewelers, 
Chicago, announce their new 1949 catalog, 
just off the press. Substantially bound 
with complete index at a thumb cut in 
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the center of the book, the company 
present it as one of the most comprehen- 
sive listings of all types of jewelry 
merchandise issued by this company in its 
80 years of serving the trade. It includes 
price lists and illustrations of diamonds, 
novelties, material and optical goods. 
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Longines-Wittnauer Watch Co. 
Introduces New Musical 
Program 


In addition to their regular program 
“Longines Symphonette,” the Longines. 
Wittnauer Watch Co. are also Sponsoring 
a new musical program, “Festival oj 
Song,” which made its network deby 
Sunday, September 26th (CBS, 2:00—2:39 
PM, EDST). The new program features 
familiar American music by a 16-voica 
male chorus and the distinguished, na. 
tionally known Symphonette directed by 
Mishel Piastro. 

Mishel Piastro, who is well known to 
radio and music audiences both as ¢op. 
ductor and_ violinist, has condueted 
“Longines Symphonette” since 1941, 

The “Festival of Song” will be used to 
promote Wittnauer watches exclusively, 
The programs of the Longines Sympho. 
nette, now in its eigth successive year, 
will continue on 150 stations, selected 
nationally for power and coverage, on he. 
half of Longines watches. 





“Contour” Jewelry 
New British Idea 


“Contour Jewelry” in palladium is the 
newest creation of British jewelry crafts. 
men as revealed at the British Industries 
Fair, when half a million pounds worth of 
fine new pieces went on parade. 

The name “Contour” stems from the 
fact that necklaces, bracelets and earrings 
are being designed to conform to the 
natural curves of the face and figure. 

The new design succeeds a brief revival 
of heavy Edwardian jewelry, rich in detail. 
The British designers married this old 
style with new contour shapes with what 
critics described as “a charming effect.” 

“While basic designs, and particularly 
palladium, are modern, there is a decided 
return to handicraft and exquisite set- 
tings,” a review of the Fair stated. 

High price and growing scarcity of 
platinum in England have tended to 
stimulate a special interest in the produc- 
tion of palladium jewelry by British manu- 
facturers, according to a recent report 
published in England by “Watchmaker, 
Jeweller & Silversmith.” 





Big Sale of Tru-Heat Irons 


A record carload containing 6,000 
General Mills Tru-heat irons in the line 
sponsored by Betty Crocker, is the first 
sale of its size by General Mills to an 
independent distributor although other car- 
load sales have been to national accounts. 

R. E. Imhoff, executive vice-president 
of the General Mills Mechanical Division, 
congratulated Orgill Brothers, the distrib- 
utor, on its carload acquisition and the 
fact that “the General Mills iron is Jead- 
ing his entire line in sales.” 





Accurate Addressers 
Retail Jewelers List 


Direct mail users are now offered an all- 
inclusive list of retail jewelers at $7.50 per 
1000. It includes 4000 repairers and 650 
department store jewelery sections. List 
is available by states and credit ratings. 
Addressing and mailing handled at con- 
venient costs. Those interested can contact 
Mr. Grant, Accurate Addressers, 1233 
Ave. of the Americas, New York 19, 
phone CI 5-5875. 
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MOULDED GLASS 










3 DRAWER CABINET ASSORTMENT 


Handsome, all-metal cabinets . . . compact in size, 
yet containing the crystals needed for prompt and 
efficient moulded glass watch crystal service. In- 


PRECISION ¢- QUALITY « F 
AVAILABLE THROUGH RECOGNIZED MATERIAL SUPPLIERS 
from Coast to Coast « A NATIONWIDE SERVICE 





195 moulded glass crystals 
to fit all popular makes 
of men’s and ladies’ watches 
originally fitted with 
moulded glass crystals. 


432 removable compart- 
ments . . . those containing 
the 195 crystals labeled for 


CYLINDRICALS 
GABLE TOPS 
ROUND BALiS 


FANCY FLA 
D Vu LAT TOPS ks 4, 


Ciytils 





96 moulded glass crystals 

to fit the most popular 
makes of men’s and ladies’ 
watches originally fitted 
with moulded glass crystals. 
432 removable compart- 
ments .. . labeled to hold 
195 crystals for ready identi- 
fication and expanded re- 
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: [fp det a quirements in current num- 
° ae ers . . . the balance re- 
jeweler and watchmaker 4 y ang peen chon b 
| f 
for new numbers, *UIZO® = served for new sagas 


WRITE TODAY FOR NAME OF 
FULTON JOBBER NEAREST YOU 
121 FULTON ST., NEW YORK 7, N. Y. 
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WATCHMAKERS and JEWELERS 


Now Available! 


“BULOVA MANUAL on WATCHMAKING™ 
A “MUST" for every Watchmaker! 


Over m. pages chock full of practical information, instruc- 
tion, and illustrations. This 8!/."' x I1"' volume was $5.00 
formerly restricted—now you can get it for only.. 








FULTON 


WATCH CRYSTAL CORP. 


























Think of being able to reach out 
and find the mainspring you need! 
That's the advantage you gain 
when you stock Sandsteel popular 
They're your 








Genuine Gruen! 


BALANCE STAFF and STEM COMBINATION 
IN CABINET 


48 bottles containing 24 stems and 24 staffs. Comparative 
chart included shows coverage on over 100 $11 75 


SEE. ». cactcrdardsieadadsenctadsevieateweions 
e HAIRSPRING VIBRATING * DIAL REFINISHING 
e CRYSTAL FITTING @¢ UNBREAKABLE ELECTROSEALS 


(One Year Guarantee) 


cabinet assortments. 
first line of supply! 
And you can be sure of having 
prompt replacements as your main- 
springs are used. For Sandsteel 
Mainsprings are made right here 
in America, and prompt delivery 
is given all orders for popular num- 
bers! Sandsteel can be supplied 
in special sizes and styles, too! 

So anchor your business to double 
dependability — dependability of 
mainspring performance and de- 
pendability of mainspring supply! 

























e GENUINE AMERICAN 
MATERIALS 


e WATCHMAKERS 
TOOLS 
e GENUINE SWISS 
MATERIALS 
I) Write for Free 
Catalog © Self-Addressed 


Envelope ® Movement 4 
Ligne Gauge dg 


DEP'T. D 








Write for name of nearest Sandsteel wholesaler. “@rters for “hard-to-9° 


145 Hudson St. 
N.Y. 13, N. Y. 








WATCH-MOTOR MAINSPRING CO. « 


15 MAIDEN LANE @ NEW YORK 7, N. Y. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. 


“Help Wanted’—*“‘Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to he for- 
warded, 15 cents extra te cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of recommendations 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 
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WATCHMAKER, 30 years’ experience, 


wishes a job; can engrave. Address 
A., 1611,” care J C-K. 





WATCHMAKER wants permanent posi- 
tion; 25 years’ experience; have Wis- 
consin and Indiana license; will go any- 
where. Address “J., 1709,” care J C-K. 





FIRST class jewelry jobber, stone setter 
and engraver; long experience: best 
ee Address “C., 1667,” care 





DISABLED vet would like apprenticeship 
“on-job-training”’ in stone setting: have 
had some training. Address “A., 1701,” 
care J C-K. 





DESIGNER; young lady, experienced 
with leading concerns; knows all 
phases of manufacturing; full or part 
time. Address ‘“‘D., 1223,”’ care J C-K. 





YOUNG lady, bookkeeper, full charge: 
two years’ experience in wholesale pear] 
business. Florence Jacob, 541 Lincoln 
Pl., Brooklyn 16, N. Y. 





MANAGER, salesman, married; 10 years’ 
experience; excellent knowledge of 
merchandising, credit, window trim: 
location secondary. Address “K., 1716,” 
care J C-K. 





SALESMAN, retail, 10 years’ experience, 
desires a position with reputable con- 
cern; New York City preferred; taking 
gemological course. Address “T., 1635,” 
care J C-K. 





WATCHMAKER, engraver; available; 
age 40; married, sober; 20 years’ ex- 
perience; good character; state hours, 
salary and conditions. Address “V., 
1485,” care J C-K. 





YOUNG, experienced Wisconsin watch- 
maker, desires permanent position in 
New York area; thorough retail store 
wx ieee, Address “H., 1675,” care 


WATCHMAKER;; fine workmanship; age 
47; 33 years’ experience; sober, indus- 
trious, conscientious, seeking position; 
salary $100 week. Address “H., 1625,” 
care J C-K. 





GRADUATE of Western Pennsylvania 
Horological Institute, desires position as 
watch repairman in Eastern or South- 
eastern section of the U. S. Write Paul 
Gaydac, 229 W. 8th Ave., Tarentum, Pa. 





YOUNG, married man, with six years’ re- 
tail selling experience, capable of han- 
dling diamonds, seeks permanent posi- 
tion with organization offering a future. 
Address “D., 1614,” care J C-K. 





FIRST class watchmaker, close rater on 
railroad and small watches, desires to 
make change where first class work is 
appreciated ; with present emplover six 
years. Address “Y., 1608,” care J C-K. 





WATCHMAKER, to solve your periodic 
search for a reliable, sober and compe- 
tent man: 15 years’ experience: can do 
chronographs;: Northeast preferred. Ad- 
dress “M., 1681,” care J C-K. 





SALESMAN: very highlv qualified; open 
for lucrative proposition in reputable 
western jewelry store: well worth your 
immediate, personal attention. Address 
“G., 1468," care J C-K. 





DIAMOND setting school graduate, de- 
sires opvortunity in accredited shop, 
metropolitan New York section: vet- 
eran; ‘“‘on-job-training”’’ acceptable. Ad- 
dress “J., 1677,” care J C-K. 





WATCHMAKER-enegraver, 
single: abstemious;: Southwest pre- 
ferred, asthmatic: experienced W-M 
rating: all tools: references exchanged: 
salary and commission. Address “E., 
1604,” care J C-K. 


experienced ; 





MANAGER, 46 years of age, married, 
capable of handling large personnel; 
knowledge of all phases of credit store: 
capable of organizing outside sales if 
desired; not interested in small store. 
Address “C., 1613,’ care J C-K. : 





TOP executive: complete knowledge of 
sales promotion, advertising, merchan- 
dising, credits and collections: 18 years 
with present nationally known credit 
jewelry chain, 34 outlets; available at 
once. Address “G., 1674,” care J C-K. 








COMPETENT man, with six years’ ex- 
perience in jewelry repair. special order 
work and stone setting, desires perma- 
nent position with reliable firm: prefer 
Texas, but not necessary: excellent ref- 
erences. Address “Z., 1609,” care J C-K. 





JEWELER, combination, 25 years, work- 
ing expertly and fast on fine jewelry 
repairing, diamond setting, carving and 
letter monogram engraving, desires 
change; Florida preferred. Address “P., 
1684,” care J C-K. 





WATCHMAKER, also does jewelry re- 
pair, simple engraving and_ selling: 
capable of taking full charge; 35 years’ 
experience; Florida or Southern Cali- 
fornia only. Fried, 121 Bennett Ave., 
New York City. 





JEWELRY engraving instructor, capable 
of taking complete charge of engraving 
department, desires change; willing to 
go anywhere for promising opportunity ; 
now employed. Address “M., 1715,” care 
J C-K 


YOUNG man, married, 29, college gradu. 
ate, experienced handling loose dia. 
monds and diamond jewelry, wishes to 
connect with reputable concern; New 
York preferred; finest references. Aq. 
dress “A., 1641,” care J C-K. 





$$$ 


OPPORTUNITY for reputable chain o, 
individual to acquire immediate sery. 
ices top flight, enviably experience 
store manager; results absolutely 
guaranteed ; finest references. Address 
“B., 919,” care J C-K. 








WATCHMAKER; experienced, reliable, 
wants position with reliable jewelry 
store that appreciates good work; em. 
ployed, in charge of repair department, 
at present time, but desires change. 
Address “R., 1453,” care J C-K. 








GENERAL manager, buyer and mer 
chandise man; excellent knowledge 
of advertising, sales promotion, 
credits and collections; at present 
employed by 12 store chain.  Ad- 
dress “C., 1696,’ care J C-K. 








MANAGER, thoroughly experienced, can 
assume complete charge credit store; 
buyer, top notch high calibre sales- 
man, window trimmer; expert diamond 
knowledge; age 35, married; excellent 
references. Address “C., 1430,” care 
J C-K. 





OVER 30 years’ experience in both fac- 
tory and high class retail stores; can 
repair all makes of watches and com- 
plicated work; full set of tools and 
timing machine; family man, sober ; 
very fine references. Address ‘R., 1660, 
care J C-K. 





MANAGER, retail credit jewelry store, 
possesses over 25 years’ diversified ex- 
perience in jewelry industry; thorough 
knowledge every phase and operation 
of a modern retail credit jewelry store; 
excellent trade reference. Address “F., 
1673,” care J C-K. 





JEWELRY saleslady, retail, thoroughly 
experienced; young, alert, attractive, 
intelligent, sales personality ; capable 
estimate repairs ; assume responsibility ; 
excellent stenographic, record-keeping 
ability; New York City. Address “W., 
1690,” care J C-K. 





YOUNG man, honest, conscientious, Sep- 
tember graduate from watchmaking 
school, desires position with reputable 
retail jewelry firm as salesman and 
watch repairman; have 18 months’ 
watchmaking schooling and three years 
experience as a jewelry salesman. Ad- 
dress “‘K., 1628,” care J C-K. 


—————s | 





SALESLADY, experienced selling dia- 
monds, watches, jewelry, silver; _buy- 
ing; watch and jewelry repair estimat- 
ing; small repairing when needed ; 
window dressing and general assistant, 
interested in managing a small_busi- 
ness. Address “E., 1615,’ care J C-K. 











WATCHMAKER, light jewelry repairing, 
plain engraving; desires change; relia- 
ble retail store, East preferred; first 
class workmanship; 25 years’ experl- 
ence: capable of taking complete 
charge; married; sober, dependable. 
Address ‘‘X., 1607,” care J C-K. 








IF you require the service of a diamond 
expert capable of buying, selling or 
managing a loose diamond business, 
would like to be considered ; have over 
30 years’ experience, am well known in 
the trade; salary may be mutually 
agreed upon. Address “L., 1587," care 
J C-K. 
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SITUATIONS WANTED—Continued 


—————————— 
ER, school graduate, one 
WATCHM AT experience, desires perma- 
yo position with firm where only first 
lass work is tolerated; 27 years old; 
' mily man, sober, conscientious ; quali- 
fied for “on job training”; have own 
tools; will demonstrate ability at my 
expense. Address “R., 1634,” care J C-K. 











_— 


ER and merchandiser, capable 
ean, 47, thorough knowledge of 
jewelry and credit operation, with suc- 
cessful record of achievement covering 
16 years with leading chains, would 
consider proposition where investment 
is possible; prefer Middlewest or West 
Coast. Address “P., 1632,” care J C-K. 








hings mean success; three years 
ees administration in one of the 
nation’s top universities; three years 
jewelry selling experience while in col- 
lege; titled references; full three-way 
Bradley graduate; course O12 Gemo- 
logical Institute America; willing to 
learn. Address “B., 1612,” care J C-K. 








WATCHMAKER, competent, _ reliable, 
sober; 30 years of age, married; de- 
sires permanent position; East pre- 
ferred; was instructor in well known 
horological school in Central Illinois for 
six months; two years at the bench; 
total experience about four years. Ad- 
dress “D., 1603,” care J C-K. 





—_—_——-—— 


JEWELER, clean cut, age 26, five years’ 
experience in jewelry industry New 
York City; repairs, special order; 
knowledge diamonds, watches, rings; 
excellent opportunity for business seek- 
ing combination repair and salesman; 
location secondary. Address “A., 1665,” 
care J C-K. 





CAPABLE, efficient, young lady, very ex- 
perienced all phases handling mount- 
ings; has been in charge of complete 
ring department many years; experi- 
ence includes buying, styling, examina- 
tion, merchandising, and all types of 
records kept; available immediately, 
New York: excellent references. Ad- 
dress “B., 1595,” care J C-K. 





WATCHMAKER wants position as watch 
and jewelry repair estimator or as- 
sistant manager, with large store or 
chain of stores; must be permanent 
with a future; 13 years’ all around store 
experience ; courteous, honest, neat and 
sober; 32 years old; married, two 
children; prefer store with large 
clientele in town of not less than 100,- 
000 population; $75 per week. Address 
D., 1670,” care J C-K. 


a 





WATCHMAKER-foreman, 25 years’ ex- 
perience, finest of references; five years 
with nationally known importer of 
watches, seven years with largest dis- 
tributor of American watches in U. S., 
additional five years as foreman with 
another large importer; unusual skill 
and ability; at present employed but 
Pra, mane. Address “A., 1693,” care 


a 





SOUTHERN jewelers attention ; manager- 
salesman, 33, 14 years’ experience, both 
Wholesale and retail cash and credit 
stores, desires permanent position with 
an outfit that wants to increase their 
volume ; experience covers buying, sell- 
ing, mounting goods, advertising, pro- 
motions, all phases of credit; can fur- 
nish best of references; prefer South, 
but will go anywhere: available im- 
ice’ Address “E., 1672,” care 





MANAGER or salesman, desires perma- 
nent position with high class retail 
store; 20 years’ retail experience with 
New York’s finest Fifth Avenue Jewel- 
ers, and one leading department store; 
thorough knowledge of diamonds, fine 
jewelry, watches and _ special order 
work; neat appearance; conscientious, 
excellent salesman; highest of refer- 
ences as to ability and character; de- 
sired salary, $100 per week. Address 
*“A., 1691,” care J C-K. 





WATCHMAKER, jeweler, H.I.A. certified 
master watchmaker’s certificate; good 
producer at bench; experienced in man- 
agement and salesmanship of watches 
and repair service; responsibility for 
profitable results taken; operation of 
department on concession basis, or 
salary considered. Eastman, P. OO. 
Box 96, Lancaster, Pa. 





SUCCESSFUL salesman seeks responsi- 
bility managing modern, well equip- 
ped better class store; enviably quali- 
field, handling advertising, displays, 
strong promotions, stock control, cred- 
its, collections, personnel co-ordina- 
tion; geared to perform outstanding 
large volume job; will consider $150 
weekly, — plus liberal percentage on 
gross; in his early forties: married: 
or: rae Address “T., 1455,” care 





SALES manager; salesman, 25 years 
in jewelry jobbing business; experi- 
enced as salesman, buyer, credit 
man and promotions; know all 
phases of general wholesale jewelry 
business; large personal following 
in New York State and Middle West; 
if you have need for a high type 
man as sales manager or salesman, 
I am interested if the position pays 
$10,000 a year upwards. Address 
“V., 1638,” care J C-K. 








Lines Wanted 








SALESMAN traveling the Mid-west, de- 
sires low price Swiss watch line. Ad- 
dress “*M., 1588,’’ care J C-K. 





SALES representative desires nationally 
advertised manufacturer’s line; wide 
acquaintance watch importers, jewelry 
and material jobbers in New York and 
East. Address “C., 1703,” care J C-K. 





PACIFIC Coast salesman, desires stone 
ring line of the better grade; com- 
mission basis; 20 years following; best 
references. Address “G., 666,” care 





MANUFACTURER’S attention: jobber, 
excellent salesman, liquidating his busi- 
ness, will represent manufacturer in 
New York area; best connections. Ad- 
dress “C., 1417,” care J C-K. 





PACIFIC Coast representative, calling on 
better grade stores over 20 years; have 
line, desire another;. diamonds, plat- 
inum or 14K goods; best of references. 
Address “J., 665,” care J C-K. 





SALESMAN, with Chicago office and ex- 
cellent following among Middle West 
jobbers and other large outlets, wants 
strong manufacturer’s line. Address 
“Circular 114,” Room 1415, Heyworth 
Bldg., Chicago 2. 





SALESMAN, carrying national line, East- 
ern territory, seeks one or two addi- 
tional desirable lines January 1; for 
watch importer, wholesaler, exporter, 
material houses and chain organizations. 
Address “G., 1617,’ care J C-K. 





MANUFACTURERS’ representative, with 
Chicago office and established trade, 
calling on Midwest and Southern whole- 
salers, available for strong additional 
jewelry or costume jewelry line. Ad- 
dress “Circular 118,’’ Room 1415, Hey- 
worth Bldg., Chicago 2. 





ACQUAINTED with retail stores from 
San Diego to Seattle and Spokane; 
good man _ seeks attractive popular 
priced line diamond rings, stone rings, 
emblem rings and ring mountings; 
liberal drawing against commission. Ad- 
dress “Y., 1692,” care J C-K. 


Side Lines 











WANTED salesmen, to carry as side 
line, new brand simulated pearls, to 
retailers; commission 15 percent. Ad- 
dress “B., 1581,’’ care J C-K. 





SALESMAN; identification bracelets; 
trademarked, nationally advertised; 
competitive prices. Address “N., 


1652,” care J C-K. 





SALESMAN, experienced, fine retail ac- 
counts, city and/or road; finest type 
14K gold line; bracelets, clips, earrings, 
chokers, etc. ; commission. Address “B., 
1694,” care J C-K. 





SALESMAN wanted by New York man- 
ufacturer, to carry ladies’ mountings 
and wedding band sets, as a side 


line. Address “F., 1605,” care J C-K. 





SALESMEN: with retail following, to 
carry nationally famous guaranteed 
wrist watch retailing at $6.95. Danbros 
Watch Co., Dept. S, 205 W. Lombard 
St., Baltimore 1, Md. 





SALESMEN, with following, wanted to 
carry gold plated men’s snake chains 
and sterling gift specialty items; ref- 
erences: commission basis. Address 
“J... 1622," care J C-K. 





SALESMAN, retail trade, for line of 
quality leather watch straps, includ- 
ing new Ziploc strap; all territories. 
Jack Kreuter Co., 516 Fifth Ave., New 
York 18, N. Y. 





SALESMEN, with established following, 
14K wedding rings, ladies’ and gents’ 
mountings and stone rings, fine plati- 
num rings; on commission. Address 
“"N., 1574,” care J C-K. 





SALESMEN, all territories, to carry 
single tray of unusual 14K hand 
carved, wide and narrow wedding 
rings. Address “A., 1244,” care 
J C-K. 





SALESMAN, with New York State fol- 
lowing, to sell complete line of cameras 
and photo supplies to jewelry stores for 
leading photographic distributor; ex- 
clusive protected territory. Address “N., 
1683,” care J C-K. 





(Continued on page 368) 
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(Continued from page 367) 





SALESMEN, with following in Midwest, 
Southwest and Southeast, finest retail 
trade, for 14K charms and charm brace- 
lets, 14K earrings and 14K tie clasps 
and cuff links; give full particulars; 
commission basis. Address, Charm 
Craft Corp., 198 Broadway, New York 7. 





SALESMAN; retail trade, for line of 
jewelry, watches, clocks, cases, dials, 
boxes, attachments, cutlery, musi- 
cal merchandise sporting goods, etc.; 
most diverse line of its kind in U. S. 
for jewelers and pawn shops, ete. 


Address “F., 1616,”’ care J C-K. 





SALESMEN wanted, having following in 
jewelry and department stores, for 
nationally advertised jewelry cleaner as 
side line; protected territories; large 
commission; give particulars and ref- 
erences first letter. Andrew Products 
Co., Box 535, Birmingham, Ala. 





WHOLESALE jeweler wants salesmen 
with established following among re- 
tail jewelers, to carry nationally known 
lines of jewelry as a side line; commis- 
sion basis ; territories open South, South- 
east, Midwest and Central States. Ad- 
dress “C., 1599,” care J C-K. 





SALESMAN, with New York offices, 
wanted for New York, Philadelphia, 
Baltimore and Washington, to carry as 
a side line an attractive and popular 
line of gold filled and sterling silver 
costume jewelry, to sell to wholesale 


jewelers ; excellent opportunity for 
ip a Address “V., 1689,” care 





SALESMEN; established men with fol- 
lowing to represent Eastern manufac- 
turer; line of sterling and plated 
rosaries for the retail and department 
store trade; this is an excellent side 
line for men with non-conflicting lines; 
liberal commission; write, giving full 
7. ae Address “A., 1594,” care 





THE perfect side line for drug, jewelry, 
gift shops, etc.; ‘“‘Perfumatic and Lady 
Lynn” pocket perfume _  atomizers; 
gorgeous models, beautiful gift hoxes: 
nationally advertised; terrific demand 
now to Xmas; wonderful proposition. 
Kent Creations, Inc., Sole Manufacturer, 
50 Broad St., New York 4, N. Y. Han- 
over 2-9483. 





SALESMEN wanted by manufacturer of 
unusual line of sterling silver table 
and smokers’ accessories, nationally 
advertised and accepted by leading 
jewelers and department stores through- 
out the country; must have established 
following; good territories available; 
commission basis. Address “N., 1253,” 
care J C-K. 





SALESMEN; nationally known con- 
cern offers profitable complete side 
lines of popular priced diamond 
rings and engraved wedding rings to 
men with established retail follow- 
ing; some territories still open; your 
inquiries treated with utmost confi- 
dence; give full particulars in first 
letter; our salesmen know of this 


ad. Address “G., 1372,” care J C-K. 





Help Wanted 








SALESMAN, experienced; watch repair 
estimator. Essex Jewelry Co., Inc., 
40 John St., New York City. 





SALESWOMAN, experienced; knowledge 
watches and repairs; good salary. Ad- 
dress “A., 1719,’’ care J C-K. 





SALESMEN wanted, for exclusive line 
of watches. Apply to Arctic Watch Co., 
12 John St., New York City. 





WANTED, two A-1l watchmakers; per- 
centage basis’ only. Address << 
1460,”’ care J C-K. 





WANTED, A-1 jeweler, who can repair 
and set stones. Address “V, 1461,” 
care J C-K. 





WANTED, an all around jeweler and 
stone setter for permanent position, 
in well equipped shop. Ginsburg Jewelry 
Co., Reno, Nevada. 





WATCHMAKER, permanent position for 
first class workman; take charge of re- 
pair department and wait on trade. 
Mueller, the Jeweler, Freeport, III. 





FOREMAN, for large watch repair shop, 
in upstate New York; wholesale mate- 
rial experience preferred. Address “S., 
1633,” care J C-K. 





WANTED man for all around work; pre- 
fer one to do some diamond setting. 
E. C. Anderson Co., 180 Genesee St., 
Utica, N. Y. 





WANTED watchmaker, by a jeweler who 
is a watchmaker; I understand a watch- 
maker’s troubles; will exchange tele- 
grams. George V. Prest, Arapahoe, Neb. 





POLISHER, with two or more years’ 
experience. John A. Marshall, 350 
Spitzer Bldg., Toledo, Ohio. 





SALESMAN to handle our Chinese, Italian 
and other miscellaneous merchandise; 
also jewelry as a side line. Asiatic Art, 
225 Fifth Ave., New York City. 





WATCHMAKER;; first class, at least 
10 years’ bench experience. Ander- 
sen’s, Jewelers, 355 Second St., 
Macon, Ga. 





SALESMAN wanted; handle complete line 
diamond jewelry; all territories; com- 
missions; A-1 references. Write, Chase 
— Corp., 64 W. 48th St., New York 

ity. 





WANTED; a head watchmaker for an old 
established concern in Mid-West; ideal 
working conditions; must have pleasing 
personality; references required. Ad- 
dress “E., 1706,” care J C-K. 





WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321,’ care J C-K. 








WANTED; experienced watchmaker able 
to do some light jewelry work; give 
references and salary expected in first 
letter; location in eastern North Caro- 
lina. Address “H., 1711,” care J C-K. 








EXCELLENT opportunity for 
with active accounts among“ sman 
jewelers, to sell the Forstner, Had} i 
Jacoby-Bender, Kestenman ang Other 
lines. Address “J., 1678,” care j CK 





———————___ 


WATCHMAKER,; position permanent. 
good working conditions; state experi. 
ence, ability and particulars in first 
letter; strictly confidential. Adam H 
Bolender, P. O. Box 214, Rockford, qj 





tl rrr 


WANTED; first class watchmaker ang 
jewelry repairman; permanent Posi: 
tion; only first class man apply, with 
recommendations first letter, R, |, 
Lackner, Brownsville, Texas, 





Elta. 


ENGRAVERS ; first class engravers; per. 
manent positions with leading New 
Orleans jewelers; air-conditioned work. 
room, pleasant surroundings. Write or 
wire, Adler’s, 722 Canal St., New Or. 
leans, La. 








JEWELRY die cutter and chaser; first 
class man required to take charge of 
this department; an excellent opportu- 
nity for a capable man; give informa- 
tion in detail in first letter. Address 
“Q., 1642,” care J C-K. 





a 


SALESMEN, for unusual line silverware: 
must have following jewelers, depart- 
ment and gift stores ; commission basis; 
name present lines and _ particulars. 
Swedish Silver Guild, 1776 Broadway, 
New York City. 





SALESMAN, with experience, to sell 14kt 
gold zircon jewelry; a most successful 
competitive and salable line; state your 
experience, references and give full par- 
ticulars in first letter for consideration. 
Address “P., 1657,” care J C-K. 





WANTED: experienced watchmaker to 
take charge, estimate, deliver work and 
assist at the bench; steady, promising 
position; state references, experience 
and starting salary. Greenberg Jewelry 
Co., Sioux City, Iowa. 





JEWELERS wanted, who can develop 
wedding rings in platinum and gold; 
excellent opportunity for a capable me- 
chanic possessing ability to take charge 
of this department; give information in 
detail. Address “Z., 1643,” care J C-K. 


——— 





SALESMEN calling on jewelers, gift 
shops, department stores, for high grade 
silver-plated hollowware line; eX- 
tremely liberal commission basis; all 
replies confidential; state territory. Ad- 
dress “‘T., 1687,” care J C-K. 


a 





SALESMEN wanted; experienced, to rep- 
resent manufacturers in New York 
with lines of platinum and gold watch 
cases, bracelets, ladies’ and _ gents 
rings: good for jobbers and retailers. 
Address “R., 1685,” care J C-K. 





WATCHMAKER for permanent position, 
must be competent and reliable ; splen- 
did working conditions; good salary; 
give qualifications in first letter; con- 
fidential. Rost Jewelry Co., Indianap- 
olis, Ind. 


———— eal 








SALESMEN, with established following 
among retail jewelers, to carry 4 side 
line of advertising displays that are 
the best on the market; excellent — 
ings; all territories open. Address 
715, 113 W. 42nd St., New York 18. 
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nen 
HELP WANTED—Continued 


——— CCC 
S: a first class mechanic to 
JEW ee ree of a shop of about eight 
en; thoroughly experienced in_ the 
manufacturing of jewelry in platinum 
and gold; good salary and extra 
ponuses; write in detail. Address “T., 
1644,” care J C-K. 











_— 


EXPERT watchmakers to work for New 
‘Orleans’ leading jewelers; permanent 
positions in air-conditioned modern 
workshop; our watchmakers earn from 
$100 to $150 per week. Write, wire or 
phone Adler's, 722 Canal St., New Or- 


leans, La. 





——————————CS—s=sS 


JEWELRY designer, all around engraver, 
die cutter, combination man; must have 
had many years’ experience ; high class, 
fine position instructing; just like a 
shop. Los Angeles School Jewelry 
Manufacturing, 1007 W. 96th St., Los 
Angeles, Calif. 





WANTED; two first class watchmakers, 
either salaried or commissioned; need 
watchmakers for high grade _ small 
stores in Fayetteville, N. C., and Oak 
Ridge, Tenn.; give good_ references. 
Write or telephone, Leo F. Henebry, 
209 S. Jefferson St., Roanoke, Va. 








SALESMAN wanted by large jewelry 
manufacturer established more than 
25 years; must have following; valu- 
able territories now open; real oppor- 
tunity for top-notch man; write stat- 
ing full details in first letter. Ad- 
dress ‘R., 834,” care J C-K. 





SALESMAN, with better retail store fol- 
lowing in Middle West, manufacturer’s 
complete line of diamond, platinum and 
gold jewelry; old established concern: 
excellent opportunity; write details: 
confidential. Address “E., 1250,” care 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, 617 Wyandotte, 
Dept, C., Kansas City 6, Mo. 





JEWELER to do diamond selling, re- 
modeling and jewelry repairing; good 
working conditions; position perma- 
nent; state ability, experience, and par- 
ticulars in first letter; correspondence 
strictly confidential. Adam H. Bolen- 
der, P. O. Box 214, Rockford, III. 





CLERK, female, experienced handling de- 
tail work, involving watch and jewelry 
repairs and exchanges; good handwrit- 
ing required; highest references; 40- 
hour five day week; overtime Christmas 
season; 34th St. area, New York. Please 
write “L., 1680,” care J C-K. 











SALESMEN ; opportunity to carry line of 


14k gold dye-struck wedding rings, hand 
chased and plain; priced right to sell 
to retail jewelry stores on commission 
basis; we run over 150 different num- 
bers; Mid-west, New England and 
Texas areas open: send references with 
letter. Address “Y., 1640,” care J C-K. 








WATCH and jewelry salesman, travel- 


ing by car, to represent nationally 
known firm with complete line of 
popular priced watches and jew- 
elry; must have retail jewelers and 
department store following in well 
established Southern territory. Ad- 
dress “B., 595.” care J C-K. 


WATCH salesman, experienced, with fol- 


lowing among chain stores, to sell 
popularly priced Swiss watches as a 
regular line or side line; opportunity 
for the right man; leading manufac- 
turer able to deliver quantities; state 
qualifications, experience, etc., com- 
mission; replies strictly confidential. 
Address “T., 1538,” care J C-K. 





SALESMAN, to carry new line of 


ladies’ gold and platinum mount- 
ings, with a following in the job- 
bing trade and larger users in Chi- 
cago and adjacent territories; non- 
conflicting side line not objection- 
able. Address “H., 1621,” care 
J C-K, 





SALESMAN, with a non-conflicting line, 


to represent a manufacturer of wedding 
rings, diamond rings, emblems and 
mountings in platinum and gold; only 
aman with an excellent following and 
widely known, with a fine character, 
will be considered; strictly commission 
basis; state experience and give refer- 
ence in first letter. Address “B., 1645,” 
care J C-K. 





JEWELER and stone setter, who must 


be able to take charge of a trade 
shop employing eight people; must 
be a first class stone setter; wonder- 
ful opportunity for right man; give 
experience, reference and salary de- 
sired. Address “P., 1535,” care J 
C-K. 





SALESMEN experienced, with following, 


to sell well Known manufacturers’ at- 
tractive line sterling silver baby items, 
gift items, smokers’ accessories, etc., to 
department stores, jewelers, gift shops; 
territories, New York State, New En- 
gland, Texas, Louisiana; liberal com- 
mission; state full details first letter, 
ix carried. Address “J., 1626,” care 





SALESMAN, with established follow- 


ing for representation of complete 
diamond ring and colored stone ring 
line of nationally known ring con- 
cern, for Texas, Oklahoma, Arkan- 
sas, Tennessee and Kentucky; have 
also established accounts; all replies 
confidential. Address “K., 1679,” 
eare J C-K. 





SALESMAN ; experienced ; territory open, 


New York and vicinity, West Coast, 
Midwest; manufacturer’s gold and 
platinum mounting line, platinum at- 
tachments, set and unset; well estab- 
lished with better retail jewelry stores 
and wholesalers; excellent opportunity 
for capable man; state age, experience 
and present connections. Address “N., 
1631,” care J C-K. 








SALESMEN wanted by established 


popular price Swiss watch importer 
to carry complete up-to-date line; 
territories, Pacific, Midwest and 
Southwest; must have good retail 
following; good opportunity for 
right men; no objections to non- 
conflicting side lines. Address “D., 


1698.” care J C-K. 


RING salesman for Chicago and also 
southern states, to carry nationally ad- 
vertised line of plain and engraved 
matched wedding rings, ladies’ and 
men’s stone set rings and diamond set 
wedding and engagement rings; only 
experienced ring salesmen, now travel- 
ing, will be considered. Bliss Ring Co., 
29 E. Madison St., Chicago 2. 





SALESMEN wanted; large manufacturers 
popular priced silver and chrome plated 
hollowware and_ electric appliances, 
have the following territories open; 
States of Ohio, Missouri, Kansas, Ken- 
tucky and West Virginia; straight com- 
mission or drawing account; only those 
who can produce and who have a fol- 
lowing need apply. Address “W., 1606,” 
care J C-K. 





A TRIPLE line of sterling silver hand 
made novelties, boxes and jewelry; 
original creations in the continental 
manner ; no other line like it in America; 
15% commission, all territories open; 
this line has been made and sold for 40 
years. Write for interview to, Wm. B. 
Meyers Studio, 50 Columbia St., New- 
ark 5, N. J. 








BUYER; jewelry; excellent opportunity 
for top man to join staff of large nation- 
al distributor; must be thoroughly ex- 
perienced with gold and gold filled 
jewelry, diamonds and watches and cap- 
able of assuming full control of depart- 
ment; only men with previous annual 
earning record of $10,000 or more need 
apply; all replies confidential. Write to 
Leonard Luria, c/o L. Luria and Son, 
Inc., 160 Fifth Ave., New York 10, N. Y. 





SALESMEN, experienced watch sales- 
men to represent well established 
watch concern with a complete up- 
to-date medium priced Swiss watch 
line; South and Midwest territories 
open; important: only men with a 
good retail store following may ap- 
ply; good opportunity for right 
men; no objections to non-conflict- 
ing side lines. Address “W., 472,” 
care J C-K. 





MANUFACTURER wants experienced 
salesman, with car, to call on retail 
jewelry stores with delivery line of 
ladies’ and gents’ 14K and 10K birth- 
stone rings, diamond rings and wedding 
rings; also 14K crosses; drawing 
against commission; Chicago vicinity, 
and salesman for San Francisco; other 
territories open; no objection to carry- 
ing non-conflicting lines; give full par- 
ticulars. Address “H., 1676,” care J C-K. 





SALESMAN, for the middle West, with 
following amongst retail jewelers, 
wanted by a manufacturer of a suc- 
cessful and complete better line of 
diamond jewelry, some of which is 
shown on another page this issue of 
the Jewelers’ Circular; lucrative 
earnings assured to the right man; 
all replies treated confidential. Seid- 
man & Co. 31 W. 47th St., New 
York City. 





POSITION, manager repair department ; 
opportunity for right man to manage 
watch and jewelry repair departments 
for one of oldest and largest firms in 
the South; estimating, supervisory, 
managing, and minor adjustments; 
must have experience first class watch- 
making ; incentive plan of remuneration ; 
salary plus percentage of departments’ 
profits. Bromberg & Co., Inc., Birming- 
ham, Ala. 





(Continued on page 378) 
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HELP WANTED—Continued 











(Continued from page 369) 





WANTED; first class watchmaker, with 
at least eight years’ experience on 
railroad watches, able to rate on 
‘Watchmaster’’; must have good hab- 
its, pleasant personality and neat ap- 
pearance; position permanent to Ccap- 
able man, with old established watch 
inspector located in the Southeast, city 
of over 60,000; percentage; if you can’t 
make $150 minimum a week you are 
not good enough for position; send 
eo a Address “J., 1520,’ care 





SALESMAN, traveling South and Pa- 
cific territory; must have good fol- 
lowing among better retail jewelers; 
prominent manufacturer of better 
diamond engagement and wedding 
rings offers opportunity for large 
earnings; state full particulars re- 
garding past experience; corre- 
spondence confidential. Address 
“N., 1656,” care J C-K. 





DESIGNER and sample maker for la- 
dies’ jewelry; permanent position with 
substantial salary offered to the right 
man by a reputable manufacturing 
jewelry company; established over 50 
years and located in Massachusetts; 
must be capable of designing and pro- 
ducing samples of items to retail from 
25c to $1; please give detailed informa- 
tion in letter of application regard- 
ing age, background and experience; 
all replies will be held in_ strictest 
—— Address “Y., 1459,” care 





WATCH salesmen, with following 
among retailers, wanted for popular 
priced Swiss watch line; commission 
basis; no objection to non-conflict- 
ing line; open territories; southeast- 
ern states, Middle West, West of 
Ohio; existing accounts will be 
turned over; state complete details 
and references, in confidence, in 
first letter. Address “F., 1707,” 
eare J C-K. 





POSITION open for energetic, progres- 
Sive, experienced jewelry man _ with 
growing jewelry concern in North Caro- 
lina, as manager for large jewelry store 
and supervise two or three others within 


short radius; must have full managerial © 


experience and capabilities with com- 
plete knowledge of merchandising, 
window trimming, advertising, creative 
ideas, etc.; wonderful opportunity for 
right party willing to work and pro- 
gress; kindly state full particulars in 
first letter as to age, married, or single, 
references, etc. Address “E., 1699,” 
care J C-K. 





SILVER salesmen wanted to cover ex- 
clusive territories, particularly in 
South, Southwest, South Atlantic, by 
manufacturer of nationally adver- 
tised sterling silver flatware line, 
also has hollowware both plate and 
sterling, and baby merchandise; 
qualified men can insure substantial 
earnings and proper arrangements 
will be made for compensation; all 
applications held in strict confidence 
for December 1 openings. Apply, 
Mr. Frank Ollayos, Sales Manager, 
Amston Silver Co., Wallingford, 


Conn, 


FEINSTEIN bBruos., 5 S. Wabash Ave., 
Chicago, Ill., Los Angeles office, 0 
W. Fifth St.; salesmen wanted with 
established following among retail 
jewelers and department stores, to rep- 
resent outstanding watch material and 
supply house in business for 23 years; 
complete lines of watches, diamonds, 
solid gold rings, clocks, tools, better 
jewelry, J-B bracelets; distributors of 
watch cases and other nationally ad- 
vertised merchandise; excellent op- 
portunity for the right man; open terri- 
tories Midwest, West, South and Central 
States. 


For Sale 


Stores, Stocks and Businesses 











JEWELRY polishing and plating shop; 
modern equipment; 100% location; rea- 
eit price. Address “B., 1671,’ care 





JEWELRY repair shop; new, equipped, 
doing $500 monthly; tremendous pos- 
sibilities; ocean view, lovely Santa 
Monica; $2,500. R. Fudge, 409 Santa 
Monica Blvd., Santa Monica, Calif. 





FAMOUS jewelry store, surrounded by 
world renowed hotels; small rental, 
long term lease; $9,000; Jewel Box “On 
the Park,” 1428 Sixth Ave., New York 
City. 





FOR SALE; jewelry store in the heart 
of Pittsburgh, Pa.; beautifully modern- 
ized, new fixtures and air conditioned ; 
reasonable rent; owner has other busi- 
ness; $25,000 cash required. Address 
“L., 1712,” care J C-K. 





PREACHER, has established, only store 
in small West Texas oil town; climate 
high and dry; only watchmaker; three 
to four thousand dollars handles. L. L. 
Colvin, Phone 51-J, Iraan, Tex. 





JEWELRY store and repair shop; small 
town, but serving three surrounding 
towns and large rural population; rich 
farming section; building $5,000; stock 
inventory. H. G. Heydt, Boston, Ga. 





MAY Jewelry Company, Inc., one of North 
Carolina’s most luxurious, newest firms; 
cork flooring, jade green carrara glass 
front, solid mahogany fixtures, includ- 
ing window paneling; will sacrifice ac- 
count of health. P. O. Box 1236, South- 
ern Pines, N. C. 





FOR SALE; pawn shop, established 
over 26 years, located in North Car- 
olina city 65,000 population; re- 
quiring about $50,000 cash for 
stock and pledges; store building 
25 x 100, and second floor and 
basement same size. Address “D., 


1600,” care J C-K. 





JEWELRY store in the heart of the busi- 
ness district, in Newport, R. I.; estab- 
lished over 25 years; sacrifice price to 
settle estate due to death of owner; 
entire stock and fixtures ; approximately 
40 x 12, two windows; ideal for anyone 
with knowledge of watch repair work. 
Write, Harry Feigelman, attorney, 172 
Thames St., Newport, R. I., for further 

_ information. 








FOR SALE, a modern up-to-date jewelry 
store doing a good cash and credit busi- 
ness; merchandise will inventory $95,- 
000, accounts receivable $26,000; one of 
the largest stores in the Midwest; the 
reason for selling is illness; would take 
in a good man who can run it with a 
chance to invest, but must be a capable 
man with experience. Address “G., 
1708,” care J C-K. 


‘seen acne mneetaaeenesetenen, 
For Sale 


Tools, Equipments 








——— 
as, 


USED tools, benches, lathes i 
Mae tools, ete. “a 
Gallien, . Fifth St., Lo: eles 
13, Calif. S Angeles 








ARCH CROWN celluloid and parch. 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 








AIR conditioners for sale; two, three, 
three, five and two, 7% ton self. 
contained air conditioners; war. 
ranted, new equipment; priced for 
quick sale. Temp-Control, Inc., 208- 
210 E. State St., Peoria, Ill, 








JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit en- 
velopes with call checks; printed sup- 
Plies of every description. Write for 
samples. Dauer Printing Company, 
Manufacturers, Printing, Engravers, 31 
East 22nd St., New York 10, ya 
Algonquin 4-2174. We ship open account, 
parcel post or express to any part of 
the United States. 








Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Annouwnce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





GORDON BROTHERS cash buyers of 
complete jewelry stores and surplus 
stock; for details see our advertise- 
ment page 33. 





JEWELRY store, wanted by watchmaker ; 
well established, with good reputation, 
centrally located in New York, New 
Jersey or Long Island. Address “M., 
1629,” care J C-K. 





WANTED to buy; established jewelry 
store in town of 8000 to 15,000 popula- 
tion, preferably in Virginia or Florida; 
all information confidential. Address 
*“R., 1649,” care J C-K. 





TO lease, jewelry department in large 
furniture store, 100% location; beautiful 
modern fixtures ; will consider trial lease 
until Xmas. Ben Shapiro, 21 Water St, 
Newburgh, N. Y. 


——, 








OFFICE manager, thoroughly eperienced, 
17 years present position with one of 
largest diamond ring manufacturers, 
will consider partnership in established 
concern. Address “A., 1662,” care J C-K. 
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——————— 
BUSINESS OPPORTUNITIES—Cont. 


————— 


AUCTIONS successfully and ethically 
conducted anywhere in the country; 
12 successful sales in 1947. Write 
or wire, Maynard Levy, 5200 Black- 
stone Ave., Chicago 15. 

















WANTED to buy, established jewelry 
store in town of 8000 population or 
larger; will pay cash; all information 
confidential. Walter MacDonald, 117 S. 
Anderson St., Elwood, Ind. 








JEWELRY store, wanted by individual ; 
must be established and in the Mid- 
west; will pay medium price; replies 
confidential. Address “S., 1661,” 
eare J C-K. 





WANTED to buy, for cash, surplus stock 
of watches, jewelry and diamonds at 
highest prices; bank references; all 
correspondence confidential; call, or 
wire collect. London Watch Co., Inc., 
2 E. 45th St., New York 17. Mu 7-6865. 





AUCTIONEER, 12. successful sales 
conducted in 1947; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. 





AUCTION with profits ; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers’ references 
furnished; stocks bought. Herman 
= 11 Midwood St., Brooklyn, 





COLMES BROS., cash buyers of jew- 
elry stores with or without fixtures; 
we interview you at our expense in 
any part of the country; bank and 
trade references. 18 Tremont St., 
Boston, Mass. 





CAN YOU MAKE tools: if you are ex- 
perienced and have a tool shop properly 
equipped to produce tools for mountings 
and findings, an important nationally 
known manufacturer can make you an 
interesting proposal. Address “A., 1722,” 
care J C-K. 


a 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices ; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 


a 





AUCTIONEERS with 30 years of leader- 
ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben Tipp, 
Seattle; Bunde & Upmeyer, Milwaukee ; 
Pfeifer Bros., Little Rock; Haltom’s, 
Ft. Worth; two group auctions for St. 
Louis’ leading jewelers; 10 auetions, 
two million dollars. America’s Fore- 
most Jewelry Auctioneer, Thomas J. 
Faussett, Howell, Mich. 


LET us have your auction and sales prob- 
lems; 40 years of experience assures 
you of experience and salesmanship 
ability which guarantees a _ successful 
sale by auction; references furnished 
upon request; we also buy jewelry 
stores and stocks. Write or wire, J. 
Harry Lawrence & Co., Auctioneers, 520 
W. Main St., Louisville, Ky. Do it today 
as Xmas is so near. 





AUCTIONEER V. C. Kelley; know 
your auctioneer by his past per- 
formance; nine successful sales in 
the past year; just closed, highly 
successful sale for Seidensticker, 
Jeweler, Hamilton, Ohio; sold over 
$100,000 for Brackins Jewelry, Pen- 
sacola, Florida; 20 years’ experi- 
ence; best references. Wire or write, 
Vv. C. Kelley, 1631 Coventry Rd., 
Dayton, Ohio. Formerly Chicago, 
Til. 








JEWELER;; partner, in a manufacturing 
plant, wedding rings, mountings, dia- 
mond rings, etc.; now doing a yearly 
business of approximately $100,000 per 
year and could triple that within a 
year; it will take around $50,000 or 
more; one who is a fine mechanic or an 
executive with an unquestionable char- 
acter; give information in detail, strict- 
ly confidential. Address “Z., 1663,” care 





WANT to sell out; we will conduct 
flat sale or auction, or buy your en- 
tire stock and fixtures for cash; have 
more than 500 letters on file from 
jewelers endorsing our methods of 
operation; highest bank and trade 
references; for immediate action, 
write, wire, telephone. Earl Wilson 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 
PLaza 8-2110-2111. 





ARE you going out of business; I can 
guarantee you the cost of your mer- 
chandise with my personally con- 
ducted auction sale; no sale too 
large or too small; I will also pay 
cash for your entire store with or 
without fixtures; write for my prop- 
osition; all correspondence confi- 
dential; best of references through- 
out past 30 years. Harry Weisz, suc- 
cessor to Herman Nathan, 59 E. 
Madison St., Chicago, Ill. Dearborn 
1684. 





THOS. R. REID, America’s “Mighty 
Man O’The Hammer,” just closed 
his 12th sale in St. Louis, Missouri 
for leading jewelers, the Macy Jew- 
elry Co., on 6th St.; this past year 
sold from San Diego to Sandy Hook, 
then back to the heart of Chicago 
where I sold out the Palmer Jew- 
elry Co., Adams St. and Wabash 
Ave.; write for references that are 
references; will buy you out or will 
sell you out advance cash and ren- 
der any honorable assistance. Thos. 
R. Reid, Klingenberg Terrace, Du- 
buque, Iowa. Phone 4048. 





MR. JEWELER, if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to- 
day, let me show you how it can be 
done, with one of my dignified auc- 
tions; I guarantee that there will be 
no loss and that your prestige will 
even be enhanced in your commu- 
nity; or if you want to sell your 
stock outright, I will buy it at the 
highest price; write or wire for de- 
tails; all correspondence strictly con- 
fidential; bank and trade references 
on request. M. C. Maxwell, 1429 
Boardwalk, Atlantic City, N. J. 





WOULD you like to retire from busi- 
ness, now or after Christmas, if you 
were given a responsible guarantee 
that your stock, accounts and fix- 
tures would be sold for more than 
the wholesale cost; our service will 
secure a cash buyer for your store 
as it stands today as a going con- 
cern; your good-will and lease will 
sell for cash the same as your stock; 
we are not stock buyers, but one of 
the oldest exclusive jewelry brokers 
in business; unquestioned bank ref- 
erences; also references from clients 
why» have used our services recent- 
ly; no store too large or small to 
use this service; write for competent 
appraisals and complete details 
without obligation. McRae & Shaw, 
168 N. Michigan Ave. Federal Life 
Insurance Bldg., Chicago, Ill. 








Wanted to Purchase 








CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





INFORMATION wanted regarding your 
excess stock of sterling and other low- 
price rings; will buy entire lots. State 
House P. O., Box 91, Lincoln, Neb. 





CHARMS- manufacturer, who does not 
sell to retail stores, with gold and 
platinum line, wanted by wholesaler. 
Address “D., 1705,” care J C-K. 





HIGHEST prices for old watch move- 
ments, to 18 size preferred; check 
mailed immediatey; estimate subject 
to your approval. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, Ill. 





(Continued on page 372) 
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ERI APRA ON AP SE 


Watch Work, etc., for 
the Trade 











(Continued from page 371) 





WATCH repairing for the trade, price 
list and reference upon request. M. J. 
Gallo, 922 N. Plum St., Lancaster, Pa. 





WATCH repairing for the trade. J. E. 
Clark, 125 N. Mulberry St., Mans- 
field, Ohio. 





CHRONOGRAPH and watch repairing; 
for the finest grade of workmanship. 
Joseph I. Small & Son, “For over three 
 -omgugaaaaadl 17 Cheney St., Roxbury, 
Mass. 





— 


CAREFUL, honest watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kunnel, 
2 W. 47th St., New York City. Phone 

Bryant 9-5065. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W 
48th St., New York 19, N. Y. 





QUICK, reliable watch repairing for the 
trade; cleaning $1.50, staff $1.50; write 
for low cost price list, or send trial 
package. Slees, Johnson Bldg., Bridge- 
port, Conn. 





HIGH grade watch repairing fer the 
trade; moderate prices; work guaran- 
teed; out-of-town accounts solicited: 
established since 1913. B. Marino, 170 
Broadway, New York 7. Rector 2-1586. 





BALANCE staffs to watch, $2; order and 
balance staff and/or mainspring, $4: 
guaranteed; mail orders and estimates 
solicited. Howard Simon, Box 116-C, 
Central Islip, L. I., N. Y. 





WATCH repairing for the trade; price 
list upon request; quality work. 
Triangle Watch Repair, 424 Samp- 
liner Bldg., 5713 Euclid Ave., Cleve- 
land 3, Ohio. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





HAROLD FREEDMAN, specializing in 
chronographs and wrist watches; 
quick, reliable service; references 
and price list upon request. 1941- 


60th St., Brooklyn 4, N. Y. 





DAVID MIGDAL and Co., 1099B Summer 
St., Boston, Mass.; expert and guaran- 
teed watch repairing; prompt service; 
reasonable prices; mail orders invited ; 
chronographs our specialty; price list 
on request. 





BOSTON, Mass.; reliable watch repairing 
for the trade; timed on Western Elec- 
tric Watchmaster; five-day service; 
prices and references upon _ request. 
Lucerne Watch Repair Co., 333 Wash- 
ington St., Room 321. 


WATCH repairing for the trade; work 
done in our own shop; personal atten- 
tion given to every job; a trial shipment 
will be convincing; will gladly furnish 
references. Albert Mayhoefer, 3027 N. 
Racine Ave., Chicago 13, Ill. 





WATCH repairing for the trade; 
quick service guaranteed; years of 
experience; reasonable prices; write 
for further information. Elgin 
Watch Repair Shop, 82 So. Grove 
Ave., Elgin, Ill. 





EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service; all 
watches timed and tested by the latest 
Western Electric Watchmaster; time 
charts for each watch will be supplied 
‘upon request. L. Z. Orin, 2 Ellwood St., 
New York 34, N. Y. Loraine 7-1261. 





WATCH and jewelry repairing, beads 
restrung; watch case repairing; 24 
hour crystal service; all watches 
timed by electronics; cases cleaned 
and polished; jewelry work finished 
like new; since 1919 a dependable 
place for satisfactory work; full in- 
surance coverage. Harvey Jewelry 
Co., 205 Cleveland Ave., N. W. 
Canton, Ohio. 





TWENTY-FIVE per cent discount intro- 
ductory offer; take advantage of this 
introductory offer and let us give you 
25% discount on the first five watches 
you send us; let our 17 years’ experience 
prove to you that you will get watch re- 
pairs of the highest quality; we are 
chronograph and repeater specialists: 
each watch is timed and tested on our 
Watchmaster before leaving the shop; 
member of the Jewelers Board of Trade: 
price list upon request; our work is 
good, we want you to know it: send us 
your trial order now. Perfect Watch 
Repair Service, 323 W. 5th St., Room 
306, Los Angeles 13, Calif. 





TWENTY-five years of experience in 
fine watch repairing; our staff of 
thoroughly experienced mechanics 
assures you of the finest quality 
craftsmanship; services include re- 
pair on chronographs, vibrate hair- 
springs, and all types of compli- 
cated watch repairing; our Watch- 
master machine assures you _ ac- 
curate timing; work guaranteed; 
prompt delivery of five to ten days; 
price list upon request. H. Spiel- 
man Co., 9 Maiden Lane, New York 
7, N. Y¥. WOrth 4-3377. 


Special Order Work and 
Repairs for the Trade 











BEADS of all kinds restrung by experts 
for the trade; reasonable prices and 
prompt service; bonded. Rankin’s Pearl 
House, Box 1384, Beaumont, Tex. 








REPAIRING and repolishing all types of 
stones, specializing in repolishing of old 
miners; prompt and_ efficient work. 
Eugene Kass, 142 Rockaway Parkway, 
Brooklyn, N. Y 





PEARLS and beads restrung ; rosaries re. 
paired by experts for the trade: right 
prices ; prompt service ; monthly billing 
en, 55B Eddy St., Providence. 





tl rie 


BEADS restrung, all kinds; expert work: 
materials and clasps furnished ; 48-hour 
service on mail orders; 40c postpaiq: 
free estimates. Betty King, 524 Adai- 
son, Chicago 13. 








BEADS restrung ; all style beads restrung 
plain or knotted; prompt service: can 
furnish references. Mrs. Helen E& 
Stump, 202 State St., Shillington, Pa 
near Reading. ‘ 








MOUNTINGS for cameos, brooches, pen- 
dants, earrings, etc., made to your speci- 
fications ; free estimate ; prompt service: 
satisfaction guaranteed. C. Merle Dubs, 
Manufacturing Jeweler, 251 North St. 
Harrisburg, Pa. 





a 


JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





SILVERPLATING, gold chromium, 
brass and nickel; jewelers every- 
where, send us written description 
of what you want plated and we 
will submit close estimate, so that 
you may quote your customers. 
Master Silverplaters, 2031 Caniff, 
Detroit 12, Mich. 





DIAMOND setting; 25 years’ experi- - 
ence; established many years; han- 
dle diamonds, baguettes, fancies and 
colored stones in platinum and gold; 
finest workmanship; prompt ser- 
vice; work guaranteed; New York 
and out-of-town; references fur- 
nished. I. Altman & Bro., 48 W. 
48th St., New York City. 


PANAMA OE EINE EE TRE EEN OREN IS 


To Let 








BUSIEST corner in Hartford for lease; 
100% location available in Hart- 
ford, Conn., corner of Main and 
Pratt Sts.; excellent opportunity for 
enterprising jewelry company; 30 
feet frontage, approximately 3,000 
square feet; can be divided. Write, 
Mr. Joseph Wiegel, Outlet Millinery 
Co., 6 Pratt St. 





Re A A RR TRAE PRESTR ELE To 28 NOON 





‘Miscellaneous 








——— aE 





JEWELRY, silverware and plastic en- 
graving taught. A. Hemersbach, 
Tutor, 303 Fifth Ave., New York. MU 
4-7572. 
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SILVER POLISH 


for restoring Brilliance 
to SILVERWARE 


Kantor’s is made of soft, smooth sub- 
stances and requires a minimum of 


SUNSHINE 


2~ILVER 
(Potrsy7 


rubbing for lustrous, like-new finish. 


Packaged in 4, 8, 16 & 32 oz. bottles. 


Gross—$37.00 1% Gross—$19.00 
Dozen $3.25 


Order through your favorite whole- 
saler or direct. 


Manufactured by 


KANTORS inc. 


MONTGOMERY, ALA. 








Wall Sige DIAMOND RINGS, STONERINGS, WEDDINGRINGS _ </~<") 
The ONLY Ly SIZER that can do all this for you! ce 


THE MASTER PRECISION 
RING-SIZER agus 


Will 1 

1.REOUCE and EN- i 
LARGE all styles of BE 
ladies’ and gents’ wed- VU 
ding rings. 

2.ENLARGE — 
MOND-SETE edi 
GAGEMENT RINGS — 
—all kin 

ENLARGE STONE 
RINGS—all kinds. 


4 ENLARGE 5, 7 & 10- 
STONE WEDDING 



















ay, 
— S Tay Tome me me ee 
peppers ger iersierier 


ss 


Establishment! 







tings J.J. KAGAN & CO. 
SAFETY TO THE 220 West 5th Stree! 
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For Sawing - Slotting - Milling 
- Cutting Up Stock - Winding - Etc. 





BED: Hand Scraped, ‘V’’ Ways For Alignment of 
Rest Made of Cast Iron — Very Rigid. 

REST: Has Hand Knob for Quick Adjustment and 
Locking to Bea. Has Hand Screws for Fine Hori 
zontal and Vertical Adjustments. Top of Slide To 
michmecelae -Gaicldallile Mab ai ]a-1 9 

SPINDLE: Operates In Sealed Ball Bearings. 
LATHE SPEEDS APPROX.: 900 1400 — 2200 - 
3400 RPM using 1800 RPM Motor. 
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REYNOLDS HAS PRESSES! 


' ea | 
é FOOT » SCREW <7]//'> POWER 
F = + 
REYNOLDS a REYNOLDS al REYNOLDS 
FOR FOOT - PRESS @are’] FOR POWER 


PRESSES dhe 


REYNOLDS ‘macunuarids: 


303 EDDY STREET— PROVIDENCE 3, RHODE ISLAND 








Now... 


A New Popular Priced 
Multi-Duty Machine 





For Lapping Rings, Watch Cases and 
Bracelet Parts 


Wheels are interchangeable for Ring 
Mandrels, Drill chucks or tapper spindel 
for Buffing, and can accommodate a 10” 
sanding disc or felt wheel. 


Write for Folder. 


Specialists for the jewelry industry. Call Flushing 3-6125 


ALKA PRECISION TOOLS & EXP. WORK 


22-44 122nd STREET COLLEGE POINT, L. I., N. Y. 
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THAT ONE JEWELRY ASSOCIATION 


There’s a hot question being currently discussed by 
many people in the jewelry trade. “Should there be 
ONE association in the jewelry industry?” 

FOR THE MOMENT, LET’S BE NAIVE. Let's as- 
sume that the jewelry industry didn’t exist yesterday. 
It just sprang up complete and in full blossom at 9:00 
this morning—complete with producing manufacturers, 
distributing wholesalers and operating retailers—com- 
plete with established stock, personnel and a public de- 
mand for its merchandise; all the good things—none of 
the bad. That’s at 9:00. 

By 9:01, of course, the first of our industry-wide 
problems reared its ugly head. By 9:02 the jeweler who 
bore the brunt of the first attack yelled for help from 
his nearest jeweler. By 9:03 they decided to enlist the 
aid of all jewelers through the organization of an asso- 
ciation. It was an all-inclusive one, probably like the 
Canadian Jewelers Association, combining retailers, 
wholesalers and manufacturers. 

NOW, LET’S BE REALISTIC. The jewelry indus- 
try did not spring up today. It is one of the world’s 
oldest industries. Through centuries of contact with 
human nature, it, and its members have become in- 
volved with matters of position, prestige, propaganda, 
prejudice and pride. Today it is a very involved 
structure. Conceivably, it would be a stronger structure 
if it were simplified. 

There, then, are the facts of the case, in which judg- 
ment is sought on the question of “One association 
and/or one show?” 


Who is the “Judge Landis”? 


ADVERTISERS TAKE NOTE 


Jewelry suppliers who use wholesale prices in their 
advertisements in THE JEWELER’S CIRCULAR-KEYSTONE 
are employing an offensive attention-getting device. This 
net-price advertising infuriates jewelers to the point 
where many refuse to buy from such sources; thereby 
cancelling any value such a practice might conceivably 
have for the supplier. 

No smart advertiser will do it. It offers no worthwhile 
benefits. Especially since all jewelers can quickly and 
easily translate “Keystone Prices.” 


A LOOK INTO THE FUTURE 


Granted that the maturity of television has been 
heralded with more false alarms than was the death of 
the depression in the 30’s. 

Granted that many of the programs not only can be 
heard and seen, but also smelled. 

Granted that it does not yet provide an audience that 
compares in size with that of radio. 

Yet we will not grant that the advertising value of tele- 
vision lies so far in the future that the smart retail 
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jeweler can completely ignore it. For, plant investments ” 
scheduled by the big broadcasting chains are based upon 4 
their considered estimates of 13,570,000 receivers in yge — 
by 1952. Only four years from now! ’ 

Four years is not too long to be alerted to a mediym — 
which is indicated to become one of the most powerful ad. ~ 
vertising forces ever employed in this, the country which — 
has always led the world in the development of effectiye | 
sales promotional techniques. ¥ 


A TRICK WITHOUT MIRRORS 


Too many jewelers base their overall merchandising 
plans exclusively upon their experience in dealing with’ 
customers who have come into their store to buy some. 
thing. 
That’s fine as far as it goes; which is only to those” 
who are already interested in jewelry store merchandise, | 

But what about that tremendous market made up of 
people in your community who rarely think of you, 
your store, your merchandise, or your services? 

To appeal to them, we suggest you use the “Hat 
Trick” which Aesop Glim in his book on advertising” 
describes as one of the surest, easiest, most economical | 
methods of turning up new sales angles and advertising © 
ideas. The only prop necessary for the trick is a hat— ~ 
vour hat—which you pick up and carry out of your store. 
Thus equipped you spend the day talking to people who 
could use your goods or services; people who are not 
now doing so. 

Maybe they’re in homes, in offices, in railroad sta- 
lions, in luncheon clubs or restaurants. Maybe they're 
looking in your show window this very minute. 

Wherever, they are waiting to give you the answers 
you need to plan your advertising and sales promotion 
activities with the greatest effect. Practice the “hat trick” 
and you will become proficient in its execution. 


A NEEDLESS DEATH OF GOOD-WILL | * 


Careless and inefficient handling of repairs by manu- | 
facturers, importers, distributors and trade repair shops — 
are a constant and needless source of irritation to retail” 
jewelers. 

A supplier who ignores instructions or fails to prompt ~ 
ly acknowledge receipt of goods or delays the return = 
of repaired items is jeopardized the very good-will 
which inspired the dealer to sell the merchandise origt 
nally. As for consumer reaction it is well to remember 
that a sale is never complete until the merchandise is m 
use by a satisfied customer. . 
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